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Mogul Refuses 
Accounts, Resigns 
All Block Business 


New York, Sept. 21—In a most | 
unusual press release, Emil Mogul | 
Co. announced today that: 

It had been assigned two eddi-| 
tional products by Block Drug Co. | 

It has decided not to i>ke these} 
products. Moreover: It ‘as also} 
decided to resign the four Block 
products that the agency has had 
for the past three years. 

The resigned products, “effec- 
tive as soon as another agency is 
appointed,” are Omega Oil, an ar- 
thritic pain reliever, Poslam, a 
skin ointment, and two products 
still in test markets—Laxium, a 
laxative, and Sentrol, a headache 
remedy. 


| 


® There was no explanation of 
what the two assigned-and-re- 
signed products might be, both the 
agency and client declining any 
comment, although there seemed 
to be some difference of opinion 
whether Mogul had been “as- 
signed” the two mystery products 
or merely had “discussions” with 
Block. . 

In any event, the only explana- 
tion offered for the puzzling turn 
of events was “product conflicts 
and other considerations,” accord- 
ing to the release. But nobody was 
saying what the “conflicts” or 
“considerations” were. 

The four Block products cur- 
rently with Mogul are believed to 
bill in the neighborhood of $150,- 
000. Some observers thought Mo- 
gul’s action was prompted because 
Emil Mogul was miffed at not 
getting a sizable billing account 
during Block’s recent agency re- 
alignment, which saw Sullivan, 
Stauffer, Colwell & Bayles land the 
lion’s share. As a result, this view | 
holds, Mr. Mogul! decided to divest 
himself of what may have been| 
comparatively unprofitable billing. | 


“Let ‘me teil you the thrilling 


NEW STORY -OF MILK” 


eye Bab Comakhine Samos coperter sutber star uf rere. and TV — 


THRILLING TALE—This color spread scheduled for The Saturday Eve- 

ning Post Oct. 17 tells about a new movie produced for Pure-Pak 

division of Ex-Cell-O Corp., manufacturer of milk cartons. The film 

is narrated by Bob Considine and traces the handling of milk from 

ancient days to the present. “The New Story of Milk,” a half-hour 

color film, was produced by Robert J. Enders Inc., under the super- 
vision of the agency, Fred M. Randall Co., Detroit. 


10 Agencies Buy 50% of Sponsored 
Network Time, Celler Group Is Told 


Kintner Pleads for 
Faster Action on 
Solving UHF Problem 


New York, Sept. 2i—The House 
anti-trust subcommittee’s multi- 
faceted probe of the tv industry 
this week touched on the concen- 
tration of network time in the 
hands of a few ad agencies, ABC’s 
contractual arrangements with its 
affiliates, the allocations problem, 
the cost of AT&T lines and the 
plight of song writers who don’t 
hear their music on the air as fre- 
quently as they would like. 

All these subjects were jammed 
into four days of hearings at the 
federal courthouse. However, none 
produced any development as dra- 
matic as last week’s appearance by 
the head of the anti-trust division 


|of the Department of Justice, who 


indicated that action would be 
started to divest the networks of 


At Last Glamor Comes to (Excuse It) Manure 
in Bandini Fertilizer Co.'s High Fashion Ads 


Los ANGELEs, Sept. 19—Of all 
things, fertilizer (the steer manure 
variety) is now getting a striking 
fashion-society presentation in the 
ads of Bandini Fertilizer Co., now 
beginning its annual fall campaign. 

Ads feature three of the nation’s 
top fashion models, Rosalee Cal- 
ver, Pat Jones and Betty Xoch in 


FASHION FOR FERTILIZER—These three 
models spark the campaign for 
Bandini Fertilizer Co. 


|typical fashion poses, each with 


some suggestion of gardening. Pic- 
tures are by Peter James Samer- 
jan, fashion photographers. 

A typical ad pictures one of the 
models with the headline “You'd 
never guess I once had ants in 
my plants.” All carry the theme, 
“Bandini is the word for ferti- 
lizer.” Insertions over an 1l-week 
period will be 1,000-lines rotated 
so one appears each week in the 
Los Angeles Times or Examiner or 
Herald-Express. The San Diego 
Union-Tribune will carry at least 
one insertion. 

Ads will run in r.o.p. color on 
Friday evening or Saturday morn- 
ing instead of in the conventional 
garden sections on Sunday. Using 
other than garden page position 
is the key to Bandini strategy. 


® Radio will also be used via nine 
to 11 spots a day Wednesday 
through Sunday on KBIG, KLAC 
and KXLA. The current campaign 
had its origin in radio some two 
years ago. At that time, Bandini 
and its agency, the Mayers Co., 
came to the realization their ferti- 
(Continued on Page 128) 


their owned stations and their pro- 
duction facilities if violations of 
the anti-trust laws are found to be 
involved. 


= The tempo of the proceedings 
may be stepped up next week 
when the heads of the country’s 
two leading networks, CBS and 
NBC, take the center of the stage. 
Throughout the hearings, Emanuel 
Celler (D., N. Y.), head of the 
committee, has repeatedly indicat- 
ed concern over the power of the 
big video chains. 

The dominating role, which a 
handful of top agencies are play- 
ing in network television, was 
pointed up in a staff study based 
on data supplied by the agencies 
as well as various published 
sources. The committee question- 
naire went out only to the net- 
works and the 15 leading televi- 
sion agencies in 1955. The top 15 
included Young & Rubicam, J. 
Walter Thompson Co., Batten, 
Barton, Durstine & Osborn, Mc- 
Cann-Erickson, Leo Burnett Co., 
Benton & Bowles, William Esty 
Co., Ted Bates & Co., Kenyon & 
Eckhardt, Biow Co., Compton Ad- 
vertising, Dancer-Fitzgerald-Sam- 
ple, Foote, Cone & Belding, Lennen 


& Newell and Sullivan, Stauffer, | 


(Continued on Page 125) 


Offers ‘Will Definitely 
_ Accelerate’ in Year 
| Ahead, Reps Agree 


New Yor«, Sept. 20—National 
advertisers—who have long re- 
ceived discount breaks from 
broadeast and other media—can 
look forward now to some of the 


Eschew ‘Special’ » 
Deais: Revise Entire 


Structure: Moloney 


New York, Sept. 20—Attempts 
by newspapers to match extensive 
tv and magazine ad discounts 
were characterized today as being 
far from sound by Herbert W. 
Moloney, president of Moloney, 
Regan & Schmitt. 

In a letter to AA, Mr. Moloney, 
an advocate of bulk and frequen- 
cy discounts for 15 years, said, “If 
you are going to operate that way, 
you are going to end up with a 
mixed up and patched up rate 
structure, instead of a thoroughly 
sound and basic structure.” 

He said newspapers should not 
“wait until they have a specific 
order offered them before acting 
on a basic revision and moderniza- 
tion of their general advertising 
rate structure.” 

Referring to General Mills’ 
probing, earlier this year, of major 
newspapers for discounts on 52- 
time insertions, Mr. Moloney 
pointed out that “many people who 
had previously shown no interest 
in bulk rates suddenly got enthus+ 
iastic.” 


= “For many years I have be- 
lieved that newspapers would 
profit if they made a broad revi- 
sion of their flat, or practically 
flat, rates to bulk discounts run- 
ning up to 200,000 lines. I have 
also believed in frequency dis- 
/counts,” Mr. Moloney said. 

This type of thinking, he feels, 
is far different from the current 
trend. 

“Currently they appear to be 
thinking of what I would call spe- 
cial rates,” rather than “normal 
and basic installation of bulk rate 
| structure,” he said. 


Last Minute News Flashes 


Kentile Account Goes to Benton & Bowles Jan. 1 

New York, Sept. 21—Kentile Inc. and Ruthrauff & Ryan, its agency, 
are ending their association on Jan. 1. The tile flooring maker, which 
last year budgeted about $1,300,000, then moves to Benton & Bowles. 
Grant Handles New TV Show for Plymouth 

Detroit, Sept. 21—Plymouth division of Chrysler Corp. announced 


today it will share sponsorship of 


the Lawrence Welk show (ABC- 


TV) with Dodge and also will sponsor the new one-hour “Ray An- 
thony Show,” beginning Oct. 10 on the same network. Grant Adver- 


tising will continue to handle the 
will handle the Anthony show for 
from the Plymouth account, which 


Welk show for both divisions and 
Plymouth as an operation separate 
remains with N. W. Ayer & Son. 


MPA to Name Robert Kenyon President 
New York, Sept. 21—Directors of Magazine Publishers Assn. meet 


here Sept. 25 and are expected to 


name Robert E. Kenyon Jr., pub- 


lisher of Printers’ Ink, as president of MPA to succeed Arch Craw- 


ford, effective Jan. 1. Mr. Crawford 


, who will be 67 Sept. 30, has head- 


ed MPA for the past ten years, and may continue on a consultative 
basis following his retirement as president. 
(Additional News Flashes on Page 129) 
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Reps See More Newspapers Granting 
Discounts for Ad Frequency, Volume 


same lagniappe from newspapers, 
according to officials of top repre- 
sentative companies here. 

“Eventually newspapers are go- 
ing to have to give discounts. 
They’re compelled to do so, be- 
cause of the attractive discount 
deals offered by tv and magazines 
on packages,” according to a 
spokesman for one of the biggest 
representative companies who did 
not wish to be identified. “The 
trend,” he says, “will definitely 
accelerate within the next year.” 

The Des Moines Register & 
Tribune recently announced that 
for the first time it will grant dis- 
counts on page units of national 
advertising. The discount scale 
goes from 5% to 10% on sched- 
ules of from 10 to 40 pages per 
year, beginning Jan. 1 (AA, Sept. 
10). 

This month both the Minneapo- 
lis Star & Tribune and the Mil- 
waukee Journal put new rate 
schedules in effect allowing dis- 
counts to frequency advertisers 
using page ads. For some time 
now, the Chicago Tribune has al- 
lowed volume discounts starting 
at 10% for 1,000 lines and mount- 
ing to 20% on 100,000 lines. 


® In a roundup of expressions by 
national newspaper representa- 
tives, AA learned that there is a 
strong movement within the 
newspaper industry to reconsider 
the problem of volume and fre- 
quency discounts. The whole 
question apparently was reopened 
following a move this spring by 
General Mills. The company had its 
agency, Batten, Barton, Durstine 
& Osborn, send out feelers to all 


(Continued on Page 128) 


TV Study Group 
Organizers Bar 
Uninvited UHF ers 


WASHINGTON, Sept. 20—A squab- 
ble over the right to participate in 
the organizing group provided the 
only excitement today as repre- 
sentatives of the tv industry met 
to plan a concerted effort to deter- 
mine where uhf will fit into the tv 
system of the future. 

Efforts of Hometown Television 
Inc., Bridgeport, to become a mem- 
ber of the organizing group were 
brushed aside by the presiding 
officer, former FCC Commissioner 
Edward Webster, after Harold Fel- 
lows, president of the National 
Assn. of Radio & Television Broad- 
casters, argued that the initial 
meeting was to be confined to five 
associations specifically invited by 
the FCC. 

Harry Plotkin, counsel for 
Hometown Tv, a group of uhf sta- 
tions, contended his group, which 
has participated in several con- 
gressional and FCC hearings in 
recent months, had received oral 
assurance from the chairman’s of- 
fice that it would be welcome. Mr. 
Plotkin said he considered mem- 
bership in the organizing group 


(Continued on Page 128) 
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Sheep Group Told 
Lamb Drive Now 
Is in 15 Markets 


Consumer Ignorance 
Hampers Sales, Warns 
Motivationist Gilman 


DENVER, Sept. 19—A lamb 
producers institutional advertising 
and promotional program begun 
last January already has produced 
marked sales gains for most pack- 
ers and retailers and has doubled 
lamb sales in Denver, the Ameri- 


Jaguar Pioneers 
in Use of Color 


Magazine Spreads 


New York, Sept. 19—Jaguar 
Cars North American Corp. will 
use color spreads in magazines this 
fall. This, it is believed, will be the 
first use of spreads and the first 
use of color by a foreign automo- 
bile manufacturer. 

The spreads will break next 
month in Holiday, The New York- 
er and Sports Illustrated. This is 
the first time Holiday has been on 
the Jaguar schedule. In Canada, 
the same spreads will run in May- 
fair, The Montrealer and Time. 

The spread consists of a four- 
color bleed photograph on the left- 
hand page opposite a b&w all-copy 
page. Shown in the picture are five 
Jaguar models and their proud 
owners. The copy page explains 
how Jaguar owners “have redis- 
covered an almost forgotten di- 
mension in driving—pleasure in 
performance.” 


s The ad is notable in that it went 
to press before the arrival of the 
jatest Jaguar import. Foreign car 
enthusiasts, who imbibe this copy 
like nectar, are told in the eighth 
paragraph: 

“Finally there is the ultimate in 
four-door sedan luxury and ele- 
gance. ..the new Mark VIII (avail- 
able soon, but unfortunately not at 
the time this advertisement was 
prepared. Shown is the Mark 
VII).” 


s A full-page version of the maga- 
zine ad ran today in the New York 
Times. It will also run in the Los 
Angeles Times. The campaign will 
be filled out with 600-line and 
100-line newspaper ads in all ma- 
jor markets. 

Jaguar, formerly a prime maga- 
zine user, switched its emphasis to 
newspapers last year. Cunningham 
& Walsh is the agency. 


JAG ROUNDUP—This ad in the New 

York Times Sept. 19 is the news- 

paper version of Jaguar’s new 
magazine drive. 


can Sheep Producers Council re- 
ports. 

Gale Smith, ASPC’s lamb pro- 
motion director, told the council’s 
second annual meeting here this 
week that the lamb promotion is 
now being pushed in 15 key mar- 
kets—Baltimore, Birmingham, 
Chicago, Cleveland, Dallas, Den- 
ver, Detroit, Fort Worth, Los An- 
geles, Oakland, Philadelphia, Port- 
land, San Francisco, Seattle and 
Washington. 


® The promotional pattern has 
been to run intense ad and pro- 
motional campaigns in each area 
for eight weeks, followed by more 
limited but sustained promotion to 
maintain interest in lamb. The 
drive is in newspapers and radio 
in most of these areas, though v 
is being used exclusively in Detroit 
and Seattle. Botsford, Constan- 
tine & Gardner, San Francisco, 
handles the ASPC account. 

ASPC’s ad budget for promoting 
lamb in the fiscal year ending 
June 30, '57, is $800,000. Anoth- 
er $600,000 has been allocated 
for promoting wool—J. Walter 
Thompson Co. handles that ac- 
count. 

In addition to the advertising 
push, ASPC is promoting lamb 
through a consumer service de- 
partment and a pr office. The con- 
sumer service director, Evadna 
Hammersley, has regional home 
economists in various promotional 
areas to give personal service to, 
and provide contact with, food 
editors, home economists, dieti- 
tians and women’s organizations. 


# Of major interest to the sheep 
raisers was a research report by 
Irving Gilman of the Institute for 
Motivational Research spotlighting 
reasons for buyer resistance to 
lamb. The study involved inter- 
views with 276 people throughout 
the country, including consumers, 
packers, retailers and lamb raisers. 

Mr. Gilman said one of the most 
significant points uncovered in the 
study of consumers’ reactions to 
lamb is the lack of knowledge 
about the product. Beyond lamb 
chops and legs of lamb, many 
housewives, he said, had little in- 

(Continued on Page 131) 


WBZ-WBZA Boosts Schwartz 

Roy M. Schwartz has been 
named advertising and sales pro- 
motion manager of WBZ-WBZA, 
Westinghouse outlets in Boston 
and Springfield. Mr. Schwartz 
joined the Boston station in 1952 
as a radio producer and later was 
named assistant promotion man- 
ager. 


Stanton Named Port Director 

Joseph L. Stanton, formerly pr 
director of the Baltimore & Ohio 
Railroad, has been named director 
of the new Maryland Port Author- 
ity. 
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POWER HAPPY—The control is the thing in this National Presto Indus- 


tries ad emphasizing that one heat control unit works y of 
six appliances. November issues of Life and The sare 
Post will carry this spread, the left side of which is color, the 
right b&w. Arthur Grossman Advertising, Chicago, is the agency. 


National Presto Ads Push Single Control 
Unit, Six Interchangeable Cooking Vessels 


Eau Carre, Wis., Sept. 19—In a 
campaign to sell products by sell- 
ing an idea, National Presto In- 
dustries Inc., maker of electric 
cooking appliances, will run ads 
this fall centered on its Control 
Master appliance heat contro] unit 
and its benefits. Headline on the 
ads is: “An electronic range in the 
palm of your hand.” 

National Presto makes a line of 
six appliances—two fry pans, a 
griddle, a dutch oven, a pressure 
cooker and a saucepan—each of 
which operates on a single power 
cord with a built-in heat control | 


unit. 


and have been termed “highly suc- 
cessful.” These ads, however, fea- 
tured only three of National’s ap- 
pliances. Three new ones—the 


Hansen May Have 
Issued ‘Word to 
Wise’ on Net TV 


Anti-Trust Chief Gave 
Views; Probably Would 
Prefer Action by FCC 


WASHINGION, Sept. 20—Why did 
Assistant Attorney General Victor 
R. Hansen go to New York last 
week? Why did he present the 
Celler committee with such a de- 
tailed discussion of the anti-trust 
problems facing the tv industry? 

In his first public appearance 
since taking office two months ago, 
was he merely trying to warn the 
networks that the departure of 
Stanley N. Barnes has not meant 
)any easing of anti-trust enforce- 
;ment? Or were there more funda- 
mental reasons? 

From his experience as a judge, 
Mr. Hansen certainly realized he 
could be criticized for discussing so 
forcefully the issues involved in 
an investigation that is still in its 


pressure cooker, dutch oven and early stages. 

saucepan—have just been put on| Many here think he risked this 
the market, and all six will be fea- criticism because he is hopeful the 
tured in spreads (half color, half) issues can still be resolved without 
b&w) slated for the Nov. 19 Life lawsuits—possibly through volun- 
and The Saturday Evening Post of | tary vigorous action on the part 
Nov. 24. Single color pages sub- of the Federal Communications 


sequently will appear in Better Commission. 


oe ee ccire * H°™* |» While he went to great lengths 

Running in advance of these ads, to demonstrate that current net- 
meanwhile, is a spot tv campaign | work practice involves question- 
that got under way this week in 25 | @ble arrangements which may be 
major markets. The campaign js | Within the jurisdiction of the De- 


slated to run through December. |partment of Justice, he conceded 


from the start that Congress has 


Benefits of this arrangement, the | 
unit can be detached so the ap-| 
pliance can be completely ver| KK ll D ] 
saves money by purchasing only e ogg ea 
pieces and (3) the control unit| 
gives each appliance automatic 
for A. C. Gilb 
® In planning its present ad cam-— or ° ° l er! 
paign, the company says, it, 
feature. The solution, worked out! bert Co., intent on widening dis- 
by National and its agency, Arthur tribution for its American Flyer 


company says, are (1) the control 
mersed for washing, (2) the buyer 
one control unit to serve all six | e 

Pushes T 
heat control. es rams 
couldn’t decide which benefit to) New Yor«k, Sept. 19—A. C. Gil- 
Grossman Advertising, Chicago, train catalogs, has completed a 


was to feature the control unit it- deal with the Kellogg Co. whereby | 
idea and the cereal maker will give away | 


self as the central 
demonstrate how each of the three more than 9,000,000 railroad ad- 
benefits results from it. venture comic books as in-package 
In line with this idea, the heat premiums. 
control units and the electric ap-| The comics, a series of six dif- 
pliances are being separately pack- ferent stories, all concerned with 
aged, then sold to the dealer and railroads, include a soft-sell com- 
merchandised as a “family” of ap- mercial for American Flyer trains 
pliances operated by a “cooking and a coupon on the back page of- 
brain.” fering two books—“How to Build 
Initial ads using this theme have and Operate a Model Railroad” 
already appeared in June issues of, and a 52-page American Flyer 
Ladies’ Home Journal, McCall’s | catalog—for 25¢. 
and The Saturday Evening Post| Front and back panels of Kel- 
logg’s Sugar Pops and Sugar 


Color, Ability to “Teach Through Eye’ 
Are Magazines’ Assets, Williams Says 


Erwin, Wasey Chairman 
Urges California Reps 
to Stress Strong Points 


Los ANGELEs, Sept. 18—Because 
they “teach through the eye” and 
have superior capacity to repro- 
duce color, magazines should 
promote these inherent selling ad- 
vantages over other media, ac- 
cording to Howard D. Williams, 
board chairman of Erwin, Wasey 
& Co. 

Mr. Williams covered a broad 
range of topics, including the story 
of his agency and his convictions 
about the role of advertising as 
part of the selling process, in a 
speech last week before the Mag- 
azine Representatives Assn. of 


| New York. 


Smacks will highlight the pre- 
mium, and one of the side panels 
will feature the railroad book and 
catalog offer. Mindful of the po- 
tential danger of colored inks next 
to a food product, the comics are 


(Continued on Page 32) 


Southern California. 
“As a salesman,” Mr. Williams Westinghouse TV Stations 

said, “I frequently try to think To Carry Warner Films 

about what I would do if I were’ Westinghouse Broadcasting Co., 
in the other man’s job. Many |New York, will pay approximate- 
times during my years in the ly $1,000,000 to televise the War- 
agency business I have tried toner Bros. feature film library on 
consider what I would do if I held | three of its stations. Contracts for 
one of your positions. I started to| rights to carry the features and 
think about this years ago when I|short subjects were negotiated 
entered the agency business in with Associated Artists Produc- 
tions, which is distributing the 
Warner movies. 

e “At that time radio had come! For WBZ-TV, Boston, Westing- 
into the advertising picture and house bought the full released-to- 
was starting to develop from a | video library of 754 features and 
lusty infant into a husky adult. We 'more than 200 “Popeye” shorts. 
were hearing and reading all kinds | For KPIX, San Francisco, 58 fea- 
of statements about what radio) 


was going to do to print—mag-| pittsburgh, got 337 


(Continued on Page 78) Tunes” and other musical briefs. 


tures were acquired. KDKA-TV, 
“Looney 


(Continued on Page 20) 
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| RANGE-TO-TABLE—Bridgeport Brass 
| Co., Bridgeport, Conn., will run 
this color page in the Nov. 19 Life 
as part of a magazine and news- 
| paper campaign for Copperware 
kitchen utensils. Hazard Advertis- 
ing, New York, is the agency. 


Bridgeport Brass 
Print Push Stresses 
‘Heart of Copper’ 


| Bripceport, Sept. 18—Bridgeport 
Brass Co. is using magazines and 
newspapers this fall to promote its 
line of Copperware kitchen uten- 
sils. 

Four-color full and half pages 
will run from September into De- 
cember in Better Homes & Gar- 
dens, Good Housekeeping, Ladies’ 
Home Journal, Life, The Saturday 
Evening Post and This Week Mag- 
azine. Newspaper ads are also 
planned in conjunction with Cop- 
perware promotions in department 
stores across the country. 

All advertisements feature the 
“Magic heart of copper,” to empha- 
size the copper core which is the 
construction feature of the line. 

Hazard Advertising, New York, 
is the agency. 
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15% Commission 
Works in Direct 
Mail: R. L. Polk 


Exec Cites Growth of 
Business from Agencies 
Following Shift to Plan 


Cuicaco, Sept. 20—R. L. Polk & 
Co.’s revolutionary decision a year 
ago to place direct mail service on 
a fully commissionable 15% basis 
(AA, Sept. 12, 55) apparently has 
paid off in dividends for the De- 
troit company. 

Here is what has happened the 
past year: 


e Total direct mail business is up 
20% over 1955. 


e By the end of this year, about 
75% of Polk’s direct mail business 
will be commissionable, placed by 
agencies. Last year, about half of 
the business was commissionable. 
(Continued on Page 6) 


Shepard Inc. Will 
Be Chicago Oftice of 
St. Georges & Keyes 


Cuicaco, Sept. 21—K. E. Shep- 
ard Inc., 29-year-old Chicago 
agency, and St. Georges & Keyes, 
17-year-old New York agency, will 
announce next Monday (Sept. 24) 
that they are consolidating, effec- 
tive Oct. 1. 

The combined organization will 
operate as St. Georges & Keyes. 

The Chicago agency will oper- 
ate as the full-staffed Chicago of- 
fice of St. Georges & Keyes, giving 
the New York agency three US. 
offices. The third office, opened in 
July, is located in Philadelphia. 

Kenneth E. Shepard, president 
of the Chicago agency, will be 
general manager of the Chicago 
operation, and Ben F. Homan, exec 
vp of the Shepard agency, will be 


Kenneth E. Shepard 


Stanley J. Keyes Jr. 


director of service of the new of- 
fice. Stanley J. Keyes Jr. will con- 
tinue as president, a position he 
has held since 1952. 


® All accounts of both agencies 
will be serviced by the same per- 
sonnel as in the past. 

Present accounts of the Shepard 
agency include the veterinary 
medicine division of Parke, Davis 
& Co., Detroit; Johnson Service Co., 
Milwaukee maker of automatic 
temperature and air conditioning 
control systems, and the National 
Assn. of Home Builders. 

St. Georges & Keyes accounts 
include Revere Copper & Brass 
Inc.; H. K. Porter Co.; Davison 
Chemical Co. division of W. R. 
Grace & Co.; American Felt Co.; 
Imperial Paper & Color Corp., and 
the Swiss National Tourist Office. 

The reason for St. Georges & 
Keyes’ acquisition of a Chicago of- 
fice, according to Mr. Keyes, is to 
provide better service for existing 
clients, especially H. K. Porter, 
which has five divisions operating 
out of Chicago. It was decided that 
as long as a Chicago branch was 
wanted, it might as well be a com- 
pletely-staffed agency as a mere 
service office. 

He added that the Chicago op- 
eration will also be out to get new 
business. 
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Dovis Marteeny 


Feind 


Dilday 


APPROVED—Outstanding Wisconsin newspaper advertisers of 1955 
were presented with “Jake” awards during the annual conference 
of the Wisconsin Newspaper Advertising Managers Assn. Winners 
are Buick Motor division of General Motors Corp. and the Robert 


A. Johnston Co. Don Marteeny, 


Wisconsin Buick sales manager, 


and Robert Feind, vp of Johnston Co., receive the awards from 

Kenneth E. Davis, general advertising manager of the Appleton 

Post-Crescent and new association president, and Charles Dilday, 

advertising manager of the Kenosha News and immediate past 
president. 


At Minneapolis Meeting... 


In People-Hours/Family /Day, TV 
Tops Dailies, Treyz Tells NARTB 


RAB Absence Is Noted; 
Broadcasters Move to 
Re-Invite Group in ‘57 


MINNEAPOLIS, Sept. 18—The 
Television Bureau of Advertising 
scored some inadvertent points 
within its profession as well as 
with agencies and advertisers 
with another in its current series 
of wide-screen film-strip presen- 
tations—this time as part of a Na- 


Kaiser Aluminum 
Will Push Its Foil 
with 4-Media Drive 


OAKLAND, CAL., Sept. 18—The 
Kaiser Aluminum & Chemical 
Corp. will support the expansion 
of its household foil product from 
regional to national distribution 
with a four-media advertising 
campaign. 

The bulk of the campaign will 
consist of large-space ads, includ- 
ing some in r.o.p. color, in news- 
papers in 40 major markets. Mul- 
tiple-page full-color inserts will 
run in national and regional trade 
magazines. 

In addition to being featured on 
the “Kaiser Aluminum Hour” 
(NBC-TV), the foil will be pushed 
with spot tv announcements. An 
outdoor drive plus point of pur- 
chase materials and merchandising 
aids also will be used. 

Young & Rubicam, San Fran- 
cisco, is the agency. 


tional Assn. of Radio & Television 
Broadcasters regional convention. 

TvB’s pitch—modified successor 
to the story it recently barn- 
stormed across the country (AA, 
April 23)—was heavily attended 
by clients and agencies and went 
over well. But to the station oper- 
ators assembled for the NARTB 
meeting it had the added glitter of 
contrast: The industry’s other ma- 
jor promotional organization, Ra- 
dio Advertising Bureau, was not 
at the convention, nor was it 
scheduled to show at other 
NARTB regional meetings. 

Instead, RAB was conducting 
its own separate regional promo- 
tion meetings, of which the one 
for this area already had been 
held at French Lick, Ind. Either 
cause or consequence of this in- 
dependent action consisted of 
some definitely cool feelings be- 
tween RAB and NARTB. 


8 And “cool” could hardly de- 
scribe the feelings of most radio 
station operators assembled here 
wher not so much as a single RAB 
representative showed up. One 
station owner, in fact, expressed 
himself quite directly—by resign- 
ing from RAB. 

The whole thing was summed 
up in typically restrained conven- 
tionese with this resolution: “That 
an invitation be extended again 
next year to RAB to make a pre- 
sentation for radio.” 

Not necessarily by default, 
therefore, the TvB presentation 
turned out to be the highspot of a 

(Continued on Page 109) 


But There'll Be ‘More Fee Business . z 


Ad Agency Profit 


Up Well, ‘Fortune’ 


Study Cites Confidential 
Four A’s Data; Calls 
Some Costs Exaggerated 


New York, Sept. 21—Advertis- 
ing agency profit margins are not 
shrinking, according to an article 
in the October Fortune, titled “The 
Battle of the 15%.” 

To document this point, the 
magazine, out next Tuesday, cites 
information gathered by the Amer- 


Sell Radio Direct to 
Clients: Skip Agency. 
CBS’ Karol Advises 


Hippen Va.tey, Micu., Sept. 18 
—CBS radio salesmen are spend- 
ing more time in the direct selling 
of clients and less time trying to 
convince agencies of the value of 
network radio, John Karol, vp in 
charge of network sales for CBS 
Radio, said last week. 

“The cash register is obviously 
closer to the advertiser than to his 
agency,” Mr. Karol said in a talk 
to the Michigan Assn. of Radio & 
Television Broadcasters. 

“He is bound to be more inter- 
ested in a work-a-day type plan 
involving sound, low-cost circula- 
tion. And this is what radio basic- 
ally is. Much of the agency’s time 
is certain to be occupied in prying 
loose a tv availability, screening 
films, checking spot schedules and 
the like. 


s “And there also has been reluc- 
tance on the part of many agencies 
to recommend radio because it is 
not the glamor medium,” added 
Mr. Karol. “We have had to do our 
own selling, and I recommend the 
client as being a very productive 
person to include in your selling 
effort.” 

Despite television, CBS radio 
has written $6,000,000 worth of 
new business in the last few 
months, including orders from 
Colgate, Standard Brands, Slen- 
derella, Mentholatum and Pontiac, 
Mr. Karol said. 

He pointed out that since tv be- 
came an important factor, the 
number of radio sete has increased 
two and one-half times. Last year, 
14,000,000 radio sets were sold as 
compared with 7,500,000 tv sets, he 
said. 


Beckman, Hamilton Adds 4 

Four food companies have ap- 
pointed Beckman, Hamilton & As- 
sociates, Los Angeles, to handle 
their advertising: Farmer in the 
Dell Inc.; Frosted Fruit Products 
Co.; Mar-Kit Corp., and Garland 
Foods. 


Highlights of This Week's Issue 


Citizens Tribune, Springfield, I11., 
goes daily on Sept. 22 ..Page 16 
Small Business Administration 
puts out ad primer for small 
manufacturers ........ Page 22 
National Football League settles 
$2,100,000 Liberty Broadcasting 
suit for $100,000 
Resentment flares in Mexican 
agency circles over North Amer- 
ican “invasion” 
Thomas Organ Co. launches drive 
for eleetronic organs ...Page 31 
Farm Journal-Town Journal Coun- 
tryside Unit offers new frequen- 


gain over '55, Sudbury Star ad 


manager says 
Singer Mfg. Co. sets push for new 
canister vacuum cleaner Page 61 
J. Walter Thompson exec is one 
of group buying Greenwich 
Time 
Three Chicage agency women win 
luncheon tete-a-tetes with agen- 
cy heads 


National Key Coe. launches first 
national ad drive of indus- 
_ See a aeeaickeat om Page 90 

Westinghouse to introduce square 


refrigerators to blend in with 
built-ins 
Auto makers optimistic at press 
showings of 1957 cars ..Page 96 


REGULAR FEATURES 


Advertising Market Piace ....................120 


Chain Store Sales S4 
Coming Conventions 8 
Creative Man’s Cerner — 18 
Drawthinks 6 
Réitorials 13 
Getting Persenal 16 
Information for Advoertizers ....... — 


Rough Preofs 12 
Salesense in Aés 104 
This Week in Washingten ....................... mt 
Velce of the Advertiser ........................ 

What They're Saying n..cccccccccccccccccceeee 2 


Margins Holding 
Article Reports 


ican Assn. of Advertising Agencies. 
This information, regarded by the 
Four A’s as confidential, and ap- 
parently not previously publisned, 
indicates that for “a cross section 
of agencies billing at least $10,000,- 
000 a year” the net profit after 
taxes in 1955 was 7.05%. This 
compares with 7.89% in i951, 
5.76% in 1952, 6.22% in 1953, and 
6.99% in 1954. (The figure in 1935 
was 13.24%.) 

Fortune declares that agency 
statements which point to 15% 
profit on total billings are “some- 
what misleading,” because “a net 
profit after taxes of 1.5% of biil- 
ings can also be stated as a profit 
of 10% of gross agency income 
(i.e., of commissions and fees), 
and this sounds a lot less anemic. 


s “Furthermore, net after taxes is 
not necessarily a complete reflec- 


‘Harmless’ Leak 

New York, Sept. 21—¥red Gam- 
ble, president of the Four A’s, said 
his organization “did not supply 
Fortune” with the statistical in- 
formation contained in “The Battle — 
of 15%.” 

He said the 27th annual “Analy- 
sis of Agency Costs,” a 1955 report, 
on which the magazine article was 
based—was marked “private and 
confidential.” He said the Four A’s 
did not copyright the 44-page re- 
port, “because that means it would 
be available for public inspection.” 

Mr. Gamble, who was apprised 
of the Fortune article by AA, did 
not have a copy of the story. Ex- 
cerpts were read to him by an AA 
reporter. 

“What Fortune’s source is, I 
don’t know,” he said. “It’s not bad 
for the figures to get out, but I’d 
like our members to know that we 
did not release them.” 

He added that “most of the pages 
in the report are filled with fig- 
ures, and the pages are 17” wide by 
14” high.” 


tion of an agency’s profitability,” 
the magazine says. “Most agencies 
are incorporated, and an agency’s 
principal stockholders, who almost 
invariably are also its top execu- 
tives, may prefer to take some of 
their profit in the form of high 
(Continued on Page 126) 


Agencies May 
Seek More Than 
15%, Simon Says 


Marketing Law Expert 
Observes No Trend to 
Use of House Agencies 


New Yorx, Sept. 19—There’s 
nothing wrong with advertising 
agencies competing with each oth- 
er on a price basis, according to 
lawyer Morton J. Simon. 

Speaking before a membership 
meeting of the League of Advertis- 
ing Agencies last night, Mr. Simori 
asked: “What’s wrong with com- 
petition on a price basis?” But he 
questioned whether an agency can 
stay in business charging less then 
15% commission. — 

Legal counsel to the league and 
a specialist in advertising and 
marketing law, Mr. Simon made 
this point in answer to a question 
about the ethics of rebating. His 


mo talk, “Uncle Sam, Profits and 


(Continued on Page 24) 


-_* SEE mac eG te Ds es es 4 RT Se Se oS see nen eee ee a re eye 
ee . < 
f eT | | as 
fs eae qoyh. eB : 
Te e} | , ee. , 
| Les | ae is. | a | 
' | : a Mae i ie ae A 
pe aad a tf aN = a ee : 
ee | ¢ 
ee | 
a —_—_—_—_——_ a of 
> fb 
a : 
pO CORI hl a OS 
j 
‘ 
Zs = ; 
ae 
— 
pl aS 
aM 
|Parker 61, new self-filling pen, | i 
| bows in time for Christmas - 
| Sm z 
|Gardner Cowles tells - editorial | “okies st Redte & TV 108} : 
| Looking at Retell Ads ....... 108 * 
| staff profit is secondary to im-/|opitearies oe | * 
ving ....-Page On the Merchandising Frent 104 
ey discounts 'P 40. —_ Look ..... 06 Photographic Review oo. lll hs 
Canadian newspaper linage in first | _ 
| six months of ’56 should show = 
es | x 
: . — —— —— - _ ——— oo ne 


a 


Efficiency Move’ 


Reduces Size of 


K&E ‘Administrative Superstructure’ 


Agency Denies Mass 
Exit Rumor; No Comment 
on Account Loss 


New York, Sept. 21—The Madi- 
son Ave. rumor mill was grinding 
along this week with reports of 
moves at Kenyon & Eckhardt. 


e Item—The poop was that K&E 
was in the throes of firing dozens 
of people, maybe even as many as 
40 or 50. 

But Kenyon & Eckhardt today 
told AA, “The total let out is nine. 
Exactly nine people out of 950.” 


e Item—Since it was letting peo- 
ple go, the rumors added, K&E 
could be expected to be on the 
verge of losing an account. The 
Warner-Hudnut division of War- 


ner-Lambert (Richard Hudnut 
home permanents, shampoos and 
rinses and “two new major prod- 
ucts” to be marketed in 1957) was 
mentioned. 

Hal Davis, vp and promotion di- 
rector of the agency, said, “No 
| comment,” when asked if Hudnut 
; was on the way out of the agency. 
A check with the client elicited 
the same reaction. 

Mr. Davis said some employes of 
K&E were being dropped “because 
we are going through an efficiency 


| organizational plan. The objective 
| is to end up with better production 
|than we've been getting. Business 
jis good, but agency operation has 
to be good, too. In other words, 
more profit is desirable.” 
Another agency executive said 


;movement and this is part of an) 


|K&E was simply over-staffed as a 
result of “tremendous growth.” He 
|added, “What else would you ex- 
pect in an agency that zoomed 
from $39,000,000 to $75,000,000 in 


ing in 1955, according to the an- 
nual listing in ADVERTISING AGE, | 
was $68,000,000. In 1954, the fig-| 
ure was $51,000,000, and in 1953) 
it was $42,000,000.) 


® Another source familiar with | 
the K&E operational setup said the | 
firings were “an economy move 
to get more in line with income.” 
He added that the agency long has 
had a “superstructure” of too 
many administrative people. While 
not over-staffed with creative peo- 
ple, he said, “They have too many | 
guys around acting as policemen.” 

Last May, Kenyon & Eckhardt, | 
an agency devoted to modern) 
management methods, announced 
six top-level changes, the over-all 
effect of which was the creation of 
a new management team. 

At that time Edwin Cox, senior 


* 


COP es 


ae 


Pe 


* 
~ 
ee 


En et iag ‘ ‘ r 2 
a. <a } j ; ; i 
& 


WSBT-TV! ’ 


CBS... A CBS BASIC OPTIONAL STATION 


TV ADVERTISERS: 


NOT COVERING. 
OUTH BEND— 


= 


DIANA’S 2nv 


PAUL H. RAYMER CO., INC., NATIONAL REPRESENTATIVES 


WSBT-TV carries the top 13 television shows seen in 
South Bend, according to the latest A.R.B. Report—and 
23 of the top 25 shows! What better yardstick can you 
use to measure the influence of an advertising medium? 
If you rely on VHF stations to reach South Bend tele- 
vision viewers, you'll get only a handful. Many, many sets 
im this UHF area are not even equipped with proper an- 
tennas to receive VHF signals! 


South Bend is one of the Nation's richest and most im- 
portant markets. It is Indiana's 2nd market in population, 
income, and sales. And, it is a famous, widely-used Test 
Market. Get all the facts. Write for free market data book. | 


SOUTH 
BEND, 
IND. 
CHANNEL | 
34 | 


two and a half years?” (K&E’s bill-| © 
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— ;ment, Wickliffe W. Crider, who 

jhad previously been vp and tv- 

|radio director, turned in his resig- 

)|nation. Mr. Crider, who also had 
| been a director of the agency and 
/a plans board member, subse- 
|quently moved to Young & Rubi- 
| cam. 

Early this month AA reported 
the resignation from K&E of Rob- 
ert C. Durham, assistant to Mr. 
Lewis, regarded as the agency’s top 
new-business getter. The same is- 
sue of AA (Sept. 3) reported J. 
Norman McKenzie opening a new 
agency in Boston called Holland & 
McKenzie. 

Prior to that, Mr. McKenzie 
ROBERT L. LARSEN, formerly manager|had been in charge of Kenyon 
of the New York state branch, & Eckhardt’s Boston office. He 
Syracuse, has been appointed gen-| first joined K&E in New York in 
eral sales manager of the Salada 1956, later returning to Boston to 
Tea Co., Boston. He succeeds Wal- | ¢t up the regional office there. 


ter F. Haefele, who has retired. 


s While K&E has given no indica- 
tion of which nine people are now 


vp and creative boss, was- upped to leaving the shop, it was learned 
vice-chairman of the board. And that Richard Bellamy, associate 
five men were tapped to be senior director of promotion under Mr. 
vps. They were David C. Stewart, | Davis, will go Oct. 1. Mr. Bellamy 
treasurer and head of corporate | Previously was head of public rela- 
service; Don C. Miller and Ander- | tions at Benton & Bowles. 

son F. Hewitt, to head account 
management; Barrett Brady, chief | William Davidson Named 

of creative services, and G. Max-| William N. Davidson has been 
well Ule, who previously headed | promoted from manager of WRCA- 
research, was put in charge of|TV, New York, to general man- 
marketing services, including re-|ager of WRCA and: WRCA-TV. 
search, promotion, media and tv-| He replaces Thomas B. McFadden, 
radio departments. who has moved up to vp in charge 
of NBC owned stations and NBC 
Spot Sales. 


Green Named VP of Grodin’s 


# In announcing those changes, 
William B. Lewis, president, said 
the moves represented “an evolu- 
tion of the same organization pro-| Jerome Green has been appoint- 
cedures which have been so suc-/| ed vp in charge of sales promotion 
cessful in bringing K&E to its pre-|of Grodin’s of California, San 


sent standing.” |Francisco, men’s apparel store 
Immediately after the announce- chain. 
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“This is the size we use in the 
Growing Greensboro Market!" 
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Bottlers of soft drinks have it soft indeed in the Growing 
Greensboro market . . . and so do advertisers who put zip in 
their marketing via the Greensboro News and Record. 

The big-action market of the South's big-action state, our 12- 
county ABC Retail Trading Area accounts for 1/5 of North 
Carolina’s $3 billion in annual retail sales. Un-cap it for your 
product with a sparkling schedule in the medium that reaches 
over 400,000 readers daily with its more than 100,000 circulation. 


Only medium with dominant coverage in the Growing Greensboro 
Market and with selling influence in over half of North Carolina! 


Sales Management Figures 


* GREENSBORO, NORTH CAROLINA 
e Represented by Jann & Kelley, Inc. e 
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Your advertising will be read by more people 
in THIS WEEK Magazine 


than in any other publication 


CIRCULATION 11,783,542 
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15% Commission 
Works in Direct 
Mail: R. L. Polk 


(Continued from Page 3) 

e The company has done business 
with 16 of the 20 largest agen- 
cies in the world. Before Polk an- 
nounced the 15% commission deal 
last year, the company had done 
business regularly with only four 
agencies. 


® C. Norman Fry, sales manager 
of Polk’s direct mail division, told 
ADVERTISING AcE that the “com- 
pany couldn’t have made any more 
progress than it made this year.” 
Mr. Fry was here for a three-day 
sales session with company clients. 

Mr. Fry said that many top 
agency executives are very enthu- 
siastic about the 15% commission 


plan and that the Polk plan seemed 
to be well received in all quarters. 

“The cost of a direct mail cam- 
paign is the same to clients now 
as it was before the commission 
plan was adopted,” Mr. Fry said. 
“This is because of increased busi- 
ness and because the company has 
saved money by cutting sales and 
administrative personnel.” 

However, he admitted that the 
company could be squeezed hard if 
sales did not continue to increase. 
He also admitted that Polk’s net 
profits this year would be lower 
than in 1955. 


® Mr. Fry predicted that Polk 
competiters would follow suit 
within two years and allow a 15% 
commission to agencies. Several of 
the largest competitors, which he 
declined to name, have been talk- 
ing to various agencies about the 
commission plan, he said. 

“I also feel that the complete 
mechanization of direct mail is 


of prospects will be chosen by high 
speed machines. Clerical help will 
almost entirely be eliminated.” 

If other large direct mail com- 
panies adopted a commission sys- 
tem, Mr. Fry said, it would be a 
good thing for the entire industry. 
He pointed out that if this was 
interested in the medium and! 
would encourage their clients to 
make more extensive use of it. 

Mr. Fry took a crack at the so- 
called “direct mail specialists.” He 
said “direct mail experts” are a) 
myth and that any good creative 
agency man can turn out good di- 
rect mail pieces. 


® Even though the automobile 
business took a sharp dip this year 
in sales and number of cars sold, 
auto companies invested more 
money in direct mail this year than 


Advertising Age, September 24, 1956 


The next big research project in|’ Atlanta Constitution’ 


the direct mail industry will be 


to find out what kind of art and Promotes Four Execs 


copy themes are preferred by mail 
recipients, Mr. Fry said. Creative 


ATLANTA, Sept. 19—Jack Tarver, 


people from agencies have been general manager of Atlanta News- 


crying for such data, he said. 


| papers Inc., has been named vp as 


“Direct mail research of all kinds | well as general manager of the 
done, more agencies would become should increase sky high in the corporation in a wave of promo- 


near future,” Mr. Fry said. “As 
more agencies start using the me-| 
dium, they will want more facts} 
and information to present to their 
clients.” 

Polk will undertake a huge re- 
search project early next year in 
cooperation with an agency for 
one of the large auto companies, 
he said. Polk has been doing re- 
search in the field for the past 
eight years. 

Polk is the only direct mail com- 
pany that allows a commission to 
agencies for placing direct mail 


Jack Tarver Geo. Biggers Jr. 


tions prompted by the illness of 


in 1955, he said. Mr. Fry also dis-| orders. Alinough Polk officially | George C. Biggers Sr., corporation 
closed that, for the first time, all| made the switch last year, the | President. Atlanta Newspapers Inc. 


direct mail business handled by | 


company 


actually has 


allowed Publishes the Atlanta Constitution 


only three years away,” Mr. Fry|Polk for auto manufacturers went commissions to agencies as far | #94 Journal. 


said. “When it comes, the names 


through agencies. 


back as 1950. 


Industry’s Most 


In IEN, 65,000 product-selecting 
officials of 40,000 establishments, 
which account for 4/5 of the na- 


NEW products and product infor- 
mation are the magnets which draw 
countless thousands of buyers to 


shows like this. 


And NEW markets. . . the oppor- 
tunity to find NEW customers... 
encourages hundreds of suppliers 
to exhibit their NEW and im- 


proved products. 


But the “greatest show on earth” 
for buyers and sellers in industry 
is the monthly exposition of prod- 
ucts ... NEW and of special merit 
. . . to be found on the pages of 
Industrial Equipment News. 


Details? 
... Send for 


tional product, regularly look for 
new and improved equipment, 


parts and materials. 


And more than 2,000 manufactur- 
ers present what buyersare seeking. 


NEW products are keeping our in- 


dustry at its peak. And IEN sup- 
plies the meeting place where 
sellers exhibit and users buy, to 
the benefit of both. 


Display space, facing all traffic, 
$165. to $175. per unit. 


Photo: Clapp & Poliak 


Compelling Interest... 


complete DATA FILE 


MAMAS 461 Eighth Ayonue, New York J 


George C. Biggers Jr., ad direc- 
tor, has been promoted to business 
manager. He is replaced as ad di- 
rector by William F. Sykes, who 
has been the general advertising 
| manager. James E. Stanford, head 


W. F. Sykes James Stanford 
of the automotive advertising de- 
partment, is the new general ad- 
vertising manager. 

| In announcing the promotions, 
James M. Cox Jr., vp of the cor- 
| poration’s board of directors, noted 
that “Mr. Biggers has planned for 
'some time to retire at the end of 
|next year...His illness, coupled 
with the anticipated retirement 
next May of our exec vp, Horace 
Powell, merely requires the speed- 
| ing up of an organizational re-ar- 
'rangement” already planned. 


| 

| . 
Frozen Food Field 

| = ‘ 
‘Will Double by ‘60: 

| . Po 
‘Minute Maid’s Fox 
BurraLo, Sept. 18—The frozen 
food industry will double in vol- 
| ume by 1960, John M. Fox, presi- 
|dent of the Minute Maid Corp., 
predicted here in an interview yes- 
| terday. 

| Mr. Fox, here to address the 
| Buffalo-Niagara Falls Sales Exec- 
| utives Club, said the industry now 
-accounts for about 5% of the gro- 
cery dollar. 

Minute Maid also markets fro- 
|zen foods under the Snow Crop 
label. Its volume of business, which 
last year was about $100,000,000, 
is expected to reach $120,000,000 
this year, Mr. Fox said. 

His company expects to have 
annual sales of $250,000,000 by 
1960, he said. 

Minute Maid spends a consid- 
erable amount on research, Mr. 
Fox pointed out, adding that com- 
pany chemists currently are ex- 
|perimenting with by-products of 
/oranges, Minute Maid’s largest 
| selling fruit concentrate. 


| 


Eisenhut Joins Cramer 

Fred H. Eisenhut has joined the 
agricultural creative and contact 
staff of Cramer-Krasselt Co., Mil- 
waukee. Mr. Eisenhut was former- 
ly with the J. I. Case Co., where he 
was responsible for all advertising 
for the Rockford Works. 


Bearded Schweppesman Talks 

Commander Edward Whitehead, 
president of Sehweppes (U.S.A.) 
Ltd., will speak before the Agate 
Club, Chicago, on Sept. 24. 
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“Who says money isnt everything? 
Look what it's doing to Arkansas! 


ROBERT BEAUMONT, Vice Pres. & Acc’ Group Supervisor, Foote, Cone & Bel- 
ding, San Francisco, previews “* The Hillbilly Rockefeller” from this week's Post. 


“Newport and Palm Springs better 
watch out. Arkansas is becoming pros- 
perous—and chic—since Winthrop 
Rockefeller moved out there. It took 
three years and $2 million, but his 
farm is one of the nation’s show 
places and his adopted state is really 


Which weekly magazine makes 
the biggest hit with the Mrs. ? 


Watch the newsstand in a station at commuter time, and 
you might think that most magazines were bought by 
men. But never forget that the word “‘newsstand”’ covers 
a multitude of outlets. 

In thousands of supermarkets, for instance, one of the 
fastest-moving items is reading matter. Who buy it? 
Women, of course. And what do they buy? A recent na- 
tional survey shows in supermarkets The Saturday 
Evening’ Post outsells its nearest Competitor by a margin 
of 77%. In other words, the Post is every bit as popular 
with wives as it is with husbands. 

All very well, you may say, but aren’t these women 
covered by other media? We have the facts on that, too. 
51.5% of Post families don’t buy any of the 4 major 
women’s books. And 82% don’t buy any of the store- 
distributed magazines. So it appears that the Post not 
only is America’s No. 1 family magazine; but also ranks 
as one of the very top women’s magazines, too! 

It gets to the heart of America. 


NEWSSTAND SALES 


Audit Bureay of Circulotions - Janvery |} te March 31, 1956 
$00,000 1,000,000 1,800,000 
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busting out all over. Who'd have 
thought four years ago that little old 
Arkansas would become a new prom- 
ised land!” 2. e« e 

In all, 9articles, 2 serials, 3 short stories 
and many special features in the Sept. 
29 issue of The Saturday Evening Post. 
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Make Advertising 
‘Central Engine’ of 
System: Gediman 


Cuicaco, Sept. 20—Advertising 
has, in our time, one of the most 
enviable and beneficent roles in 
all history, H. James Gediman, 
exec vp of the Hearst Advertising 
Service, told a luncheon meeting 
of the Chicago Federated Adver- 
tising Club today. 

“The question is whether the 
institution of advertising is ma- 
ture enough, and its practitioners 
enlightened enough, to achieve this 
destiny as the messenger of abun- 
dance, the spur to better standards 
of living, the central engine in the 
wealth-producing machinery of 
democracy,” Mr. Gediman said. 

“If advertising sees this vision 
clear and responds in stature and 
action on a scale commensurate 
with its opportunity, it will 
achieve a high place among the 
social institutions of the 20th cen- 
tury. 

“If, on the other hand, it buries 
its head, ostrich-like, in the sands 
of mere expediency, it will not 
only miss seeing the greatest eco- 
nomic show on earth, but at the 
same time will attract well-de- 
served kicks in the region ex- 
posed,” he said. 


® Mr. Gediman listed five princi- 
ples that could be incorporated in 
the modern advertising man’s cre- 
do. They were: 


e Recognize advertising’s right to 
a place at the top level of man- 
agement. Advertising must enter 
the plans for the making and sell- 
ing of products at the outset. It 
cannot make its full contribution 
if it is an accessory after the fact. 


e Fight the sin of inadequacy in 
advertising. There are a number of 
companies that are spending fewer 
dollars for advertising today than 
15 or 20 years ago. It takes ad- 
vertising to get leadership and 
keep it. 


® Recognize advertising as the 
means to lower seliing expense. 
With the concentration of sales in 
big volume outlets and over- 
whelming emphasis on self service, 
advertising is doing a higher por- 
tion of the selling job than ever 
before. 


e Recognize and respect the dif- 
ference between the advertising 
appropriation and the selling ap- 
propriation. Since 1952, there has 
been an avalanche of coupons and 


premiums. Whether necessary or 
not, many should not be called ad- 
vertising. When an advertising | 
appropriation becomes a sales de- | 
partment slush fund, it is time to} 


call things by their right names. | 


AGREEMENT—Arthur Gerst and Samuel L. Abrams (left) announce 
the merger of two Cleveland agencies which they head. The agen- 
cies, Gerst, Sylvester & Walsh and the Ohio Advertising Agency, 
will operate under the name of GS&W with Mr. Gerst as president 


and Mr. Abrams as vp. The merg 


ed agencies are moving into new 


quarters at 3113 Prospect Ave. 


U.S. Acts to End Home 


Building Slump; U.S. 


Chamber VP Sees More Industrial Building 


WasuincrTon, Sept. 20—In an ef- 
fort to help the sagging home 
building industry, the White House | 
today announced a plan to ease) 
down payments, and to channel 
more mortgage money to moder- 
ately priced homes. 

The four-point program reduces 
the down payment required for 
purchase of low-priced FHA- 
insured homes. In addition, it in- 
creases the role of the Federal 
National Mortgage Assn. in pro- 
viding a secondary market for 
home mortgages, and relaxes re- 
strictions on the amount of mort- 
gages that may be held by savings 
and loan associations. 

The action came after home 
builders warned that shortage of 
mortgage funds was bringing the 
mass-production housing industry 
to a halt. At a meeting here two 
weeks ago they warned the lag 
in housing might soon hurt allied 
industries, including the furniture 
and appliance industries. 


® Home builders pinned their 
troubles on mounting interest rates 
as a result of Federal Reserve 
Board’s hard money policy. They 
said the 444% paid on 25-year GI 
and FHA mortgages was not at- 
tracting a sufficient amount of 
money to sustain high rates of pro- 
duction. 

Albert Cole, administrator of the 
housing and home finance indus- 
try, expressed confidence today 
that the government’s latest ac- 
tions will stimulate a burst of ad- 
ditional construction during the 
next three months, and that the 
final total for 1956 will be closer 


Burra.o, Sept. 20—The nation’s 
booming construction industry, 
which is expected to set an all- 
time record this year, will establish 
another new record in 1957, one 
of the industry’s top spokesmen 
predicted here tonight. 

Melvin H. Baker, board chairman 
of National Gypsum Co., termed 
the industry’s long range outlook 
“staggering.” He estimated that by 
the end of 1956 construction will 
reach the $53 billion mark, $9 
billion above the $44 billion pre- 
dicted for this year. 

“Construction’s ten-year outlook 
is about $600 billion,” Mr. Baker, 
vp of the U.S. Chamber of Com- 
merce, declared at the annual past 
president’s dinner of the Engi- 
neering Society of Buffalo. “The 
dollar volume of new highway con- 
struction and expansions of pri- 
vately owned utilities may reach 
$5% billion in 1957. The most 
significant gains among utilities 
probably will occur in railroad, 
telephone, gas, light and power 
companies.” 


® He predicted that private spend- 
ing for new industrial plant ex- 
pansion, apart from utilities, may 
reach $3% billion in 1957 against 
$3 billion predicted for this year. 
A 10% rise in commercial con- 
struction next year was forecast by 
the industrialist. He said school 
construction should soar to another 
record. 

Mr. Baker told society members 
there are indications that housing 
starts will continue at the present 
level until well into 1957 and then 
pick up to a higher level. 


| Stauffer Plans No 
Changes in Setup of 
Capper Publications 


Topexka, Sept. 20—There will be 
no changes in Capper Publications 
personnel, properties or policies, 
|according to Oscar Stauffer, head 
|of Stauffer Publications, which 
bought the Capper properties last 
week. 

Mr. Stauffer issued the follow- 
ing statement to Capper employes: 

“In acquiring Capper Publica- 
tions Inc., I am mindful of its fine 
reputation and the great organiza- 
tion of people that has built it to 
its present size. 
It is my wish to 
continue this cor- 
poration in full 
operations, pre- 
serve these prop- 
erties and retain 
those now on the 
job. 

“Presses and 
typesetting ma- 
chines are bought 
with money, but 
personnel is the 
spirit and soul of 
any enterprise and without these 
human attributes no business can 
long endure. 

“It will take time to work out 
future operating plans. In the, 
meantime, I hope each of you will 
continue his best efforts in help- 
ing to achieve new high goals.” | 


Its your Bright Secret...and his! 


Mb We ok 


SR te. eae es ty Tee 
CHRISTMAS SECRET—Tussy Cosmet- 
jiques will run this color page in 
November issues of McCall’s, Sev- 
enteen and True Story to promote 
its Bright Secret, “the fragrance 
you'll wear and share,” for Christ- 
mas giving. Grey Advertising, New 

York, is the agency. 


Tussy Aims at 
Youth Market in 
Magazine Drive 


New York, Sept. 19—Tussy Cos- 
®# Capper properties purchased by | metiques division of Lehn & Fink 
Mr. Stauffer include two daily| Products Corp. will spend “close 
newspapers, the Topeka Daily | to $2,000,000” in magazines, coop- 
Capital, a morning paper, and the| erative newspaper advertising and 
Kansas City Kansan, an evening) point of sale by next July. 
paper; Capper’s Weekly; two na-| For its fall and holiday cam- 
tional magazines, Household and|paigns, Tussy has scheduled 38 
Capper’s Farmer; five state farm insertions in eight magazines, in- 
papers which are semi-monthly, | cluding 15 spreads and full pages. 
the Kansas Farmer, Michigan|The remainder will be half-page 
Farmer, Pennsylvania Farmer and! and two-thirds-page units. The 
Ohio Farmer and the Missouri! media list includes Family Circle, 
Ruralist (Ohio Farmer, Michigan! Ladies’ Home Journal, McCall’s, 
Farmer and Pennsylvania Farmer | Modern Screen, Photoplay, Scho- 
are published by Capper-Harman-|lastic Roto, Seventeen and True 
Slocum, in which Capper Publica-| Story. 
tions has a minority interest); two! Most of the ads are for Medicare, 
radio stations, WIBW, Topeka, and |skin treatment kit for teen-agers 
KCKN, Kansas City, Kan., and tv/and young women, and Tussy de- 
station WIBW-TV, Topeka. odorants. The other ads will be 
Advertising revenue of these) color pages running in October and 
properties totaled $17,000,000 in|November to promote the Tussy 
1955. fragrances for Christmas—three 
The Capper Printing Co. and the | for Bright Secret and four for the 
Capper Engraving Co., both locat-| repackaged Midnight line. 
ed here, also were included in the 
deal. The selling price was not 
disclosed. Philip Zach, Capper) 
president, said that the stockhold- 
ers had agreed to sell all capital 
stock of the company. 


Oscar Stouffer 


the company is 
running monthly _ editorial-style 
spreads headlined “Why boys don’t 
call again” and featuring both the 
Medicare skin kit and the Tussy 
deodorants. 

“We are devoting more and more 
of our promotional efforts to the 
growing children and teen-ager 
markets—which include 20,000,000 
youngsters,” according to Paul 


le In Seventeen, 


s Stauffer Publications now be- 
comes one of the largest publishers 
of newspapers and magazines in 
| the U.S. In addition to the Topeka 
|State Journal, other Stauffer 
|mnewspapers are the Times, Santa| Carey, division manager. 

| Maria, Cal.; the Traveler, Arkan- As part of the new teen-age pro- 
the Headlight, gram, Tussy is also distributing 


e Realize fully your opportunity | to 1,200,000 units, instead of the 
for practical idealism. Our job is to | 1,100,000 indicated at the present 


induce free people to conform, to, time. 
be sure—but to conform to a pat- 


tern of richer existence. Continental Can Buys 


Mr. Baker said that in his con-|sas City, Kan.; 


struction forecast he has taken! Pittsburgh, Kan.; the Examiner, | 10,000 film strips on skin care, per- 


into account the decrease in hous-| Independence, Mo.; 
ing starts which is hurting the) Maryland, Mo.; Daily Mail, Neva-| 
industry. According to the latest/ da, Mo.; Daily News-Times, Grand 


the Forum,|sonal hygiene and good grooming 
to schools across the country. 


It is estimated that the coopera- 


McCann-Erickson Boosts 3 

Richard J. Farricker, vp and, 
group head on the Chrysler Corp. 
account in Detroit, has been named 
management service director of the 
account, with headquarters in New 
York. Ammon B. Godshall was| 
named vp and group head in De-| 
troit, and Robert P. Leonard, for-| 
merly assistant acccunt executive, | 
was appointed account executive 
on the Chrysler account. 


Radtke Joins Bisbing 

Lorraine M. Radtke, formerly 
advertising specialist of Milwaukee 
Gas Light Co., has been appointed 
research executive of Bisbing 
Business Research, a marketing 
and public opinion research com- 
pany in Milwaukee. 


Hazel-Atlas Glass Co. 

Continental Can Co. has acquired 
all the assets, properties, business 
and good will, and has assumed all 
of the liabilities of Hazel-Atlas 
Glass Co., Wheeling, W. Va. Hazel- 
Atlas is dissolving, and hereafter 
its business will be carried on as 
the Hazel-Atlas Glass division of 
Continental Can. 


Bankers Corp. Names Doner 
W. B. Doner & Co., Baltimore, 
has been appointed to handle ra- 
dio advertising for the Security 
Bankers Management Corp., Wil- 
mington, Del., operator of a system 
of loan companies throughout the 
country. Immediate plans call for 
the scheduling of radio advertising 
for the Family Finance group in | 
selected southern and western | 
cities beginning Oct. 1. | 


estimates, he said, builders 
throughout the country will have 
started about 1,070,000 units by the 
end of this year, a decrease of 
about 250,000 under 1955. 

Tight mortgage money was cited 
by Mr. Baker as the principal 
reason for the decline in home 
building. “Authorities in Washing- 
ton tell me that money will con- 
tinue tight until the elemants 
threatening inflation have been 
checked,” he disclosed. 


Brittain Joins Krupnick 

William J. Brittain, formerly in 
charge of public relations of Wohl 
Shoe Co., St. Louis, and one-time 
advertising and sales promotion 
manager of American Kitchens di- 
vision of Avco Mfg. Co., has joined 
thé cfeative staff of Krupnick & 
Associates, St. Louis. 


| Island, Neb.; News Star, Shawnee,|tive newspaper program will in- 
|Okla., and the Kansan, Newton,|clude some 1,400 insertions in 230 
Kan. markets. Ad mats provided for re- 

Stauffer also owns three radio/|tailers are based on themes estab- 
stations, KSOK, Arkansas City;| lished in the national campaign. 
KSEK, Pittsburgh, Kan., and! Special mats are also available 
KGFF, Shawnee, Okla. for Tussy Wind and Weather lo- 
tion, the Budding Beauty children’s 
Burnett Gets Camay, line, Tussy Bright Touch shampoos 
‘B&B Gets New Product and a new hair spray. 

Procter & Gamble has trans- Pe — New York, is 
|ferred its Camay soap account, 5 
with Benton & Bowles since 1952, 
to Leo Burnett Co., Chicago, ef-| 
| fective Jan. 1. At the same time, 
|P&G named Benton & Bowles as 
|agency for a new, unnamed prod- 
uct. 

The company has named Joseph 


Whitney Blake Boosts Two 

Harold L. Gobeille has been giv- 
en duties of advertising and sales 
promotion manager in addition to 
his post as field supervisor of 
Whitney Blake Co, Hamden, 
Beech Jr. to succeed the late Wil-| Conn., wire manufacturer. At the 
|liam Alexander as manager of the | same time, Wesley C. Bunnell, for- 
advertising department of the drug merly assistant sales manager, 
| products division, ' was appointed sales manager. 
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IT WOULD TAKE 3% MONTHS FOR ALL 
THE COMPANY PRESIDENTS who read News- 
week to tee off in foursomes 5 minutes apart. 
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5S EMPIRE STATE BUILDINGS COULDN’T =. °« ONLY ONE U.S. CORPORATION HAS 


HOLD ALL THE CORPORATE OFFICERS ! SY. MORE STOCKHOLDERS than the number of 
¥ Newsweek families owning corporate securities. 


iT WOULD TAKE ALL OF GRAND CEN- ) ALL THE SCHEDULED AIRLINERS IN THE 
TRAL’S RED CAPS 2% YEARS to handle the U.S. couldn’t seat one-fifth of the top executives who 
luggage of Newsweek readers who travel in one year. : read Newsweek. 
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IT WOULD TAKE THE S.S. UNITED STATES 
918 TRIPS tocarry all the Newsweek families with 
~ incomes of $7,500 or more. 1 


ALL THE MONEY THE U.S. PRINTS IN 
ONE YEAR — $12,221,822,686—doesn’t equal the 
purchasing power of Newsweek’s million-plus families. 
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753 UNITED NATIONS BUILDINGS couldn’t Ae THE WORLD’S LARGEST OFFICE BUILD- 
hold all the people around the world who read ING ISN’T BIG ENOUGH to hold one-third of 
Newsweek each week. Newsweek’s 77,000 family heads in key federal, state, 


Most 
sigpnificant 
Million 
4,400 SWITCHBOARDS COULDN'T | 
HANDLE all the calls to all the 477,000 Newsweek 


readers whose main job responsibility is Administra- 
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Should Maximum Discounts Be Higher? 


The other day Arthur Porter, vp and director of media of J. Wal- 
ter Thompson Co., told the New York chapter of the American Assn. 
of Newspaper Representatives that one of the five problem areas of 
newspaper advertising revolves around the local-national rate dif- 
ferential plus the fact that the natiorlal advertiser is “permitted vir- 
tually no incentives either by his volume or his frequency to earn 
any discounts on his r.o.p. black-and-white advertising schedules.” 

He pointed out that only 21 dailies have what he called “actual, 
legitimate sliding scale discounts for the national advertiser,” and 
he urged that more do so. In this respect we are inclined to agree 
with Mr. Porter. 

But then he went on—without special reference to newspapers, 
but presumably with all advertising media in mind—to assert that 
“although advertising expenditures have pushed right through the 
ceiling, the ceiling on discount structures for most media has re- 
mained almost rigid. 

“Here,” he said, “are a couple of examples: 

“Back in 1950 there were 16 companies that ran 52 or more in- 
sertions in a major weekly magazine; the average was 68 insertions 
for the year, and the average expenditure about $1,000,000. In the 
same magazine in 1955, there were 20 companies that ran 52 or more 
insertions—the average was 80 insertions and the average expendi- 
ture $1,700,000. 

“But in 1955 as in 1950 the top discount was based on 52 inser- 
tions...” And the same thing, he said, applies to broadcasting and 
other media use. 

Under these conditions, Mr. Porter suggested, might it not make 
sense for maximum discounts to apply to users of 78 pages or 104 
pages, etc.? 

The question is certainly an intriguing one, and one which plagues 
all media which attempt to set up discount schedules for frequency 
or total use. Such discounts are clearly designed to induce greater 
and more frequent use of the medium, and to encourage continuity; 
and they make sense in that regard. 

But whether the “ceiling” on maximum discounts should be raised 
substantially depends in large measure, we believe, on exactly what 
Mr. Porter’s figures show: If broader and more frequent use of in- 
sertions has become the rule, as Mr. Porter indicates, then certainly 
he has a point. But before deciding, we should know whether his 
figures are the result of more intensive advertising on behalf of a 
single product or line of products, or whether they are in fact due 
entirely to the circumstance that companies are getting larger and 
more diversified, and the company therefore appears to be a more 
frequent advertiser because more of its varied lines or products are 
advertised. 

If greater line or product frequency is the answer, by all means 
let us have a new discount structure; but if unrelated company lines 
account for the change in frequency, then a good deal more study 
is called for before any intelligent decision can be made on this 


point. 
As Business Men See Themselves 


It is rather startling to learn that an opinion poll among business 
members of the Chamber of Commerce of the U.S. turned up “lack 
of business statemanship” as the criticism of business practice which 
these business men themselves believe most valid. 

It is even more startling for advertising men, however, to learn 
that “exaggerated advertising claims” which increase public distrust 
of the business system received the second highest number of votes 
as the most valid criticism of business practices. 

These are the opinions of business men themselves, it is important 
to remember. They are not the opinions of. “crackpots” who neither 


like nor appreciate advertising. 


Advertising Age, September 24, 1956 


Gladys the beautiful receptionist 


—Richard L. Stone, Rare Earths Inc., Pompton Plains, N. J. 
“So I said, ‘Sure it’s a good idea, Mr. Thompson. I’ll have Mr. 
White call your grandson as soon as he comes in,’” 


What They're Saying 


Hats On 

Other manufacturers sell hats 
for protection against cold, colds, 
sinus trouble, and thinning hair. 
Most of the industry says, “Let’s 
scare the people; let’s tell them to 
wear hats to keep you warm or 
keep you from sneezing or keep 
the dust out of your eyes.” I say, 
“Tommyrot!” I say, “Sell the hat 
as a matter of fashion. Sell it not 
as a separate entity but to com- 
plete the ensemble.” Hats have to 
complement the wardrobe and 
compliment the man. I’m for the 
hat that makes you more attrac- 
tive to women. I claim the proper 
hat makes the average middle- 
aged man look five years younger. 
A negative approach brings red 
ink. A positive approach brings 


black ink. 
—Bernard L. Salesky, president, Hat 
Corp. of America, quoted in “The 
Talk of the Town,” The New Yorker 
Magazine. 


Advertising’s Disservice 
Advertising can be credited 
with many worthy services to the 
American people, but its “adver- 
tising license” with the English 
language can hardly be placed on 
the credit side of the ledger... 
The teaching of poor grammar ob- 
viously is a disservice to the pub- 
lic and should be curbed without 
delay...Grammar and _ spelling 
are given such back of hand treat- 
ment already in the school curricula 
that it is becoming increas- 
ingly difficult to obtain accept- 
able secretarial help... Advertis- 
ing copywriters’ attempts to obtain 
rhyme and euphony through gram- 
matical high-jinx only compound 
the confusion of the adolescent 
minds ...No good can come from 


perpetuating bad grammar... 
—Advertising Federation of America 
News Letter, September. 


NAM and Its Purpose 
If I were asked to describe 
NAM, I would say that it is an 


organization composed of more 


than 21,000 companies. I would 
tell you that they range from one- 
man shops to nationwide organ- 
izations employing hundreds of 
thousands, and that more than 
two-thirds of them employ fewer 
than five hundred people each, 
and thus are in the category clas- 
sified by government as small 
business. 

If I were asked to describe 
NAM’s purpose, I would say that 
we have a very simple objective: 
We are merely trying to remind 
the American people that, in the 
economic as well as in the arith- 
metical sense, two and two make 
four—that two and two have al- 
ways made four and always will 
make four, and no one, not even 
the government, can change it. 
And, most basic of all, what gov- 
ernment gives to one person it has 
to take away from another. The 
government that does for you to- 


day will do to you tomorrow. 
—Cola G. Parker, president, National 
Assn. of Manufacturers, speaking at 
the 18th annual forum, Packaging In- 
stitute, in Cleveland. 


Vital Questions 

I would wager a $15 Stetson 
hat that in any advertising group 
in the country if I were to take a 
quick “Gallup Poll” I would find 
almost complete unanimity con- 
cerning the four most vital ques- 
tions facing advertisers today. And 
what’s even more interesting, I 
would bet another hat that these 
questions are essentially the same 
questions that advertisers were 
asking themselves 25 years ago. 
Here they are: 

1. How much should we spend 
for advertising? 

2. How can we tell if our ad- 
vertising is getting results? 

3. How can we get more for our 
advertising dollar? 

4. How can we coordinate our 
dvertising efforts with sales? 


| 
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Rough Proofs 


“Ethyl Corp. asks replacement 
for BBDO,” the headline says. 

Whatsamatter, did the agency 
finally run out of animals? 


Mainline Distributors, operated 
as an appliance merchandiser by 
|anm agency man, has folded. 

Don’t do as I do; do as I say. 


“Piel Bros. offers island as prize 
in treasure hunt,” reports the 
world’s greatest advertising jour- 
nal. 

Now you can really get away 
from it all. 


“I might wonder,” wonders Art 
Porter, “whether enough thought 
and enough space were being de- 
voted to making my newspaper a 
really basically important wom- 
an’s medium.” 

The daily record of the parties, 
PTA meetings, weddings and births 
ought to take care of that. 


“Their research,” says N. W. 
Ayer of Bell Telephone Labora- 
tories scientists, “ranges from the 
structure of solids to radio signals 
from outer space.” 

Number, please? 


“Corporate tension,” the story 
says, “led to shift of Lee Hat ac- 
count.” 

That’s diplomatic language used 
to describe a family fight. 


Don Belding, who is retiring 
from the agency business Jan. 1, 
is going to run for mayor of Los 
Angeles. 

An adman ought to make a good 
politician, even if vice isn’t versa. 


George C. McConnaughey won 
loud and prolonged applause for 
his suggestion that broadcasters’ 
licenses cover a period of five 
years. 

And it was a little longer and 
louder because he happens to be 
chairman of the Federal Com- 
munications Commission. 


Fish and Wildlife Service re- 
ports that in 1955 hunters and 
fishermen spent a total of $1.8 bil- 
lion on their favorite sports. 

Now don’t you discourage them 
by trying to figure out how much 
each fish or game animal cost the 
nimrods and anglers. 


Paramount Pictures will spend 
$1,000,000 promoting “War and 
Peace.” 

This fellow Tolstoy did so well 
with “Anna Karenina” that the 
movie people will probably sign 
him for a long-term deal. 


KTNT-TV shows a cute model 
in its promotion ad, and credits 
“swim suit by Jantzen.” 

Why not also credit the gal who 
filled it? 

Cory Cus. 
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THE INQUIRER | 


than in any other ©. 


Philadelphia newspape 


Advertising linage is the final measure 
of a newspaper’s sales power 


Constructively Serving Delaware Valley, U.S.A. 


Exclusive Advertising Representatives : West Coast Representatives : 

NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE S. DIX FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 
Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Ounkirk 5-3557 
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Heaith, Beauty Aid 
Sales Led ‘55 Gains" preparssave tar some tine com 
by Groceries: Topics 


|/sumers continued to “trade up,” 
| the survey reports. More than half 
New York, Sept. 18—-Consumers the 4% gain in food sales last year 
of food, groceries and related js attributed to this tendency. 
products spent a record amount) 
last year, much of it going toward » New products, especially pre- 
quality and easy-to-prepare items. | pared frozen foods, frozen juices, 
The ninth annual survey, “What! prepared mixes and concentrated 
the Public Spends for Grocery | coffee, continued to grow in im- 
Store Products,” published by 
Food Field Reporter and Food 


| 


frozen foods had a 17% hike in; greater tonnage than ever before,;dairy products stores. Canned 
| sales, mainly due to a 73% growth | but in dollar sales, these depart-| goods, soft drinks and alcoholic 


| ments fell short of store growth as 
a whole, because of lower prices. 

There was a substantial rise in 
the sale of household supplies. 
Jumps in detergents, bleaches, 
brooms, sponges, aerosol insecti- 
cides, deodorizers and paper prod- 
ucts contributed to a 6.5% sales 
gain in this category. 

Dairy departments registered a 
|5.2% increase, keeping pace with 


portance. Meat departments moved! gains of milk distributors and 
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beverages (mostly beer) had gains 
of close to 5%. After dropping the 
previous year, tobacco staged a 
partial comeback with a gain of 
5.1%. 


® Analyzing the study, Topics 
Publishing Co. reports “marked 
trends not only toward more 


easy-to-prepare foods, but equally 
toward better quality food and 
more ‘built-in’ services. 


413.9%; frozen lemonade, 15.1%; 


a a eR 


“Upgrading is readily seen in 
fancier recipes, nationality dishes, 
gourmet items and party, picnic 
and barbecue products, all of 
which showed substantial gains in 
1955.” 


® Typical of some of the gains reg- 
istered last year are the following 
convenience products: 

Frozen pre-cooked foods, 71.3%; 
frozen meat, 26.2%; prepared frost- 
ings, 81.4%; prepared cake mixes, 


Topics, reports that a record high 
of $69,393,580,000 was spent by 
consumers in 1955 for foods, gro- 
ceries and related items. Of this 
total, $15,135,920,000 went for non- 
food goods. 

Non-food items, especially health 
and beauty aids, were ahead 
of all other supermarket and gro- 
cery sections in percentage of 
gains. Health and beauty aids were 
responsible for pushing non-food 
sales to new heights. They jumped 
17% in 55, adding $90,000,000 to 
grocery store sales. 

Among major food departments, 


Serves Management | 
On Shows & Exhibits 


With electronics and other aids 
providing new methods of show- 
manship to advertising, advertis- 
ing managers and others planning 
trade shows and exhibits look to 
AR for ideas, “how-to” articles, 
and new developments they can 
use. Following are typical articles 
that have helped build intense 
readership of AR every month: 


“Closed Circuit TV” 
Redesigning an Exhibit 
Pays Off” 
“How to Make Fair Exhibits 
Pay Off” 
“Budgeting for Trade Shows” 
“Fairs as an Advertising Medium” 
“Trade Show Trickery” 
“Yale Puts Its Show on the Road” 
“Maturity for Trade Show 
Exhibits” 


Sells Management 
On Shows & Exhibits 


Grouped together with top arti- 
cles on how to stage shows and 
exhibits, advertisers’ messages 
outlining values of their products 
and services naturallv get inten- 
sive readership and response. 
Among AR'’s current advertisers 
are: 


Middle West Display & Soles Co. 
Exhibit Management Associates 


Lewis Barry Inc.—Trade Show 
Exhibits 

Sheraton Hotels 

Advertising Trades Institute, Inc. 

Capex Company, Inc. 

General Exhibits and Displays Inc. 


If shows and exhibits are either 
your problems or your products 
—turn ta AR for results! 
Nalvertisi 
aid * 
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paper towels, 14.4%. | Among the items showing losses 

Some of the rises in “company | in 1955 were: yeast, 5.4%; lard, 
foods” used by the family or for | 17.1%; condensed milk,-5%; pep- 
home entertainment are as follows: | per, 13.4%; soap flakes, powders, 

Canned olives, 16.2%; pretzels 14.3% (liquid detergents increased 
and potato chips, 10.7%; dough-|41.7%) and laundry bar soap, 
nuts, 7%; nuts, 9.1%; Italian salad | 10.5%. 
dressings, etc., 35.1%. 

Aside from health and beauty | Antin to ‘Reader's Digest’ 
products, other non-food items; Anthony L. Antin, formerly with 
showing substantial gains in su-/| the ad and sales promotion staff of 
permarkets and grocery stores Mellon National Bank & Trust Co., 
were: housewares, 24.2%; toys,| Pittsburgh, has joined the promo- 
20%, and greeting cards, 34.6%. | tion staff of Reader’s Digest. 


Horsman Tests TV 
for Selling Dolls 
in Five Markets 


Trenton, Sept. 18—Horsman 
Dolls Inc. will launch a pre- 
Christmas tv test campaign this | 
November for its new Life tied 
doll. 

Seven children’s tv shows will! 
be used in five markets. The’ 
campaign, on an 11-time basis in| 


each of the markets, marks Hors- 
man’s first time use of continuous 
sponsorship of tv. 


= In Philadelphia, the Life Savers 
doll, with “life-like hair in candy 
colors,” will be seen on WCAU-TV | 
on the Jean and Joan Crain show; 
in Chicago, on “Playhouse” 
(WBKB-TV) and “Lunch Time 
Little Theater” (WGN-TV). 

In Los Angeles, shows lined up 
are “Little Schoolhouse” (KABC- 
TV) and “Cartoon Express” (KHJ- 


ADVERTISING DOES DOUBLE DUTY FOR US” 


-... says Harold Frankel, nationally known retailer 


Harold Frankel, President of Frankel’s Appli- 
ances, Huntington, West Virginia, has sold elec- 
tric housewares, major appliances and radio-TV 
sets for 12 years. For the past 10 years Harold 
has subscribed to ELECTRICAL MERCHANDISING. 


Harold Frankel reports . . . 

“The advertisements in ELECTRICAL MERCHANDIS- 
ING help me choose lines as well as point up prod- 
uct features to my customers. The ads are partic- 
ularly useful for specifications, illustrations of 
models and advance information on newly an- 
nounced lines. That’s why I say the ads not only 
bring the market into my store — they also help 
me move merchandise. We generally keep 6 or 8 
copies of ELECTRICAL MERCHANDISING handy so 
that our salesmen can use them as needed .. .” 


Source of successful promotions... 

Harold Frankel states that many of his most suc- 
cessful promotions have come from the pages of 
ELECTRICAL MERCHANDISING. In his words: 


“T’ve always been a firm believer in sales promo- 
tion, and that goes double for sales ideas that have 
worked out into increased volume and more profit. 
Top editorial coverage of the market’s most ad- 
vanced sales methods makes me look forward to 
each issue of ELECTRICAL MERCHANDISING.” 


Market Wrap-up... 

Another reason Harold finds ELECTRICAL MER- 
CHANDISING so valuable is that its market wrap- 
up allows him to devote more time to his civic and 
trade responsibilities. He’s on the YMCA Board 
of Directors, chairman of Huntington Housing 
Authority, on the Board of St. Mary’s Hospital 


Electrical 


and is currently running for election to the City 
Council. Tradewise, he was a member of NARDA’s 
Board of Directors for four years and is active 
in the Huntington Chamber of Commerce. After 
mentioning time saved by using ELECTRICAL MER- 
CHANDISING’s broad Industry coverage to con- 
stantly improve his business, Harold said, “Both 
my salesmen and service men read it regularly to 
pick up latest techniques and keep in step with the 
Industry.” a) 


Intentional advertising readership . . . 

In a survey conducted among winners of the 
Brand Names Foundation Awards, 98% of the 
Brand Name Retailers answering indicated they 
were regular trade paper readers, 96.6% of these 
top dealers testified that they intentionally read 
trade paper advertising. Harold Frankel typifies 
these blue ribbon retailers and the top appliance- 
radio-TV dealers who are twice as likely to pick 
up ELECTRICAL MERCHANDISING purposely to read 
the ads than the field’s second publication. This 
intentional advertising readership by both sales- 
minded dealers and distributors means that your 
advertising gains extra effectiveness by being 
thoroughly read. 


Advertising pay-off .. . 

Because the people who mean so much to you save 
it and frequently refer to it, one of your adver- 
tisements gives the cumulative impact to several 
insertions. Regular use of ELECTRICAL MERCHAN- 
DISING means that your advertising message is 
working harder building distribution among top 
dealers and distributors where you can boost sales 
volume cheaply. 


Merchandising 


alone will cover the market alone 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, N. Y. 
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TV); in San Francisco, “Surprise 
Package” (KPIX-TV), and in 
Cleveland, “Fun Farm” (WEWS- 
TV). 
The campaign will be supported 
by a point of sale package, includ- 
ing counter cards and window 
streamers specially prepared for 
each of the five test markets. 

Lavenson Bureau of Advertising, 
Philadelphia, is Horsman’s agency. 


‘Sports Age’ Names Rep 

Smith & Hollyday, Los Angeles 
and San Francisco, has been ap- 
pointed West Coast advertising 
representative for Sports Age. The 
company also represents three oth- 
er business papers published by. 
Reuben H. Donnelley Corp., New 
York. 


Caples Names Nina Dallair 
Nina Dallair has been named 
media director of Caples Co., Los 
Angeles. Miss Dallair was previ- 
ously assistant media director of 
Dan B. Miner Co., Los Angeles. 
Before that she was with J. Walter 
Thompson Co., Detroit. 


Reach the trade 
that serves the 


Through this 
industry’s 
EXCLUSIVE and ONLY 
TRADE PAPER 


THE BOATING 
INDUSTRY 


Reaches ALL the trade... 
and ONLY the trade! 
Over 15,000 selected circulation to 
Marine Dealers, Distributors, Jobbers, 
Builders, Yard and Marine Operators, 
Naval Architects, Manufacturers and 

their salesmen. 


(All the boating indus?ry) 


Published 8 Times a Year 
Jon. 15-March 15-Aprii 15-May 15 
June 15+ Aug, 15+ Oct. 15 - Nov. 15 


New York-Chicago Boat Show Issue 
JAN. 15, 1957 


ONE ADULT OUT OF EVERY THIRTY 
in the U.S. today is a boatman! 
Write us NOW for dota on 
The Billion Doliar Boating Market 


THE BOATING IMDUSTRY 


eet G Tanase Rape. SS 


505 Pleasant Street, 
LEAS Si. Joseph, Michigan 
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a Be Ee remembers the man 
for he is the creative force in 
a dynamic, growing industry! 


Earth satellites, FM, TV, radar, transis- 
tors, scatter propagation, solid state elec- 
tronics point the way to the markets of 
tomorrow. In radio-electronics, the radio 
engineer builds these markets as he builds 
idea upon idea. Progress is spelled in new- 
ness — printed circuits, computors with 
memory feed-back control, telemeters that 
reduce radio signals to understandable 
data, completely automatic factories. 


This comparatively young field will reach 

a 12 billion dollar volume this year and 
prothises, within half a decade, to rival the automotive field as our 
nation’s largest industry! IRE always remembers the men re- 
sponsible for this growth. 


The Institute of Radio Engineers is a professional Society of 
50,000 radio-electronic engineers devoted to the advancement of 
their field of specialization. Their official publication, Proceedings 
of the IRE, is concerned solely with these men and their accom- 
plishments. And Proceedings of the IRE is the only engineering 
journal in the radio-electronic industry exclusively edited by and 
for radio-electronic engineers. 


Yes, IRE remembers the man... then is it any wonder that the 
men remember IRE? Best way to get products remembered, if 
they are sold in the radio-electronics field, is through advertising 
in the pages of Proceedings of the IRE for...if you want to sell 
the radio industry, you've got to tell the radio engineer! 


INSTITUTE OF RADIO ENGINEERS 


Adv. Dept, 1475 Broodway, New York 36, New York 
Chicege * Cleveland * Son Francisco * Los Angeles 
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‘Citizens Tribune’ 
Will Go Daily in 
Illinois Capital 


SPRINGFIELD, ILL., Sept. 18—Illi- 
nois’ capital will have three daily 
newspapers as of Saturday, Sept. 
22. 

The newest daily in this city will 
be the Springfield Citizens Trib- 
une, which has been, published as 
a weekly for the past 20 years. 
The newdpaper will not be pub- 
lished on Sunday but will offer 
Sunday features in its Saturday 
editions. 

J. R. (Bud) Fitzpatrick, pub- 
lisher of the Citizens Tribune, est- 
imated that initial circulation 
would be about 15,000. A goal of 
20,000 in six months has been set. 


® Mr. Fitzpatrick said he was en- 
couraged to make the transition 
because of the success of a second 
afternoon daily in Mississippi— 
the Jackson State Times—which 
was founded 18 months ago. Jack- 
son also is a state capital and 
about the size of this city. 

The two present newspapers 
here are the Illinois State Journal, 
a morning daily, and the Illinois 
State Register, published in the 
afternoon. Both are owned by the 
Copley Press. 


Baumrucker to Burdick-Rowland 

Robert Baumrucker, formerly 
with Brisacher, Wheeler & Staff, 
San Francisco, has been named 
western manager in San Francisco 
for Burdick-Rowland & Associates, 
New York public relations com- 
pany. 


| hip with that 


KENTUCKY FLAIR! 


Advertising Age, September 24, 1956 


Getting Personal 


Frances Fay, who was married July 23 in Miami to Rene Arsen- 
ault, consumer sales vp for Plastics Films Corp., was given a fare- 
well fete Aug. 30 by the William Carter Co. Entertainment high- 
light was a ballad written and enacted by Bruce Fogwell, assistant 
advertising manager, titled “Bon Voyage to Frances Fay.” The bal- 
lad told the story of Miss Fay’s eight years as designer of Carter’s 
infants’ wear... 

Judith Mary Sappington and Robert Derrick Smith, copywriter 
at G. M. Basford Advertising, New York, are planning an October 
marriage ... 


success—The annual tuna fishing expedition of William Schaller 

Co., West Hartford, Conn., agency, and clients, produced this catch 

and accompanying happy smiles. Left to right are John Mulcahy, 

T. B. Simmonds Co.; William Sleith, president, Iona Mfg. Co.; Wil- 

liam Schaller, agency president; John Rodick, account supervisor, 
and William Goodwin, vp of the agency. 


It had to happen. Governor Orville Freeman of Minnesota has be- 
stowed the name William C. Figge upon one of the lakes in the Land 
of Sky Blue Waters—in honor of the president of Theo. Hamm 
Brewing Co. for the company’s publicizing the state’s thousands of 
lakes through its advertising slogan. At a civic luncheon in St. Paul, 
Mr. Figge received, besides a map showing the location of Figge 
Lake in northern Minnesota, plaques and scrolls from the organiza- 
tions sponsoring the luncheon and was inducted into the royal fam- 
ily of St. Paul’s Winter Carnival as “Supreme Sultan of Sky Blue 
Waters”... 

L. G. (Tim) Willcox, veteran agency executive, formerly with 
Critchfield & Co. in Chicago and more recently in the business in 
Los Angeles, has announced his retirement. .. 

Robert Gros, advertising and public relations vp of Pacific Gas & 
Electric Co., San Francisco, is en route to Paris, where he will serve 
as a special consultant to the American Council on NATO... 


Never mind the girls —the important view is 
this “bottom” of Kentucky Lake— the world’s 
largest man-made lake, and Kentucky's newest, 
most glamorous playground! 
In a State that’s known for showmanship, Ken- 
tuckians look to WAVE-TV for the best in 
television showmanship. Here's the proof: 
PROGRAMMING: Two 1956 Surveys* show that 
WAVE-TV gets audience preference! 
COVERAGE: WAVE-TV has 66% greater coverage 
than the second Louisville station be- 
cause of its low Channel 3, full power 
and greater tower height (914’ above 
sea level) ! 2,437,000 people are served 
by WAVE-TV in 70 mid-Kentucky 
and Southern Indiana counties! 
EXPERIENCE: WAVE-TV was first on the air in 
Kentucky, in 1948. Its experienced 
crews have the know-how to help your 
programs and your commercials sell! 


Let NBC Spot Sales give you all the facts! 


*Metropolitan ARB, March, 1956 
*ARB Louisville, Feb., 1956 


CHEERIO—Sailing for England aboard the Queen Elizabeth, J. M. 
Mathes (left), head of his own New York agency, Mrs. Mathes and 
R. W. Moore, president of Canada Dry, celebrate their departure 
and Mrs. Mathes’ birthday. While abroad Mr. Moore and Mr. 
Mathes will meet with officials of Johnnie Walker, a Canada Dry 
import, to discuss marketing and advertising strategy. 


LOUISVILLE’S 


WAVE-TV 


CHANNEL 3 


FIRST IN KENTUCKY 
Affiliated with NBC 


Dutch Feldon, of O. A. Feldon & Associates, Chicago, is now 
identified as “father of the brides.” His younger daughter, Judy, was 
married Sept. 8 to Elisha G. Pierce III, of Winchester, Mass., her 
wedding following by a few months that of her sister, Nancy... 

Philip Reichert, M.D., director of the professional division, Do- 
herty, Clifford, Steers & Shenfield, New York, will conduct an 
evening course in medical advertising and promotion at New York 
University, starting Sept. 25... 

William Alexander, creative supervisor of the Italian Line ac- 
count at Cunningham & Walsh, New York, and Mrs. Alexander are 
spending two months abroad, visiting the line’s offices and points of 
tourist interest... 


SPOT SALES 
Exctusive Nations! Representatives 
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“‘ Spectacular idea and execution . . . now the sportswear industry has its own World Series!” is only one of 
many enthusiastic comments from 400 leading retailers, designers, manufacturers and advertisers who attended 
SPORTS ILLUSTRATED’s American Sportswear Design Awards dinner last May. A triumph for winners Claire 
McCardell and Rudi Gernreich (selected by a nationwide poll of retail fashion experts), the ASDA celebration 
was also a symbolic triumph for sportswear, for “selling with sport,” and for SPORTS ILLUSTRATED, America’s 
first successful weekly in a generation. To the winners, the runners-up, the judges, and the entire industry, 
SPORTS ILLUSTRATED takes this opportunity to say “thank you” for the wonderful response which has been 
coming to us since the ASDA Awards. That response is just one dramatic example among many of how sport, 
sportswear, and SPORTS ILLUSTRATED are making new headlines in the apparel industry. 


SPORTS 


PREVIEW: 120 COLLEGE Teams 


Selling with sport is everybody's business! | 


&} ILLUSTRATED | 
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[ Outdoor Advertising ) a ‘ 
a ET i is ell tee siiev PI ae “fe, 
Poster designed by McCann Erickson, Inc. 
1” says EVERETT M. RUNYON 
S 0 l e A V p Director of Advertising and Promotion 
a CALIFORNIA PACKING CORPORATION 
“For many years, we have been consistent users of Outdoor Advertising to sell Del ‘ 
Monte canned fruits, vegetables and other foods. The medium has been especially 
helpful to us where we have wished to parallel some particular distribution pattern. 
The repetitive effect of giant reproductions of Del Monte products, in full natural 
color, develops valuable local impact at the store level.” 
sé ” oS ~~ 
The ““SEE-POWER”’ of Outdoor Advertising | 
Proved principle: People must see your message if your message is to sell. T.A.B.* studies 
show that in a typical market area 93% of people see OUTDOOR .. . for an average of 22 
times per month. And they see your outdoor message as they are on the way to shop. For é 
OUTDOOR is the closest point to the point of purchase. : 
; : *Traffic Audit Bureau fi 


) >» ~~ OUTDOOR ADVERTISING INCORPORATED * 
vce « % NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM ; 
Oo A 1 60 EAST 42nd STREET, NEW YORK 17, N. Y. 
ATLANTA + BOSTON + CHICAGO + DETROIT + HOUSTON + LOS ANGELES 
PHILADELPHIA + ST. LOUIS « SAN FRANCISCO «+ SEATTLE 


= Copyright 1956 Outdoor Advertising Inc, 
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Hansen May Have 
Issued “Word to 
Wise’ on Net TV 


(Continued from Page 2) 
given FCC primary responsibility 
for encouraging larger and more 
effective use of radio in the public 
interest. 

His testimony confirms that in 
many respects the Justice Depart- 
ment investigations duplicate the 
studies currently being carried out 
by a special FCC staff set up to 
examine the effectiveness of exist- 
ing network regulations. ‘ 

Perhaps it is not pure coinci- 
dence that the Justice Depart- 
ment’s investigations will take an- 
other year or two, giving the FCC 
a substantial period in which to 
complete and carry out the results 
of its own investigation. 


® In effect, he may be saying to 
the FCC: The assignment is right- 
fully yours. But if you don’t act 
effectively, we are prepared to 
step in and take over. 

Relationships between the two 
agencies are considerably less than 
cordiai. The Celler committee al- 
ready has revealed how FCC let 
the NBC-Westinghouse _ station 
swap stand despite a request for 
short delay from anti-trust chiei 
Barnes. 

During his testimony in New 
York last week (AA, Sept. 17), Mr. 
Hansen expressed dismay at cur- 
rent FCC proposals relaxing the 
limit on the number of stations 
owned by a single licensee. “If 
anything,” he said, “it should be 
tightened, not relaxed.” 

Justice Department's interest in 
tv goes back a year, to the time 
when Westinghouse officials were 
complaining that they were forced 
to swap a valuable Philadelphia 
station for NBC’s less desirable 
Cleveland property. 


s Anti-trust officials were stunned 
when Westinghouse tried to with- 
draw the protests. Their anger rose 
when FCC secretly gave its okay 
in the face of notice that an anti- 
trust investigation was under way. 

While the case is currently be- 
fore a grand jury, and the outcome 
is undetermined, Mr. Hansen said 


Leading National industries 
Mean Leading Local Market 


Long recognized as unquestioned lead- 
er in its field, this company is principal 
supplier of wire cloth to the impres- 
sively expanding and staple pulp 
and paper industry. 

With what must be close to the world's 
best paid factory workers, Appleton 
Wire Works contributes substantially 
to the high average family income of 
$6,055 enjoyed by 106,670 people 
comprising the Appleton, Neench- 
Menasha city zone market. 
Significant of this market's excellence 
is the POST-CRESCENT . . . Wisconsin's 
FIRST paper in editorial lineage, 
SECOND in advertising volume. 


APPLETON Post CRESCENT 


KEN €. DAVIS, ManacEe. Gens sOvERTICING 


last week it caused him to marvel|own initiative put up the money 
“at the disparate bargaining power | for FCC’s special probe of the ex- 


of a station owner—even one as 
large as Westinghouse—in its re- 
lationships with the major net- 
works.” 

It is one of the ironies of our 
times that tv networks, which 
have brought America some of its 
finest programming, have been 
under constant fire here during 
the past three years. 

Because so many industry mem- 
bers complained, Congress on its 


isting network rules. As this in- 
vestigation has dragged along, at 
least three congressional commit- 
tees have tried to dramatize the 
situation by collecting testimony 
from industry members who feel 
their right to compete has been 
restrained. 


® Some of the most comprehen- 
sive testimony was submitted by 
Richard Moore, president of! 


Advertising Age, September 24, 1956 


KTTV, Los Angeles, who claimed 
that network “must buy,” coupled 
with option time, prevented in- 
dependent stations from bidding 
effectively for syndicated film and 
for the programs of national ad- 
vertisers. 


® Other witnesses included a group 
of scenery makers, who testified 
that networks have been forcing 
advertisers to buy program sets 
from the network shops at sub- 
stantially higher prices. 


In his statement last week, Mr. 
Hansen said he has read all this 
testimony, as well as the detailed 
defenses submitted by the net- 
works and the strong testimonials 
in support of networks which were 
offered by affiliates. 

Underpinning the investigations, 
he said, is this basig¢ issue: In to- 
day’s market confext, does the 
dual role of the netwaork—program 
production and distribution coup- 
led with station control—so threa- 
iten tv competition as to warrant 
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divestiture? 

He compared the tv networks 
with the motion picture producers, 
who were convicted of monopoliz- 
ing the distribution of film. Noting 
that networks owned or were af- 
filiated with 90% of today’s tv 
stations, he said their control over 
tv “dwarfs the majors’ power over 
theaters.” 


8 While he did not directly attack 
option time, which is specifically 
authorized by FCC, he contended 


| 
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that control of station time ob-|puy.” He recalled that Justice had|yet complete, suggests that the | GE Sponsors Lighting Contest 


tained through these options is the 
basis of network power. 

As he described it, with this 
control in their pocket, networks 
spread their authority throughout 
the industry, even to the point 
where they compel advertisers to 
buy network-owned programs in- 
stead of others they might prefer 
to sponsor. 


® Much of the discussion hinged 
on talent contracts and “must 


|issued a complaint against activi-|Principal networks beyond doubt 
ties of radio networks in the talent |have Power to dominate if not 
field in the early 1940s, but | control major aspects of television. 


dropped the case when the net-| 5 
works disposed of their talent |= “This power, it seems clear, 


ills over simple distribution of 
agencies. He said his predecessors | 5 
felt FCC had ample authority to  aceean’ Glin ce cee 
deal with this problem if it should| 2? tic-upe of talent. Against this 
recur. ‘ 
ss background, our inquiry now fo- 
Our investigation of network | cyses on whether that power has 
control over talent and program | been or will likely be, used to ex- 


production,” he said, “though not jude competition.” 
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The Genera! Electric Co. will 
sponsor its annual $5,000 nation- 
wide residential Christmas lighting 
contest again this year. The con- 


“to encourage more people to par- 
ticipate in the growing custom of 
expressing the Yuleiide spirit 
through colorfully lighted Christ- 
mas decorations out of doors.” De- 
tails are contained in a booklet, 
“How to Conduct Your Christmas 
Lighting Contest,” available from 
Inquiry Bureau, General Electric 
Lamp division, Nela Park, Cleve- 
land. 


Phillips Joins Gittins 
Fred E. Phillips, formerly in the 
feed division advertising depart- 
ment of General Mills, has joined 
the agricultural staff of Bert S. 
Gittins Advertising, Milwaukee. 
\ 


Maxon Boosts Rowe 


Howard T. Rowe has been ap- 
pointed manager of production of 
Maxon Inc., Detroit. Mr. Rowe 
joined Maxon in 1931. 


| in SOUTH 
St CAROLINA 


Total Retail Sales, and sales of 
Food, General Merchandise, 
Apparel, Furniture & Appli- 
ances, Autos, etc. are greater 
in the Greenville market of 
510,320 people than in any 
other market in S: C. By every 
accurate measurement, Green- 
ville is your first market in 
South Carolina. 


Write us or WARD-GRIFFITH for 
information and for assistance in 


selling your products in the 
Greenville Market. 


Figures from SALES MANAGEMENT 


test, according to GE, is designed 


25.4% | 


OF SOUTH CAROLINA'S 


AUTO SALES 


AMOUNTING TO 


$92,478,000. 


are in the COMPACT 
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U.S. Publishes Ad 
‘Primer’ for Small 
Industrial Producers 


Wasuincton, Sept. 18—A new 
“primer” on advertising for small 
industrial goods producers pub- 
lished by the Small Business Ad- 
ministration last week outlines the 
part top management plays in es- 
tablishing an advertising program, 
and emphasizes that advertising 
must be treated as an important 
part of the total sales program, 
and never as an “ivory tower” ac- 
tivity. 

The booklet is by Raymond P.| 
Wiggers of Reincke, Meyer & 
Finn, Chicago. 

In his foreword, Mr. Wiggers 
writes: “It has always been my 
contention that the success of any 
advertising department depends 
not only upon its own experience, | 
initiative and knowledge of func- | 
tional tools, but that, in addition, a | 
thorough understanding of busi-_ 
ness principles and management | 
problems and operations is abso-| 
lutely essential. 

“And I am also convinced that 
the manner in which management 
itself executes its advertising re- 
sponsibilities is fundamental to the 
fulfillment of all major advertising 
objectives.” 


® The first four chapters are ad- 
dressed to top management, de- 
fining management responsibility, 
identifying and explaining man- 
agement problems so far as the 
advertising function is concerned 
and stressing the need for common 
understanding between advertising 
and management. Seven other 
chapters are directed to the ad- 
vertising manager, outlining his 
relationship to management as 
well as the specific advertising, 
promotional and merchandising 
tools which can be part of an in- 
dustrial advertising program. 

The chapters directed to owners 
and top executives caution that 
profitable advertising cannot be a 
static ready-made activity to be 
slipped on by any company. “Any 
business executive is wise to look 
at advertising with a critical eye, 
but his analysis should be just as 
unbiased as it would be for any 
other function—-such as engineer- 
ing, production or finance.” 


= Companies which are embarking 
on advertising programs are urged 


BACON 


SPECIALIZES 
IN MAGAZINES 


Bacon offers complete clipping 
coverage of magazines. Not just a 
few publications but over 3200 
business, farm and consumer mag- 
azines. The reason is our proven 
technique, developed over 24 years 
of clipping bureau experience: 


GUARANTEED READING LIST 
Our\complete list published in 
Bacon’s Publicity Checker. 
Special department checks in 
all magazines and subscriptions 
daily. 

READER'S MANUAL 
Each reader gets cross-indexed 
instruction manual, up-to-date 
for every account, every day. 

NO FARMING OUT 
Each reader trained, works full 
time on our own premises. We 
neither buy nor sell clippings to 
other bureaus. 

NO QUOTAS 
Well paid employees take time 
required to provide neat, 
compiete, accurately | 
identified clippings. 

Fer further details ou service 
and charges, send fer our 
new Bulletin 156. 
_ BACON'S CLIPPING BUREAU 


343°Sourh Dearborn St. Chvcayo 4, -b! 
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to exercise particular care in the 
organization of the project. 

In the initial stages of small 
business enterprise, the top execu- 
tive will find it advisable to as- 
sume direct responsibility for the 
organization of the advertising de- 
partment, and the selection of the 
advertising manager, the booklet 
says. 

“This executive should be per- 
sonally concerned with the activity 
of the manager until it is firmly 
established that a true perspective 


has been achieved.” 


says. “The care exercised in initial knowledge and experience.” 


planning for advertising will be | regard to agencies, he points out 
well repaid throughout the years.'a good advertising agency serves 


In the selection of the advertis- 
| ing manager, Mr. Wiggers writes, 


= One fact is certain, the booklet | “it will pay great dividends to hire 
In| you within the company must be 
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manager. 
“Working with other people and 
getting other people to work with 


your first objective.” 
Among the “know how” chap- 


The difference accruing from slip-'as “a veritable clearing house”| ters for advertising managers the 


shod advertising performance and for the latest sales and manage-| booklet includes 
hard-hitting cam-| ment ideas, as well as promotion 
paign can be staggering. Once a/| techniques, and is the most eco- 


a purposeful, 


“Ten Steps to 
Choosing an Advertising Agency,” 
an article originally written by 


sound, profitable foundation has|nomical and efficient means of Mr. Wiggers for Industrial Mar- 
been established, consistency of|absorbing the mechanics of ad-| keting. In his discussion of agen- 
execution becomes vitally impor-| vertising production which would| cies, Mr. Wiggers warns, “Under 


tant.” 


otherwise burden the advertising/no circumstances should manage- 


45,000 Plant Engineering 


SATURDAY — Glasgow, Scotland. Lunch with Glasgow branch A two week tour through industrial plants in Austria, Yugo- 


of Incorporated Plant Engineers. 


WEDNESDAY — Hamburg, Germany. 100th Anniversary meet- 
ing of Verein Deutsher Ingenieure — a German engi- 


slavia and Italy. 


neering society with 45,000 members. 


THURSDAY — Berlin. Appointments with German engineers. 


MONDAY — London. Ninth Annual Conference of Incor- 
porated Plant Engineers at Harrogate. 


Then on to Paris and the International Conference of Large 
Electric Systems (CIGRE) for ten days. 


The World Power Conference in Vienna. 


Finally, two weeks in Poland and Russia for inspection trips 
to industrial and power installations! 


That’s the fast, furious and strenuous European itinerary for 


PLANT ENGINEERING, Editorial Director, Dick Morris. 
This barnstorming tour of internationally important meet- 
ings and visits to hard-to-reach industrial installations has 


razor-sharp interest for the more than 45,000 PLANT EN- 


GINEERING readers who “travel along” with Dick through 
the first-hand, on-the-scene reports appearing in each 
month's issue of PLANT ENGINEERING. 


PE readers are vicariously 
“traveling along” with 

Dick Morris and Andy Kramer 
on their extensive tour 
through Europe and behind 
the Iron Curtain... powerful 
reader-action in progress! 
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ment select an agency for purely 
personal reasons, for such proce- 
dures lead to unprofitable results.” 


pective advertising manager, he 
says, should be a practical famili- 
arity with problems which face 
the company management in the 
plant’s everyday operations. 

Foremost consideration for the 
advertising manager, he says, 
should be to consider manage- 
ment’s problems. 


Advertising Age, September 24, 1956 


“It is your responsibility,” he 
tells the advertising manager, “to 
know your tools well and to ex- 
|plain their potentialities to man- 
/agement. It is your job to ferret 
out those factors which will spell 
\the difference between company 
| success and failure. It is your re- 
| sponsibility to analyze and corre- 
late this information in the light 
of your ability to contribute to 
| progress. It is your job to sell the 
| broad advertising functions on the 
| basis of facts. Don’t overlook the 


|fact that people outside your own 
‘department are involved in the 
‘successful practice of your skills.” 


® Stressing the need to keep man- 
agement informed, Mr. Wiggers 
asks, “To what extent will you 
succeed, and to what extent will 
your company gain through your 
experience and abilities if your 
management fails to appropriate 
an adequate advertising budget? 
“Working with other people and 
getting other people to work with 


your first objective.” 

Among the “know how” chapters 
for advertising managers are chap- 
ters on setting up and running an 
advertising program, business pa- 
per advertising and publicity, 
“correlating direct mail with your 
|program,” and “measuring your 
advertising results.” 

The 100-page booklet, No. 18 in 
the small business management 
series of the Small Business Ad- 
/ministration, can be purchased 


| ® Among the skills of the pros- 


¥ 


readers tour Europe! 


Why such a tour in the first place, with a wealth of editorial 
material readily available in this country? And, the PE 
editors’ travel record last year reached the staggering figure 
of almost a quarter of a million miles. 


There’s real meaning to this tour... more than mere travel- 
ing ... more than the reams of typewritten material that will 
be written when the traveling stops. 


... PLANT ENGINEERING is the leader in its field, and 
owes its readers the obligation to serve every important 
phase of their job interest. 


... The timely, internationally important meetings in Europe 
this summer in themselves set the pace for a tour of this 


... Editorially, there was much to be investigated and 
learned from the rapid industrial recovery of West Germany 
and Italy; in the aggressive trade practices in Sweden and 
Switzerland and the expanding reciprocal trade agreements 
of the Soviet Union. To an editor, it’s important to have a 
clear understanding of international trends and their im- 
plications for engineering developments in the U.S. 


... Important engineering copy with this vital, feet-on-the- 
ground reporting generates reader interest, whets the appe- 
tites of the readers, who must be kept informed. 


All these are important reasons in themselves, and collec- 
tively, they helped dictate the itinerary for this momentous 
trip... helped lay the ground-work for future, powerful 


magnitude. 


READER ACTION! 


Dick Morris Begins Trip te Britain, Ewrope and Russia 


‘By DICK MORRIE Bture Dwerer Past Baguesimg 


Editerial Director a= European Tour Hinerary 
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Editorial features like these Dick Morris first-hand reports from 
Europe, have already stimulated favorable comments from PE readers. 


PI 


‘exclusively serving the specialized job interests of 
the men in charge of plant operations / maintenance”’ 


ant Engineering 


TECHNICAL PUBLISHING COMPANY 
110 S. DEARBORN ST., CHICAGO 3, ILLINOIS 


Publishers also of POWER ENGINEERING 
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ments, Washington 25, D.C., for 
35¢. Its preparation was arranged 
by the managerial assistance divi- 
sion, under direction of Dr. Wiiford 
L. White. 


Costa Rican Institute Seis 
First Campaign for Fall 

The Costa Rican Tourist Insti- 
tute will begin its first major ad- 
vertising and publicity campaign 
to attract travelers this fall through 
its agency, Grant Advertising, Mi- 
ami. A drive in travel industry 
trade publications will be followed 
with insertions in consumer publi- 
cations such as Holiday and The 
New Yorker. 


JWT Names Two in Chicago 

J. Walter Thompson Co., Chi- 
cago, has appointed Doug L. Mc- 
Weeny to its outdoor media de- 
partment and George F. Haller to AS 
its media department. Mr. Mc- a 
Weeny fcrmerly was manager of 
General Outdoor Advertising. De- 
troit. Mr. Haller previously was 
media supervisor of Biow Co. 


HIGH $ 
GEAR! 


SALES Lemarge 

5 direct mail 
op SAles €Xperts can 
SALES help you 


step up customer a 
response, find your 
“ market and get 


your message there fast. : 
\ . 


Market Research \ 
/ Mailing Lists 
Multigraphing 
Imprinting 
Cutting & Folding 
Copy & Art 


Mechanica! & Hand 
Inserting 


Addressing 
Terminal Sorting 


Scheduling & Stock 
Control 


ee 
THE COMPLETE 
MAILING SERVICE 


\ 
| 
| 
| 
| 
| 
| 
| 


Your phone call or | 
post card can put the 
Lemarge gears / 
in motion, / 


417 SOUTH JEFFERSON STREET Bi 
CHICAGO 7, ILLINOIS j a 
HArricon 7-1030 a z 
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Thompson Promotes Contest 


Thompson Co. Printers and 
Thompson Lithographic Associates, 
New York, are running a special 
50th anniversary contest for ev- 
eryone connected with the adver- 
tising industry. Contestants are 
asked to tell, in 500 words or less, 
what qualities they look for in a 
good printer or lithographer. En- 
tries must be accompanied by a 
contest coupon from the advertis- 
ing. The contest will be promoted 
through trade advertising and a 
direct mail campaign. Twenty 
prizes worth more than $1,000 will 
be presented to winners. 


Glazer Changes to Gabriel 
The name of the William Glazer 

Advertising Agency, Cleveland, 

has been changed to Gabriel Ad- 


LETE 


SATURATION 


Advertisers who are submerged in overflowing budgets 
will appreciate the newspaper situation in South Bend. 
For here, in Indiana’s 2nd market, you can saturate the 
Metropolitan Area (93.6% coverage) with only one news- 
pores. Milline rate is far below the average of compar- 
able newspapers. No other newspaper we know of 

rovides saturation so qectegiontly. Besides, South 

end is one of the Nation's richest markets. Get all the 
facts. Write for free market data book. 


tail operations of Foodtown Super 
‘Markets, Cleveland. 


Frenklin D. Schurz — Editor and Publisher 
STORY, BROOKS & FINLEY, INC. + NATIONAL REPRESENTATIVES 


} a\ciz& vertising Agency. William J. Ga- 

yo a briel, with the agency for the past 

| The South Bend, ind. Morket; | four years, bought it from Mr. 
ey 7Counties,1/2 Million People | Glazer, who is now director of re- 


m -packe a real 
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oe 


yg 
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‘Salt Lake Intermountain M 


One Unified Market with 1 Million Persons 


When you go prospecting for sales in the 
Uranium-rich Salt Lake Intermountain mar- 
ket, choose the only two papers that pack a 
real sales payload and can guide you right 
to the heart of the mother lode.* The Salt 
Lake Tribune and Deseret News and Tele- 
gram penetrate deeply into every community 
throughout this entire market of 1% million 
prosperous prospects... selling the wares of 
thousands of suecessful merchants. They will 
sell for you, too. 


*] billion, eight hundred million dollars in 
Consumer spendable income...annually! 


The Salt Lake Tribune y 


(MORNING & SUNDAY) rae At 
WGA 


DESERET NEWS 1 bl 
Salt Lake Telegram (eveninc) 


Represented Nationally by: MOLONEY, REGAN & SCHMITT, INC., Metropolitan Sunday Newspapers 


Advertising Age, September 24, 1956 


Agencies May 
Seek More Than 
15%, Simon Says 


(Continued from Page 3) 
You,” dealt with developments 
since the anti-trust decree con- 
cerning advertising. 

“You are now in a position to 
get out of this 15% straitjacket,” 
he told the group, because under 
the decree, the 15% commission is 
no longer considered a “custom of 
the trade.” Asked whether he 
thought agencies would ask for 
more than 15% commission, Mr. 
Simon said, “I’ve got a hunch that 
in the next year or two, some- 
body’s going to do it.” 


s By the same token, Mr. Simon 
said, he thinks an agency ought to 
give an out-and-out open rebate 
where its profit is too high on 
an account. He emphasized that 
this doesn’t mean tossing in an 
extra piece of research or mer- 
chandising at no charge, but an 
outright cash payment. 

It was the speaker’s contention 
that the consent decrees have not 
made much difference in the 
structure of the advertising busi- 
ness legally (“The boys in the back 
room will get around it if they 
want to”), but it has made people 
think about many things that used 
to be considered “customs of the 
trade.” He said he feels that there 
have not been significant changes 
in the business since the decree, 
and commented that the expected 
flood of house agencies has not 
materialized. If anything, there 
has been lately a rash of accounts 
leaving house agencies, he said. 

Smaller agencies, the attorney 
said, were never really affected by 
the decree, since the bulk of them 
operate on a 15% plus fee basis. 


# Mr. Simon’s talk engendered a 
considerable amount of discussion 
of the use of the standard Ameri- 
can Assn. of Advertising Agencies 
insertion order, which has a stip- 
ulation on the back making the 
agency solely liable for the billing. 

He said that the Four A’s form 
is used more for reasons of habit, 
prestige and simplicity in having 
an order go through without ques- 
tions than for any other purpose. 
He said he feels there is “no legal 
reason” for an agency to use the 
standard form. He urged agencies 
to sign their space contracts “as 
agent for” the client. 

Discussion made it evident that 
several members of the league 
have been experimenting with 
variations on the standard inser- 
tion order with mixed success. 

Some newspapers have accepted 
the orders without question; others 
have asked a few questions and 
then accepted, and a few have 
turned down the ads. 


s Forms used have included (1) 
one with a rubber-stamped dis- 
claimer of the sole liability clause, 
(2) a disclaimer for the entire 
back of the order form, (3) in- 
sertion of the phrase “as agent 
for” and (4)—as reported by one 
member—an insertion order with 
nothing other than the shield of 
the league on the back. 


Ketchum, MacLeod Names VPs 

Richard H. Conner and Robert 
M. Brown, public relations account 
supervisors in the Pittsburgh of- 
fice of Ketchum, MacLeod & 
Grove, have been elected vps of 
the agency. 


WEEI Boosts Gorman 

Tom Gorman, formerly sales 
manager, has been appointed gen- 
eral manager of WEEI, Boston. He 
succeeds Harvey J. Struthers, who 
becomes manager of WGCT- 
TV, Hartford. 
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-does he eat your baby food ? 


Meet 

James 
George 
Weatherbee 
Jones Iil 


James George never heard of the Chicago Tribune Magazine. But his mother says Sunday isn’t Sunday 
without it. And the best way to make sure he eats your brand of baby food is to advertise in it. 
The Chicago Tribune Magazine is the direct route to 2 out of 3 housewives in Metropolitan Chicago. 
It tells the stories and features the pictures of particular interest to Mid-America’s mothers and dads. 
It is the only medium that blankets 66% of the great Chicago market. CHICAGO TRIBUNE MAGAZINE 

59.9% of the housewives who 
read the Chicago Tribune Magazine 
never read a household magazine. 
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ST in business and 
3 among weekly 


eee 


BUSINESS AND INDUSTRIAL ADVERTISING PAGES IN NEWS AND MANAGEMENT MAGAZINES { 


= 1955 _Ist 6 mos. 1956 | 


ee ee ee = 


1950 1951 


eet en eee — 


1952 


ee ene = 


1953 


| BUSINESS | BUSINESS | BUSINESS | BUSINESS | BUSINESS | BUSINESS BUSINESS : | 
WEEK WEEK | — WEEK WEEK | WEEK | WEEK | WEEK | 


ee ee ee ee ee 5468 5,163 5,329 2,831 
2 TIME | TIME — | NEWSWEEK 
1,650 2,079 2,032 
4 i iacemnsieeinisane aE S28 scnioeatiiin +- : 
NEWSWEEK | NEWSWEEK | TIME NEWSWEEK | NEWSWEEK | NEWSWEEK | NEWSWEEK © 
ie 1,486 1959 «=| 1,997 1,931 | 1,823 | 1910 | 41,123 | 
ie A Sas ecetasen. == SMR | 4 
“i FORTUNE TIME => = TIME =| Ss TIME =—s«STIME 
- 1,878 1,790 1,765 | 1,063 
PAL. } } 
FORTUNE © FORTUNE —— FORTUNE FORTUNE FORTUNE FORTUNE | ; 


1,161 | 1,363 | 1,576 | 1,475 1420 908 


— —— 


vee me a eveann meee 


_| NATION'S | NATION'S NATION'S | NATION'S | NATION'S | NATION'S | NATION'S 
_ BUSINESS | BUSINESS | BUSINESS | BUSINESS BUSINESS {| BUSINESS BUSINESS 
329 | 305 | 360 403 412 401 | 252 


a er ~~ 


Source: Publishers Information Bureau 
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industrial advertising 
ews magazines 
Renn an ene AONE ee RR ee | 


— a SL ee so 
pee, pie ( So 8 nn 


have increased their use of the news and Se BRE Zi che a, : 


management magazines by 51% in the five-year me Br 
period 1950 to 1955. Of this total gain of 4,476 L809 GAINS IN BUSINESS AND > 


aS } 
pages, more than a third, or 1,554 pages, INDUSTRIAL ADVERTISING ie 
; 


went to one of the six magazines in the PAGES 1950-1955 a 
field—‘‘U.S.NEws & WortD Report.” . iF 
REASON FOR GROWTH RECORD . iF 
Three out of four ““U.S.NEws & WorLp REporT” ed 
subscribers hold managerial positions throughout 9 
American business, industry, government and the 4 
professions. They read “U.S.NEws & WoRLD BUSINESS “USN&WR" FORTUNE NEWSWEEK TIME NATIONS | 
ReEpor?’”’ because it concentrates on the useful WEEK BUSINESS es 
and essential news that directly affects their See: ee i -eaenna CSc ae mi 
business plans and decisions, news they find a a eh, SE 
nowhere else. In poll after poll of key management 
groups, ““U.S.NEws & WoRLD REPORT” 
consistently receives the most votes as the 
magazine “‘most useful in my work,” and “‘the ‘ 
magazine in which I place the most confidence.” 

An essential magazine 

Essential to more and more readers 

Essential to more and more advertisers 

Now more than 825,000 

NET PAID CIRCULATION... a market 

not duplicated by any other magazine in the field 

Advertising office, 45 Rockefeller 

Plaza, New York 20, N. Y. Other 

advertising offices in Boston, 

Philadelphia, Cleveland, Detroit, ; 

Chicago, St. Louis, San Francisco, 


Los Angeles and Washington. 
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REPEATER—So happy was Milnot 
with its 1954 contest offering a 
year’s wages as first prize that it 


will make the same offer in a 


rhyme-it contest this fall. 
"Year's Pay’ Prize 
Offered Again in 
Milnot Contest 


LITCHFIELD, ILL., Sept. 18—If at 
first you succeed, why not try 
again? 

Milnot Co., whose offer of a 
“year’s pay” prize in a contest two 
years ago proved so successful 
that the company copyrighted the 
idea, will start a rhyme-it contest 
Sept. 27 offering the same prize— 
plus 203 other prizes which total 
more than $8,000. The contest will 
be open only to residents of Illi- 
nois, Indiana, Missouri and Okla- 
homa. 

The first prize of a year’s pay 
means that the winner will get an 
amount equal to his 1955 gross 
taxable salary or wages—not ex- 
ceeding $10,000, but in no event 
less than $3,500. 

Miinot hit on this idea in a sur- 
vey that indicated contestants had 
a special preference for winning 
a year’s pay, as against jewelry, 
mink coats and jaunts to far-off 
places or the like. Heavy partici- 
pation in the first contest con- 
vinced Milnot it had a good thing, 
so the company copyrighted the 
idea. 


s The new contest requires con- 
testants to finish a jingle: “Cook- 
ing with Milnot is like cooking 
with cream; for casseroles, desserts 
and sauces supreme. It’s so smooth 
and rich and nutritious, too——— 
(last line).”” A Milnot label must 
accompany each entry. 


Second prize is a ‘57 Nash Ram-| 


SPARK EVERY PROMOTION 


The POTOMAT C6., 


|announce and promote the contest failures in numbers and 68% 


Advertising Age, September 24, 1956 


bler station wagon valued at $2,- | Retail Failures Up 780,000, compared to 80 in August, | radio in the New York and Phila- 
800. Third prize is a °57 Westing- | Failures among apparel retailers | 1955, with total liabilities of | delphia areas. A diet brochure will 
house console color tv set, and have been running 41% higher in | $1,658,000. | be offered. Samuel Croot Co., New 
fourth prize is a '57 Westinghouse | numbers and 67% higher in total | | York, is the agency. 
automatic washer and dryer. Two liabilities in the first eight months Diet Pack Gets Fall Push 
hundred fifth-prize winners will | of this year than in the first eight, Haxton Foods, Oakfield, N.Y., Sembrat Joins Keller Printing 
each get a $25 U.S. Savings Bond. months of last year, according to|launches a consumer campaign for| Michael Sembrat, formerly di- 
A saturation schedule of b&w Credit Clearing House, a division its Blue Boy Diet Pack vegetables rector of advertising and sales 
newspaper ads, pages and smaller,/of Dun & Bradstreet. August of |starting Sept. 30 and continuing) promotion of Putman Publishing 
plus heavy radio advertising, will this year showed a 46% rise in| | through February, 1957. The ad-|Co., has joined the sales staff of 
in | | vertising, built around the theme, | D. F. Keller Printing Co. He will 
liabilities over August, 1955. In| “How to lose weight and like it, ."| headquarter in Chicago and rep- 
August, 117 apparel retailers will run in Woman’s Day and’ resent Keller throughout midwest- 
failed, with total liabilities of $2,- Family Circle, plus newspapers and ern states. 


throughout the four-state area. 
McCann-Erickson, Chicago, han- | 
dles the Milnot account. 
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90 days 

a Bigger, Brighter, 
livelier Format for... 


in jus 


,000,000 Market) 


(A $1, 


...fo sell the year-round world 


of sport fishing! 
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AC Spark Plug Boosts Three (Foley was territory manager in agu 
Edward J. Brandl and Mathew | Toledo. phase = a 
Parker Jr. have been appointed) wil 
product merchandisers of spark|Weed Adds KBIF, WCYB-TV Settles Sui r 
plugs and flexible lines, and oil} KBIF, Fresno, Cal., has named) Liberty Broadcasting 
filters, fuel pumps and gas strain-|Weed & Co. as _ its national) 
ers, respectively, of the AC Spark/sales representative. Weed also| PHitape.puta, Sept. 18—The Na- 
Plug division of General Motors |represents KBIG, Catalina, which tional Football League has settled 
Corp. At the same time, Donald A. | along with KBIF is owned by John |a $2,100,000 damage suit for $100,- 
Foley was named aviation sales Poole Broadcasting Co. Weed Tele-|900 in an argument with the de- 
engineer. Mr. Brand! had been ter- vision Corp. has been named to/funct Liberty Broadcasting System 
ritory sales manager at Pittsburgh; | represent WCYB-TV, Bristol, Va.,|Inc. of Texas. The NFL attorney, 
Mr. Parker was formerly territory | which started telecasting early in| Hirsch W. Stalberg, in announcing 
manager in New Orleans, and Mr. | September. | the settlement, said it must first be 


approved by the bankruptcy court 
in Dallas, which handles the af- 
fairs of Liberty. 

William J. Rochelle, trustee in 
/bankruptcy for the chain, filed the 
|suit in October, 1954. The action 
cited the league and its teams, 
charging the NFL unlawfully pre- 
vented broadcast of its games, 
‘causing the network to lose $700,- 
000. Treble Gamages were sought 
under the terms of the Sherman 
Anti-Trust Law. 

Liberty, in January, 1955, set- 


ig 


~~ . - 


sport fishermen exclusively — 


complete editorial coverage of 
"s leading sportsmen! 


Many ‘new editorial features, such as action-packed articles on 
THE new FISHERMAN was created to serve America’s 20,800,000 
sports-minded fishermen and women, who now spend $1,914,292,000 


fishing, a big photo feature section, and a department designed to 


It will have bigger pages, lavish color illustrations, arresting lay- 
outs from cover to cover and inviting, easy-to-read typography! 


every phase of fresh and salt water sport fishing! 


the “fishing bible” of America 


sumer products as well as fishing tackle and boats. Get the complete 
story of the fishing market and THE new FISHERMAN now— 


write, wire or call collect! 


> 
7 


In mid-December, THE FISHERMAN leaps onto newsstands from 
coast to coast with a shimmering, sparkling, smart new format! 
appeal to the 4,836,000 fisherwomen will be included! And, how- 
where-and-why articles for the beginner as well as the “‘pro’”’! Plus 
story after story by nationally-known sportsmen and authors! 
yearly on beverages, tobacco, gas and oil and dozens of other con- 


@ Bright, new full-color photographs and brilliant illustrations! 


@ The only national magazine serving 


@ Big, new size: 8Y%2”" x 11%” 
@ More alive, more alert, more 
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Fishing Is Growing By Leaps And Bounds 
... AND SO IS THE FISHERMAN Magazine! 
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582 Market St. Son Francisco 4 
GArfield 1-248) 


Ralph W. Horker & Associotes 


SAN FRANCISCO 


DUnkirk 7-2328 
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LOS ANGELES 
S. New Hampshire, Los Angeles 5 


Ralph W. Harker & Associates 
600 


DALLAS: 
Fred Wright Co. 
505 N. Ervoy St., Dotios | 
Riverside 7-01 89 


Fred Wright Co. 
18 E. 11th St., Kansas City 6, Mo. 


BAltimore 1-7305 


| KANSAS CITY 


ST. LOUIS: 


Fred Wright Co. 
706 Chestnut St., St. Lovis | 
CHestnut 1-1965 


50 Ib. stock for inside pages 


80 Ib. for covers 


50 cents per copy 
Printed by Conde Nast Press 


CHICAGO: 
John M. Smythe 
228 N. LaSolle St., Chicago | 
STote 2-291! 
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tled for $200,000 a $12,000,000 suit 
against major league baseball 
clubs on similar charges. 

Bert Bell, NFL commissioner, 
said the league would accept any 
recommendations of its attorneys 
in the case. 


Brown & Bigelow Includes 
Wives in Diamond Convention 

Salesmen who have made their 
assigned sales quotas for the year 
are invited to bring their wives 
along—all expenses paid—to 
Brown & Bigelow’s Diamond Jubi- 
lee anniversary convention held in 
November in St. Paul. “We con- 
sider the wife a partner in today’s 
business, as weil as in the home 
and social world,” says Charles A. 
Ward, president. 

Brown & Bigelow was founded 


|in 1896 in a one-room printshop; 


it now has annual sales of about 
$57,000,000. The company employs 
about 1,100 salesmen. 


Krey Packing to D’Arcy 

Krey Packing Co., St. Louis, 
marketer of Krey hams, bacon, 
sausage and canned meat special- 
ties, has appointed D’Arcy Adver- 
tising Co., St. Louis, to handle its 
advertising, effective Nov. 1. Ruth- 
rauff & Ryan, St. Louis, formerly 
handled the account. 


SUNDAY MAGAZINE 
IN ROTOGRAVURE 
FOR 
LATIN AMERICAN NEWSPAPERS 


NEW formot/ 
NEW glomour dress / 


NEW advertising impact! 
in 
GOLOR 
ROTOGRAVURE 


JANUARY 6, 1957 
Large weekly circulation and deep 
home penetration in key markets 


+ of northern South America, the 
Caribbean and Central America. 


MAKE SPACE RESERVATIONS 
NOW 
FOR THE FIRST ISSUES! 
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On the International Scene... 


remains the leading American ad- 
vertiser in Italy, having gained 
prominence with a free delivery 


Mexican Agencies Cool to U.S. Influx s:s"sist'cam...:, starved’ more 


Kenyon & Eckhardt’s entry into 


‘Crosley and American Kitchens 
Mexico has precipitated a nation-/have scored considerable success 
alistic outcry. Long-standing re-| with dishwashing machines. Frigi- 
sentment against American agen- | daire has found a market for com- 
cies flared anew with the opening | pressors, and Admiral, Philco and 


. . . 

The American Marketing Assn. 
has set “International Marketing” 
as the general thyme of its 1958 
| national conference in Boston. 


Advertising Age, September 24, 1956 


John Felix Associates. The study, 
“Los Hombres de Vision,” is now 
being presented to advertisers and 
agencies in New York. It shows 
that the Spanish-language news 
magazine has its readership highly 
concentrated in the management 
and government fields. 

It also indicates that Vision 
readers are “well endowed with 
worldly goods.” For example: For 


mobiles, seven trucks, 84 radios 
and five tv sets. For every 1,000 
Vision subscribers, however, there 
are 870 automobiles, 280 trucks, 
1,210 radios and 260 tv sets. 
e e 6 

The Reader’s Digest reports its 
Argentine edition is on the up- 
swing again, following the over- 
throw of Juan Peron and the re- 
opening of the Argentine market 


wd My arg office in Mexico City | Westinghouse have been importing . * + every 1,000 persons in the 19|to many American and European 
mas anes |cathode tubes for tv sets.’ A far-reaching study of Vision's |Spanish-speaking republics of| manufacturers. The Argentine 
The report adds that “Coca-Cola|audience has been completed by|Latin America, there are 11 auto-| version of Selecciones had a net 


Measures to curb the influx att 


North American agencies were dis- 
Highest March Ever! 


cussed at a meeting of AMAP, the | 
Mexican agency association. No| 
definite action was taken, but some | 
hot words were spoken. | 

Mexican agency men particu-| 
larly berated the American agency | 
which sets up a Mexican shop to 
service American, clients-and then 
retreats when the clients fade 
away. They were also bitter about 
American agencies which dangle 
big gold to lure away top creative 


people. 


® The leader of the anti-North 
American faction was, paradoxi- 
cally, Ignacio Carral, a fiery na- 
tionalist who is president of the) 
Mexican agency group. Mr. Carral | 
happens to head the Mexican op- 
erations of an American agency, 
Robert Otto & Co. He reportedly 
toned down his remarks after hear- 
ing from Otto headquarters in 
New York. 

K&E, which says it is in Mexico 
to stay, now has three accounts 
there—RCA, Helene Curtis and a 
watch distributor (Qmega, Patek 
Philippe and Tissot). 

7 co o 


In Cuba, the big American phar- 
maceutical house, Abbott Labora- 
tories, is on the carpet for promot- 
ing ite low calorie sweetener, 
Sucaryl, as a substitute for sugar. 

It took courage to launch such 
a campaign in a country where | 
sugar is the life-blood of the 
economy. Trade associations, civic | 
groups and newspapers have is-| 
sued thundering denunciations of | 
Abbott, which maintains a labora-| 
tory in Cuba. There has been talk | 
of a boycott of Abbott drugs. | 

The Cuban House of Represen- 
tatives recently passed a bill pro- 
hibiting the use of artificial 
sweeteners in any product where 
cane sugar can be used. 

e a ” 

Latest audience research in Brit- 
ain shows that there are now l,- 
635,000 television sets equipped 
‘0 receive commercial programs. 
Isritain has approximately 6,000,000 
tv sets in use. 

o 0) .. 6 

Michael Erice, Latin American 
journalist, has opened his own 
public relations company in New 
York: Latin American Press Serv- 
ice. It will specialize in promotion- 
al programs directed to Latin 
America, Mr. Erice formerly was 
U.S. correspondent for El Mundo, 
Puerto Rico daily. 

* e * 

“International Marketing Di- 
gest,” monthly newsletter issued by 
Gaynor Colman Prentis & Varley, 
reports that the Italian market for 
American consumer goods is stead- 
ily expanding. “Kelvinator, Hoover 
and Bendix, for instance, have 
done well in the past few years 
with washing machines,” it notes. 
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CAN'T TIP ; SEALS TIGHT 

cant sTiee — sep ev rimesn 

CAN'T DRIP es PRESSURE 


Rubber Cement 
DISPENSER 


The world's most modern dispemser. Handy grip- 
top. Large bristle brush olwoys reoches rubber 
cement—no adjustments necessory. At your artist 
supply store or direct. Only $2.95 
THE HABERULE CO. 
BOX AG-245 + WILTON, CONN. 


Highest January Ever! — Si 


> Highest February Ever! 


discover the new 


CIRCULATION UP AGAIN: 2,288,000%... 
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Advertising Age, September 24, 1956 
paid circulation of 261,411 in Au-| Schubert Named PR Director |Thomas Pulls All 


gust, compared to 248,547 in April | 


and 225,000 at the start of the year. 


Sweets Sponsors ‘Rangers’ 

Sweets Co. of America, Hoboken, 
N.J., will become alternate spon- 
sor of “Tales of the Texas Rang- 
ers” (CBS-TV) effective Oct. 6. 
Moselle & Eisen is the agency. The 
maker of Tootsie Rolls will alter- 
nate with General Mills, the cur- 
rent backer of the Saturday morn- 
ing series. 


Bill Schubert has been named 
‘publicity director of WVET and 
| WVET-TV, Rochester, N.Y. A for- 
| mer newspaper man, he has been 


‘in the stations’ news department 


|for three years. 


Ryerson Puts Out Pictorial 

Joseph T. Ryerson & Son, Chi- 
‘cago, steel fabricator, has pub- 
lished a special issue of its “Ryer- 
son Pictorial,” devoted to its 


| three-day open house in June. 


Stops in Drive for 
Electronic Organs 


Seputvepa, CAL., Sept. 18—The 
Thomas Organ Co. has launched a 
concentrated advertising drive for 
its new Thomas electronic organ 
with a page ad in the Sept. 15 is- 
sue of The Saturday Evening Post. 

This ad will be followed by six 


more page ads in October and No- 


|vember in the Post, American 

|Home and Better Homes & Gar- 

dens. The company is using radio 

spots in Chicago, Los Angeles and 

New York state, and television 

— in Philadelphia and Orlando, 
la. 

In addition, 1,000-line ads will 
run in the Grand Rapids Herald, 
Indianapolis Star, Los Angeles Ex- 
aminer, Los Angeles Times, Miami 
Herald, Oakland Tribune, Phila- 
delphia Inquirer, Portland Oregon- 
ian, St. Louis Globe-Democrat, St. 


MONTH... 


Highest May Ever! 


Ne er re 


She 2 Say Me 


KINSEY'S NEWEST 
STUDIES ON SEX 


oie Highest June Ever! | 


MONTH RECORD! 


ACH of the six issues shown above had the highest 
circulation for that month in Redbook’s history! 
And the six-month average is the grandest total ever 


—2,288,000.* 


These gains are typical of the advances Redbook 
has been making right along. We’ve shown a contin- 
uous circulation increase for the last seventeen quarters! 
Newsstand sales are 43,000 ahead of the first six 
months of last year. Advertising linage is up 14.8%, 
with interest among advertisers mounting rapidly. 


Redbook 


This record of growth, 


in an ordinary general 


magazine, would be phenomenal. It’s all the more 
remarkable for a mass magazine that deliberately sets 
out to serve a specific audience— Young Adults. Only 
the tremendous vitality of this growing market makes 


such a record possible. And 


the natural result is con- 


sistent gains for Redbook among Young Adults and 
the advertisers who want to sell them. For full details, 
call Redbook, 230 Park Avenue, New York 17,N. Y., 


MUrray Hill 6-4600. 


The Magazine that sells Young Adults 
.-- the New Station Wagon Set 


NEWSSTAND SALES UP: 951,000* 


*Publisher’s estimate, 
Ist six months, 1956, 


fi 
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|\Louis Post-Dispatch. San Francis- 
co Chronicle and New York Times. 

Foote, Cone & Belding, Los An- 
geles, is the agency. 


Masonite Plans Chrisimas 
Decorations Promction 

Masonite Corp. plans a Novem- 
|ber-December promotion offering 
free plans for making 18 Christmas 
decorations—including a greeting 
‘ecard tree, fireplace, Santa and 
'sleigh, door decorations and a na- 
|tivity scene—out of its Presdwood 


jand Peg-Board panels. The cam- 
|paign includes color 
_American Home, Better Homes & 
'Gardens, Household and Living 
|for Young Homemakers, with b&w 
‘pages in Popular Mechanics and 


pages in 


Popular Science. Buchen Co., Chi- 


‘cago, is the agency. 


JWT Appoints Haynes 


Storrs Haynes, formerly with 


/Compton Advertising, has joined 
|J. Walter Thompson Co., New 


| 
| 


York, as a television group head. 


Stickin’~ 


Arou 


KLEEN-STIK Kalifornia “Koolers” 


It’s fitting that so many terrific 
Kleen-Stik ideas seeni to originate 
in San Francisco—after all, that’s 
where Kleen-Stik was born! What- 
ever the reason, Golden Gate admen 
consistently come up with out- 
standing displays featuring this 
modern miracle adhesive. F’in- 
stance: 


Keeping FOREMOST Foremost 


How to get kids and grownups to 
r Foremost ESKIMO 
as pie! said FORE- 
wS, INC., San Fran- 
cisco. Fhe worked out ~ eu 
piece that “pops out” a replica o 

the red-and-blue-and-silver pack- 
age from walls, mirrors, refrigerator 
cases, and other smooth surfaces in 
dealers’ stores. They’re “easy as 
pie” to post, too—dealer or sales- 
man has only to peel the backin 


from the Kleen-Stik Stri an 
press in place. SCHMIDT LITHO 
O., S.F., turned in its usual 


“creamy” production joh. 


“Fan-cy” Folder 
Holder 
for EDWARDS 


To boost the use of Edwards Instant 
Coffee in iced style, DWIGHT 
EDWARDS CO. (a division of San 
Francisco’s SAFEWAY STORES) 
ut these fan-shaped Literature 
‘ockets in prominent spots in all 
outlets. And guess what holds them 
tight on walls, pillars, doors, and 
other vertical surfaces? Right the 
first time—KLEEN STIK! The 
smart design was “measured out”’ 
by the HOEFER, DIETERICH & 
BROWN ad agency, and “brewed” 
by A. CARLISLE & CO. Clever 
people, these San Franciscans! 


From Kalifornia to Konnecticut, 
you'll find Kleen-Stik keeping sales 
up by keeping sales messages up! 
3-D eye-stoppers, window stream- 
ers, back-bar signs, shelf-edgers — 
all werk selling wonders when 
backed with wonder-workin’ 
KLEEN-STIK. See your regular 
printer or lithographers for more 
examples—or write for our “‘Idea- 
of-the-Month!” 


KLEEN-STIK PRODUCTS, INC. 


7300 West Wilson Avenue « Chicago 31, lil. 


_ Moneers in pressure sensitives for Advertising and Labeling 
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The Only Exclusive Gas Heat- 
ing Magazine for the Dealers, 
Wholesalers, Gas Utility 
Heating Men, and Manu- 
facturers who have Equip- 
ped 8 Million Homes with 
Central Gas Heating and 
20 Million Homes with 
Gas Water Heaters. 
Write for full facts: 


|U. of Chicago Offers 
Publishing Courses 

Beginning Oct. 2, a total of 20 
|courses in the fields of book and 
|magazine publishing, advertising, 
| printing and graphic design will 
|be offered during the coming year 
by University College, the down- 
town center of the University of 
Chicago. 

Among the courses scheduled for 
the autumn quarter is “The Crea- 
tive Process in Advertising.” The 


Advertising Age, September 24, 1956 


| Staff for the series includes Ernest 
C. Allen, group art director, Tat- 
ham-Laird, and Thomas G. John- 
|ston, copy group head, Needham, 
|Louis & Brorby. 
‘Max Udell Names Mendelsohn 
Max Udell Sons & Co., New 
York, maker of Gramercy Park 
clothes, has named David J. Men- 
delsohn Advertising to handle its 
promotion. The account formerly 
was with Lester Harrison Inc. 


Coming soon! .. . brilliant rotogravure printing at the 


Oowest cost / M* 


in Canada 


... in the Star Weekly’s exciting magazine section! 


Starting November 3rd, the Star Weekly will offer a great new Magazine 
Section, printed entirely in rotogravure—a whole new opportunity for 
advertisers to reach more people per dollar than in any other 

comparable Canadian publication. 


And that’s not all! The Star Weekly Picture Section, with its unexcelled 
roto paper (for which we paid an extra $14 million this year), offers 
greater reader interest than ever before. The Comic Section will be 4 
pages bigger and better. The whole publication, including the 


Novel Section, will wear a striking “new dress”, will come in a handier 


A.B.C. figures show that the $4.40 
cost per 1000 circ. (4 color pa.) of 
the Star Weekly Magazine Section ts 
considerably lower than that of 

any comparable weekly or monthly 
publication. 


and see why this makes sense. 


tabloid size. Today, more than ever, we’re proud to say of the 
Star Weekly ... there just isn’t anything else like it in Canada! 


Today, advertisers who want to reach the largest interested audience in 
Canada . . . urban and rural . . . are choosing the Star Weekly first. 


Call your Star Weekly representative or agency media people 


magazines 
in one! 


Kellogg Deal 
Pushes Trains 
for A. C. Gilbert 


(Continued from Page 2) 
printed with vegetable inks. Also, 
the paper is non-toxic, and the 
books are glued, not stapled. 


s A. C. Gilbert has been selling 
American Flyer trains to kids— 
young and old—since 1938, when it 
took over the American Flyer 
Co., Chicago, adding to the com- 
pany’s line of Erector and chem- 
istry sets. Down through the years, 
Gilbert has learned that the an- 
nual sale of American Flyer trains 
has a close correlation with the 
number of train catalogs in the 
hands of the youngsters. 

Distribution of the catalogs is 
achieved primarily through de- 
partment stores and other retail 
outlets and by 10¢ coupon offers, 
although the catalog generally 
costs more. 

Idea for the premium offer 
|stems from the company’s Ameri- 
‘ean Flyer agency, Erwin, Wasey 
,& Co. Last March a letter was dis- 
|patched to Battle Creek suggest- 
|ing the comic books to Kellogg— 
| often thought of as being just as 
big in the premium business as it 
is in the cereal business. The sug- 
gestion found a favorable reaction. 

Kellogg executives had a meet- 
ing with the Gilbert and Erwin, 
Wasey crews in April, in the 
course of which they inspected 
rough visuals of the comics and 
eventually decided to go ahead 
with the offer. Gilbert had figured 
on printing a series of three com- 
ics, totaling about 1,000,000. 


® Kellogg suggested the series be 
expanded to six. The company 
floored both the agency and its 
client when it said that a proper 
|promotion would mean printing 
‘more than 9,000,000 books. But 
| they decided to go ahead anyway. 
| Sugar Pops and Sugar Snacks— 
|both sizes—were selected because 
| they appeal most to the 14-and- 
|/under age group that Gilbert is 
|after. The final order, for a pro- 
|motion scheduled to run approxi- 
mately six weeks, totaled 9,250,- 
000 comics. 

Gilbert’s undisclosed advertis- 
|ing budget is divided about 75% 
and 25% between magazines and 
| Newspapers respectively. The cora- 

pany used to use television, but 
_ according to Banning Repplier, 
| advertising manager, found it in- 
creasingly difficult to get early 
commitments for periods of less 
than 13 weeks and has virtually 
| dropped out of tv. 
Kellogg will plug the premium 
offer on its tv shows, “Wild Bill 
Hickok” and “Superman,” and al- 
so is supplying retailers with a 
|point of sale display. 


le Last year Gilbert distributed 
about 52,000 catalogs showing its 
line, priced from $22.50 to $79.50. 
Train sales for 1956, based on cur- 
/rent orders, will be between $16,- 
| 000,000 and $17,000,000, Mr. Rep- 
| plier believes. The company is 
spending $104,000 on the Kellogg 
‘offer and hopes to distribute 250,- 
|000 catalogs, although some esti- 
' mates say the figure will be closer 
|to 400,000. 

| “If this deal is successful, there 
are all s of possibilities for 
‘the futu®,’ Mr. Repplier con- 
cludes. 


‘Kodak Boosts Braal 

| Peter J. Braal, formerly assist- 
‘ant manager, has been named 
| manager of the photographic illus- 
trations division of Eastman Ko- 
dak Co.’s advertising department. 
| He succeeds Kenneth W. Williams, 
who has retired after 46 years of 
service with the company. 
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Whether it’s a balancing act or good outdoor advertising, a skilled performance 
only looks easy. You’ve got to have talent and teamwork—and General Out- 
door Advertising has both! 

Here’s how our GOA team of specialists put their talents to work for you: 
They blend short copy, massive silhouette and dramatic color into advertising 
of dynamic simplicity. It’s remembered .. . it sells! And in every one of the 
1300 GOA markets, you can be sure of effective locations, audited circulation 
figures, and superior service. 

You can sell more with outdoor. Let us tell you how. Call your local 
GOA office or write us in Chicago. 


Gencral Outdoor Ad vertising Co, 
S15 South Loomis Street, Chicago 7, lilinois 
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. Ee F. D. White 94, uated from the Christian Brothers sented Mr. White with a silver | Universities of Berlin and Prague 
| q College. He joined the St. Louis, loving cup for his 50 years of serv-|and became director of the first 


| Evening Post in 1878 as a reporter. ‘ice on its newspapers. In 1931 the | European television laboratory in 
50-Year Veteran on Later he held the posts ne city edi- ‘French government awarded to| 1934. He came to the U.S. in 1938 
s s s tor, managing editor and general him the Palmes Academiques for|and later became a naturalized 
Pulitzer Dailies, Dies |manager of the Post-Dispatch. his journalistic accomplishments. ‘citizen. He joined NBC in New 
RIVERSIDE, CONN., Sept. 18—|When Joseph Pulitzer, owner of York and operated the control 
Florence D. White, 94, former gen- the St. Louis daily, bought the KLAUS LANDSBERG board of the tv demonstrations at 
}eral manager of the New York New York World, Mr. White | Hottywoop, Sept. 18—Klaus|the New York world’s fair. After 
World and the St. Louis Post-Dis- moved to New York to take charge Landsberg, 42, vp and general |a short time with DuMont, he left 
patch, died Sept. 15 at his home of the World’s business depart- manager of Paramount Television for Los Angeles to start KTIA for 
| here. He retired in 1931, when the ment. Later he was named finan- Productions, died Sept. 16 of can- Paramount. 
| World was sold to Scripps-Howard. | cial and general manager. cer at his home here. Mr. Landsberg was known as 


| Born in St. Louis, he was grad-| In 1928 the Pulitzer family pre-| Born in Berlin, he studied at the one of the busiest men in televi- 
‘sion. Besides his position with 


|Paramount, he was general man- 
ager of KTIA. He was a producer, i 
a director and a writer, handling 
as many as six programs a week. 
Because of his success in tele- 
casting the 1952 atomic bomb tests ’ 
from Mt. Wilson, Mr. Landsberg 
was authorized by the Atomic 
Energy Commission to set up the 
| telecasting of the 1953 tests, which 
| were shown on three networks. rt 
_ He kept two remote-control ; 
trucks fully equipped and ready to 
go out for live-news coverage at 
all times; most of the more than 40 
awards he received were for com- 
| plete, quick news coverage. 


JEROME P. JOACHIM 

Berwyn, ILu., Sept. 18—Jerome 
P. Joachim, 57, president of the i 
Berwyn Publishing Co., and vet- i 
eran newspaper publisher, died of 
a heart attack Sept. 15 while at- 
tending a convention in nearby | 
Chicago. ' 

Mr. Joachim was born in Elba, 
Minn., and was a graduate of the 
University of Kansas. He also at- 
tended law school at the University 
_of Michigan. He and several col- } 
lege friends founded the Mahon- 
‘ing Valley Newspapers Inc., Niles, 
|O., a chain of weekly and daily 
newspapers, in 1926. 

He moved here in 1934 and pur- 
‘chased the Berwyn Beacon, which > 
he published until the weekly 
newspaper was consolidated with 
the Life Newspapers chain four 5 
years ago. He continued to write 
a column for the newspaper. His 
company, the Berwyn Publishing 
Co., publishes magazines and pe- 
riodicals. Mr. Joachim was active 
in the “We the People” movement | 
|and was publisher of “Free Enter- i 
|prise,” a conservative monthly ; 
"newspaper. i 


| 

‘RICHARD N. McARTHUR | 

ATLANTA, Sept. 18—Richard N. ; 
; 
4 


masonry building 
singularly different... 


Masonry Building's over 20,000 
paid subscribers are among a 
specialized high buying power 
segment of the building industry 
who read MB because MB alone 
covers their needs editorially. 


5 So. Wabash, Chicago 3 


ee an 


—-- ~~ 


'McArthur, president of Higgins- 
| McArthur Co., commercial printer, 
|and a well known typographer and 
|type designer, died at his home 
‘here Sept. 15. Before starting this -¥ 
_enterprise in Atlanta, he had been ’ 
‘associated with the Keystone Type 4 
Foundry, Philadelphia; Barnhart ? 
Bros. and Spidler Type Foundry, ‘ 
Chicago, and the Southern Printers i 
Supply Co. here. Between 1916 and 

4 (1925, in Chicago, Mr. McArthur 
eas e e ‘created Old Dutch, a decorative 
- How Complete is Partial? Fe 
een oO oO p e was responsible for the revival and 

|re-cutting of about 140 old type 

| faces still widely used. 


pre ‘ 


Re Partial might be all right when it comes to an eclipse. But not when JOHN SHOEMAKER = 
it comes to covering a market like Pittsburgh. Our "media claims Shoemaker, 85, a aaiaat director 
investigators" gather proof that only the Post-Gazette covers the py ip pny 


its Washington branch, died here 


entire Pittsburgh market . . . both the City Zone (with 40% more Sept. 8. 


He was originally the owner of 


coverage than the Sun-Telegraph) and the rest of the market as Fgeet gp he aye Be gy 
well! That broad coverage is still another reason why Outdoor in 1925, While he re- 


tired as local manager five years 
ago, he continued on the board 
of directors until last year and was 


Cincinnati, Sept. 18—William 
H. Alexander, 49, advertising man- 
ager of the drug products division 


* 
_of Procter & Gamble Co., died Sept. 
ITTS ur g OST- aZe e 16 while playing golf at the Cin- 
cinnati Country Club. He had been 


treated recently for a heart ail- 
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See secession Ma i i itt me aS i t ) 3 ee 
She's sold when she's told: ood §_ §ousekeeping guarantees i 


The young wife goes to market for a new kind of beauty | However new the kind of purchase, today’s young home- 
buy. For the first time she’s interested in protective beauty maker is confident when she has seen your product in the 


care, a cream to safeguard her fresh young skin, starting pages of Good Housekeeping. She knows for sure it has 
now! But which to choose? Strawberry masques? satisfied the technical experts in the world- 
Humectants? Liquid cleansers? The names are 7 Sa Por... on fm renowned Good Housekeeping Institute, that it 
new, even the forms are new to this interested > Guaranteed > meets our standards of quality and effectiveness. 
consumer. That's why she turns to those brands ¥@ Good Housekeeping Good Housekeeping’s Seal se//s the consumer 


. . : a . 
she has seen in Good Housekeeping, the one Im 45 Aovenrisco 1H See because it protects the consumer. It’s assur- 
ance of our readers’ confidence in your product. 


magazine she believes in implicitly. 
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INSURANCE IS A 


family Affair 


Behind these happy smiles lies a deep sense of family security — founded on 
insurance. Adequate insurance boosts the whole family’s sense of well-being . . . 
creates a sheltered, carefree atmosphere that children thrive in. Today’s family 
uses insurance to safeguard everything from Junior's education to Dad’s retirement. 


It’s essential to modern living —a vital family affair’ 


THE AMERICAN WEEKLY IS A 


family Affair 


This zestful Sunday Magazine knows what makes the family tick . . . knows what's on the 
family mind, what lies closest to the family heart. It nourishes key family enthusiasms 
... Caters to family wishes and whims. Each issue contains entertaining, informative 


features for every family member. 


In this way, The American Weekly 
courts the “purchase with a purpose”, 
the purchase that’s made to promote 
better family living. American Weekly 
readers do their buying with the entire 
family in mind. They buy to improve the 
home, to make the most out of leisure, to 
enrich the present — but also to protect 
the future. Proof: last year more than 
1,700,000 American Weekly families 
bought (more) life insurance. 


The WERICAN WEEKLY 


By keeping its sights on family living, 
The American Weekly exerts a remark- 
able influence on family buying. And the 
bulk of its readers live in the vital Blue 
Ground of Sales where 7 out of 10 retail 
dollars are spent. Get all the facts on this 
rich source of buying power from your 
American Weekly representative. He'll 
show you a brand new marketing con- 
cept that can revolutionize your sales 
and advertising plans. 


The Magazine of Family Affairs 


YOU GET MORE OF EVERYTHING -EXCEPT COST—IN THE AMERICAN WEEKLY 
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D> BR ERPTENE 3,712,605 


MORE CIRCULATION 


All figures based on lates! available one day count 


MORE READERS PER DOLLAR 
Average Noting —A/! Four-Color Page Advertisements 


Source: Storch 51st. Adnorms Report 7/54 — 6/55 


LOWER COST PER THOUSAND 


THE 
AMERICAN 
WEEKLY 
LIFE 

SAT. EVE 
Post 
LADIES® 
HOME 
JOURMAL 
WOMAN'S 
HOME 
COMPANION 
FAMILY 
CIRCLE 


Bosed on A.8.C. 
Circulation 


FIGURED ON 4-COLOR PAGE COST—ONE TIME 
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Advertising Age, September 24, 1956 


It's a DIFFERENT story in Europe Boh, SP Information for Advertisers 


@eeeeeseeed y 


The American WEEKEND is the family newspaper of the 
more than 100,000 families of U.S. Armed Forces personnel and 4174.4, 
Civilian employees of the military in Europe The pa “ ro oy, é A summary fact sheet of essen-|travel industry. This section has 
ssen.een.one A : . a y p » ‘ tial market data—population, fam- | been reprinted in supplement form 

000, merican consumer market abroad. wn eee < . |ilies, retail sales, effective buying | and is available from the maga- 

‘ le Ye a a le : paces — 

The American WEEKEND is your one sure way to reach this big consumer = . ;  wreo. Tv. Be Bag — ag pong Be grengae a a = 
market, which has no AMERICAN TY or radio commercials, no AMERICAN a .- Rmautt ina 0 CCC 


outdoor advertising and which infrequently sees publications from home. These Yh + pty al manager of the station. The data | 
, |e Reports on a survey of Outdoor 


Americans abroad buy in Post Exchanges, Commissaries and Ship's Stores, Ya Wie = |is broken down by counties. $ . ; 
which have no specific point-of-sale displays. ; } | fear P ap spnnranteleamgpmt ge io 
| ; : e ownership 
The American WEEKEND serves them with latest AMERICAN news, 4 t/a | Ste For the third consecutive year,| plans and arms and ammunition 
AMERICAN sports, AMERICAN women’s features and 16 color pages of | aS Bg Pega tc +a purchasing are available from 
famed AMERICAN comics. Your advertising in The American WEEKEND |, pene American Society of Travel a "Gar Lae ae Pete 
sells the entire family. Yes, this AMERICAN market IS different. roa . Agents, contains a special markets Ave’ New York 10. 
' Ay: : and media section, furnishing de- ; : 
me Sp eee YEE ROW you can have a share of this great market—an export Then tailed information on the results 
Sy : 'of a questionnaire sent to 200 e A booklet containing the text of 
Write, wire or phone our nearest office now for copies, rates, market data book, “Timely Facts”. M.S |mewspapers and magazines in the a presentation to the National In- 
: . | U.S. and Canada regarding travel | dustrial Advertisers Assn. on 
Vee ari P | advertising. Data was gathered on | “How to Increase the Effectiveness 
The American as i ana ap cade : : ei Ks ‘rates, circulation, special sections, |of Industrial Advertising” by De__ 
Ww E E K E N D Sen Henkince re, OFFICES - freak: lanten, 0 / (editorial requirements, etc., for|Claude Robinson of Gallup & Rob- “{ 
dorcel the benefit of members of the/inson has been sent to NIAA mem- 
'bers. Extra copies are available for 
|50¢ from National Business Publi- 
|eations Inc., 1413 K St., N.W., 
| Washington 5. 


e A study of building materials 
dealers has just been completed by 
Nation’s Business. It shows type 
of operation, annual sales volume, 
size of staff and other characteris- 
tics of the individual business. 
Purchasing plans past, present, 
future are shown in respect to air 
conditioning, store modernization, 
|lighting, office equipment, trucks 
‘and other materials needed in the 
operation of a building materials 
dealership. Copies are available 
from H. C. Sturm, advertising di- 
‘rector, Nation’s Business, 711 
Third Ave., New York 17. 


e A new 24-page booklet entitled 


“Poultry Farming Is Big Business” 
has just been published by Watt 
Publishing Co., Sandstone Bldg., 
Mount Morris, Ill., for free distri- 
bution to companies interested in 
selling to the nearly $4 billion 
poultry market. A free copy is 
available to media directors, ac- 
count executives and advertising 
managers. 


e A 16-page market study entitled 
‘*Phil-Urbia — Pennsylvania’s 
Third Largest Liquor Market” is 
now available. The study was 
. eps oge made from the annual report sup- 
in Booth Newspaper Michigan cities plied to Pennsylvania by stores. It 
shows the total amount spent in 
These are trademarks of companies whose . this market, sales at retail, case 
ducts are nationally known and whose other Lh — and comparison with coun- 
Z “ y, state and Philadelphia. Copies 
facturing plants are located in one or more of the e may be had by writing to Phila- 
eight Booth Newspaper Michigan cities. delphia Suburban Newspapers 
Together with hundreds of other manufacturers, Inc., 311 E. Lancaster \Ave, Ard- 


large and small, they make up the huge payrolls more, Pa. 
in these eight cities. ' 
Those payrolls in 1955 helped to make possible e The Weekly Star Farmer, Kan- 


total retail sales of $3!4% billion in the territory ‘sas City, Mo., has just completed 
la mail study of its subscribers in 


ty by the circulation of ese eight news- | Missouri and Kansas. Data covered 
pers. Lee ‘includes type of farm operation, 

That sales record, it will interest you to know, ownership-rental of farms, size of 
was greater than the total retail sales volume in farms, use of mixed fertilizer, util- 


any one of 33 entire states. | ities, plumbing, tv, radio and oth- 
er home equipment ownership, 


Your eae - yh ee Newspaper will family size, etc. Copies of the sur- 
assure you of a share in unusual market. \bs | vey are obtainable from James L. 
|Barrick, manager, national adver- 
tising, Weekly Star Farmer, 1729 
Grand, Kansas City 8, Mo. 


e As an aid to agencies and to ad- 
vertisers, Radio Station WKZO, 
Kalamazoo, Mich., has prepared a 
special Michigan farm report. The 
new report will be published 
monthly and will contain informa- 
tion on growing conditions and 
crop production, farming on the 
national trend, plus the latest ag- 
ricultural news, local, regional and 
national. Copies are available 
NATIONAL REPRESENTATIVES: AH Kuch, 110 E. 42nd St, New York 17, Oxford 7-1280; Sheldon B. Newman, 435 N. Michigan Ave., Chicago I, ‘from Carl Collin, farm service di- 
Superior 7-4680,/ Brice McQuillin, 785 Market St. Sen Francisco 3, Sutter 1-3401; William Shurtliff, 1612 Ford Bidg., Detroit 26, Woodward 1-0972 l rector. 
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What makes a newspaper great? 


Between now and November 6, 
Roy Justus and Scott Long will sketch 
an improbable number of donkeys 
and elephants—the two best-known 
beasts in American politics. 

Messrs. Long and Justus are old 
hands at limning the triumphant or 
dejected moods of their four-footed 
friends. Both artists can also render 
an impressive Ike, a neat Nixon, an 
authentic Adlai, an unmistakable 
Kefauver. 


Life, in fact, on the editorial pages 
of the Minneapolis Star and Tribune 
looks especially ihteresting during the 
next couple of months. For Roy 
Justus of the Star and Scott Long of 
the Tribune are two of the most re; 
spected and re-printed practitioners 
of the curious art of political car- 
tooning. 

Both have received the cherished 
National Headliners club Award for 
“consistently outstanding” work in 
their field. Both have had the medal 
of the Freedoms Foundation pinned 
to their chests — Roy Justus for the 
last seven years straight. 

Like most top-flight editorial car- 
toonists, Scott Long and Roy Justus 
are working newspapermen. Long, 
for example, recently returned from a 
tour of Africa, reporting on that seeth- 
ing continent’s unrest in a group of 


a iS 


articles illustrated with sketches and 
photographs by Long himself. 

Like all the talented specialists who 
staff the Minneapolis Star and 
Tribune, Roy Justus and Scott Long 
contribute much to the freshness and 
vitality which earn for these news- 
papers a warm welcome in more than 
495,000 homes every weekday-—not 
only as complete, reliable reporters of 
the news, but also as good neighbors, 
dependable friends and inspiring in- 
terpreters of the important issues of 
the day. 


Copr., 1956, The Minneapolis Star and Tribune Co. 
Minneapolis 
Star 2rd Tribune 


EVENING MORNING & SUNDAY 


625,000 SUNDAY - 495,000 DAILY 


JOHN COWLES, President 


ar 3 


ss 
Ge et a one ~~ 
: : is F eae * aes eee ee ee er + _ 
= ; ; ee cee) eo - pY 
; f a foe eR te ye we 
. : Sale ee. ee oy! “Baal and 
ve a pers hes "| oe ei 
: ‘ . yea) “ae " 
, wie 
ak oe ke ae ae: : | 
ia ee ae os ; 33 
Bi ee eS ee ek ee : 
& She a oe Be ne ug ; ° | i, Sac e pee < | le aia 4 : ree - 
ih ae a _—_ Sale" Sa = res isa ee a : 
a Po . oe “Oita ie = Rae oe De 7A eae eee a3 ee aaa oa cea > aS fi eet : “" . 
ion ae ee. ee ee hae eee A ey a: : a . ; 
ae ke ce) ae ae. a Sia Ee, pik ae eee ee _ ie oh. S ey Se ee | le 2 r : 
ae eet 3 ee oe le ae x oo oe eri = ae. aA ons 
* le oS a rT ae Eee a ae. ee = 7 ee a ae oo ay: ar oe eet a h.%, : 
ae ee. CO gee eR ot par pS eaeens « ea ‘ —. "" : 7 Txe8 ae. ao i. “ ‘ 
ee — wees eel rS i" <a ee | 
rapa Se Fe .. ae Be Se ee So ae : ; a a alti! “. 
ee est pss og ey Ce Ee te ae ix eee hor ica Rie ae iy goes . ; 
a ee ae ae ; oe ne ‘ae Sh ea : ne ie ee. ea ie om OY 
«Sah eae se. eo as a a ee ee oe ro is ee ss ee a @ Pe Le 4 
Bape ot moe Te Se eo ae i pes, ha ee eS Te oie a : cus sR Bate. : Poa - ong ’ d a 
» pee. Bs aie ei a aa ae a ee oo ae ——— aos as gs: | rr “7 . ee ee : 
Se ee c- | (ae a a. Jet —— an Rn See Vee ) # 
ee Mk Beyer tes): - 3 5 ia a bday a ie > an Eat os c _ ae oni? 2 ei _ ae om ok i ats ae s 
“ea 9 ae a ar me.’ “q oe my) =) eatte: \ ae i ce = "he ae ee), ae < oy eee. | ihe 2 
Vo aaa Si Ae Vie ae aN ae ae oa ia ce | ee ne ey ee ee ers" ees " ? ie ye see = 
iene a bea a eo. eee a cae ee ae ae volt. Fis Sein woe Sy a s ee r ill 
Rs amc eae ie ES oe an ei, ee cf o" 
eet Fes . ee aa Utes | Cyt Cee ie ee *.-) ere ee ee & : Ss 
°.) eee 5 eee ae oe eee at Re eer eee oS aay oe ne \—- er ee ee 4. 2 * wee ii 
, 2 ee ei ie Seay ee Meer cinsa) naa : has Cing M tee - = Se aay os . oe - [oa 2 = ed 
eae teen eee on ‘ae? ac ees. Wee 1 = eer ee. ae ae ier % a , eat 
a .. — ae eee = a ee ae a. th me aS ee 3 iii . eae ~ 
| a rd fe = a | ae ce ee ee ———— ye ee 
Rasen a ee ay eae ek eae ° eee eee SS Hii po ae ae s wed 5 re . 
a ey ee are ae Sei oe Po ae Sapte ae — ie eS ane Bel Oe ee 
a eee : ee ieee eS Pa ee ao a ae ee ee Ssa>.. |. ee ape { 
cea: ee | Sa Rea. {oe ea oe ol ares Se ae al ——— tS , Sa ae 
ae ae ee J are, S. Sy Meee ee eee, =e. ii 7 ee . eae, \i eee Bee ay + i : 
Be ee ae ae as ee Be: peer Ay si A Sees Ja Jo aa ee oe > ee i, ae ne mae ; : os : 
ean sae Real P A Beis et ee ae fey tt ae ie it rn 3 vor % 88 Ps Po i ‘. 4 > 5 . 
] oo A ‘ heed aS ae iat fa i erat, oo) a ee A a = a st Ene eS Poss fo ae © ¢ € i= : 
age aeons oe ae eee a OL ae are oy ae eee i: a eee i eo 2 ; Ravel 3 
Pc a 7 Beye hy Gat hie : Pe at fae rae foe eae, ae come bee ah ‘ Ae: 5s eas Mae all P ss é ‘ee 
4 ae eh ee ae ; Rie. ie i ei Ce Oa aie ee atone ee aks ei a ae a E =i ° 
1S oe eee Oe ee ae ee Be ei) pets ag ae oN, . " Soe — 
ct faa) Me ghee te * ke og ae ae eet * Lice >. rs Mole SP 
Sm oe ae SS ae z 1 ae ig ee ae + es en, am y Box eS j 2 le } 
i ie a a. co “a a a et hea ae ‘ae ep a <q sae es, > 7 ae e + 'e o 
ge Be om oe ee = Poe ae Esa 2 ene A <a Be 4 Yi a a : - 
oat ‘oa a a % q 2 <n Ss ee i Bae ee at re ay a . we = ‘ = 
ee: OC ee, Be 2 ea i. roe us : pe oe ee * : 
ae ee Ps F ee ; rE a: 7 a ae oes ‘ Re tat SP hae snl : 
eee, aes ‘ _ son a 1. ae cee : a ve ae =e Aas x mS ye wy my ne ae, 
(ee er Cre » a. ote Ae os on Jan Pe et Cie a ae | he | oo < ya i 
eee oe se - ae oS  —— ees: ES ee , 
ties aa : eo oo Bt as ‘eee | Sa 3 : : , 
on ae aay, : aw i; ee ee poet — 3 See Bee el en es Nea He : ‘ 
ee ee % eo OY ; Bi ake, 9 ga eee : ee ae EE gages a 4 é 
' Meine, ‘ ———— ih oe Sk at ‘ ta eee ia ogee on yg ‘ 
. eee @ Bs * ieee — fa ee : Oe th. ‘F: x 
, £ a agus ae Le a . a ear ee a " _ a esas Uae ~~ = Petes Ft Ss. ‘ : . 
a a ey: : er , a lo _— ; oo gt ia Wer Pads : ’ e 
. ete mee Sg aa Phe ae j a 2 ie . G ie ae a oe ee < ae ae oh Es, fae a seg) 2 ; ; 
ute oe ee — . w. , re ' _ ; ae | og: cost a yaaa - 
| ‘ie ae eee oe pS oe 5 a. } . L ae —- a y iy Vee mf 
| eo. aoe a8 ees ‘i : ee ou a oo ay - : “ieee OF A ii See of j 
j Slag ae ‘ ae a ea ei ¥ oe or: toe ae Pre >» ” 7 on - Mis ae : “s r - - / ° : 
ae a” ee a ee ia : os Pa ee eee : a - oe ie ad o Brot ay , 

' a, Fe as ri Bir “ae a ao rea ee coe. ae row a Werne tg ? ' a 

| Po Fee ye Boss a F ’ — fe ee, ne eS ee ve : is is a : 

' ee J a ae Sie! 5 AR es ane Se one s ‘fj ‘i 
eee a — ake s eS es, ee cy inca 3 be a) > on ee , F a - e, j £ 
gets ane a Psi x8 ee es 3 ee , ; ¥ a = a” ‘e 

< | eal le ee we ¢F GBF be 

* elpiees Z, ee * “ a ge oo: ee a ae poe ° : i is ; ‘7 
pore ‘ ¢ oil “ge ae M3 ap gabe ae : eS ee es } & - 4 + ; 
| phy : tid Z j — a neh am eo ie. ae % 2 Be ear f r ae ; IA #, -,* re. 

i cas : é a: i ies wer ae i git hf ¥ “2 °: 

ee MS ene) : : : we oe oa f de ay ar 
ea ' ; ; ‘ ae ‘ te ee yree " Pa ae ae ae eel SS a 3: a i> 5 a ~ . Ci 
ie : ae x : ea ee er an ee mis ie > x . : I er ae é 
i Ace 3 £ . 4 = Pa [omer x on fe Bess hgh eta e e se co a sae if 
a a oe eS Sol 3 ewe 7 “ ’ ea SEA Dy er: ay 
ae , ; a Ba > Se er ee eee — ; a ey AY ¥ & ‘ 
a ; " 2 a : aa a 4 rl aa ae cry ‘Meee 4 ; 2 4 a 
Pid = 4 a ; OX. eT ol at ‘cone ge i ae sae aie ane a ee f . p= a Be ae, Bi 7 : t j 
Cree, , a i 7 bh t2. ‘-. i a Se fe i " ae ; - Fat A ihe: . : 

a — . ;. ‘ aa “ie i agi ‘4 fa Fels P69 eo ne , 
a ee * —— 4 Pa a er — = ‘or a , bd As a ; 

By of ae et : : M Sect ty ace 8 a a ce 5 hey Ss, ae i ; a 

; Ra’ art oe ‘ foam — oi - ce <<. E a . > — : i 4 oy “SAE ‘ 

; abies oo oe Pe x et oe) — 5 th a 2 q ae ag <s P * Pye ie ; - } 
aoe age. . 7 — a es ee — oe = , : ea ae = 4 ee OF. Big ; as ~ 
eo ee ; Fi rs Ss et eee i? ae So oa hs Sh eae 
ae el et eae : Be gE Se ice a le ae ro. KS . 5 . ee : ¥ 

} ae. ic |e eee a : ‘ Se Se ae ‘ ote rs eee - bs & e 2% ‘ ‘ 3 
- ae ae. ae - . 25 i “ hingt 4 2 ae a te ge 5 a j " ar : rake a 

ine at Beh <i eee . * : . cE ? 7 sive eS et ts tg Pe aes: . ty oS ie 
oe he ae os oe ae i Bs. eer, s : me RE a 
re myo SN ee ea * | yates ae * ei “Si Po ‘ (ae ee 4 f 
Pel ae — \s a SEA bls ee Be ESOS i 2 RAS fa re he TH : is 

roe Bio a gd ae . 7 , s ome a sg ee .: ae . a { ny ‘wee 5 

j Fee ee og ie — P 2 Sa « sehaitee wo oko eee me ’ a Naa ae he ee. : faa wie 
eee eee ert i 4 a ~ # si s _ has see - one i P >; Ps 2 ga ‘ 2 y im ge de) * | . * as Fy as : “ 

‘ Poe boas 2? — . fo. e5 . 1 : fy 7a og Sere x a | , ae ae ; b Pitas es . 
sf “ae BBY es ae get: ee “<§ = ‘ ' or” +k “% oe 4+ 25 “ee. it ae uit . =<, > | , By ee 7, 
1, es agi Wo ae aes oa 7 ie ” ea . za ee : , 3 ar , R be . 5 

; eer ae” ae ae Mis a ie ikl oe $ x a ay ; Sere - } wares ee } 

io a i Mia See os } parce aan ; ane . >» aaa ee tet > oy i; | Sear ; ¥ 
ee eee ae 4 ee, Me ae ae rag % a3 UY iz ; ke ee el —. ke oe" 4 m Pt ad ; " 

j ee Oe. am , 7 Spe hee Bette: * : = as ‘ yee ‘ 7 yo “*e ie 0 2% 9 Se eS ; 
ay gle i ete @ i es 2 as Bate et rane _ os Sei a " a | ee {3 FES oe oe ‘ 

J i 5 ena by 4 m . SS eae ie ey ree fs a A m 4 i ies RY ee 4 
ae ieee oe ee ae ae | 
ee oe . r -: my. 22 ‘ “aes ‘y P toy rag : ‘EA 

j ee Sa ea it ‘ Ss 4 i= * a e woe oe. os oe — a ee Fe Bae me 

' Pees ck a a) . ; in. | ip! aA Dy yy ae : ee a Pye joa) . 2 

j nee ah a at ¥ < ye baa wes . > { , “ ps - oy ee ae : - 

} ft, ca a ae * ae > : < eee e TS Pane, fu a : b- ee: ree bee te f ; 
ey . Ce Sg 8 és a. . Be y 

Pie ig q ° ” 2 ee > ¥ ; 4 sae « ae: eo a coat a Z Be a me —. os r 
ees, pene : fed RK = See — eae . iz ‘heat RRS s 
Raa ee : ty ; bill 4 ot ae — . ea Sit Oe en te lle Pat rd ore! 
Oe ee 4 ee) | ee 4 — a See Pe, Bs : 
} in ae: Me ’ ers poe Ta ee ee © Oe a ae See a oie eee "HE 3 
ox sa 4 4 es és ° oe ee 3 eae Pa é ak & ; ee re ee ; 4 
Weed pais 4: - : -— me : A = oe aie Oa ee ey ee 7 ee ie - hi Pee. ° ere 5 Ae cS 
es ae ee ‘ : = F or eT ay) ee vet . a a ‘oe eee Se ri ie St, eo 
wee eee aed Se ‘4 NSA - , i ae 2 es cis Cle eee ce Pires: yee ae oar, aria ae go ae # ‘ seme : ‘ 

, oan Malt gle tee eee : (i i a eee ee — ———o 89 Rhee "s d 
be br ce ee ee. hee ro ‘ f- POR a Me oe Rae ae aa ye 9 OO. none. © : ans oe 4 =, 

; Nate ida bie > eee Fee, oe % i Phys) aes +. ae er 3 Bi a Fi 
Sek ES oeae ame a ae ‘ --e ‘ - me ye" ote a! a3 a = aw” Se yt a + 

} ue ee ——— — -— — ae —_ a ter | 

ee ae <4 ee ~ * = en Se a ree . ft. ie % MARE 
—— oo i ~ ee 4 ae gs fs 
; > 3 a od ~~ ae ees = Pi eish es ‘ ea ae ae i ee Mr ee » E 
h es Z  . | Weetn Se ae — i: se , eae 4 
fad ae .3 meee ii iy Ne ere a wee ” ae a ia ait * Ps ; ; 
. r eo ies 7 Ns 2 a a a eee Be ieaae en. 4 : j a PO ut . e : oF” ; 
a Pit ere: fe i, eee ee) Saag eS eee a — § ea ot in ae he " ee < 
st 5 fa a be oF as $e ,* an 4 
-iga pte fs a fay * . 
Hy ify ts 5 ae % be . 4 A 
4 § bs - a . 

i ere Pe ; ah 

oy 

‘ / 

ee | 

; a 

{ 7 fs 

| (s . — - 
} 

Ve APVCHR, : 

es 

i 

’ i. 

i 

— 

ee 

ee 7 

‘ *. 

e S y a A 
x 
° a 
> — =. 
= aa 
> 


oa 


las Américas 


4 


REACHES THE RICHEST 
FARMERS IN THE WORLD 


The important ranchers and planters of Latin America 


Hundreds of manufacturers—who at one time confined their promotion to U. S. farmers 
—are making big sales in the booming farm markets of Mexico, Central and South 
America. They rely on Agricultura, because it delivers the leading audited on-the-farm 
—— ... Stresses U. S. products . .. demonstrates the latest and best in farming 
me ; 


WRITE FOR MARKET AND MEDIA BOOKLET 


Agricultura de Jas Americas 


“The Magazine of Modern Farming for Latin America” 
GRAPHIC ARTS BLDG., KANSAS CITY 5, MO. 


| Grand Marnier Sales Boost 
Attributed to Advertising 

| A sales boost of more than 50% 
‘for Grand Marnier 


|ing, according to Alexander Les- 
nor, president of Carillon Import- 
ers. He said consumer response has 


| been measurable through the me-|/ 


‘dium of a recipe booklet offered 
on request. The booklet “is now in 
its third six-figure 


liqueur is 
| traceable directly to its advertis-| 


printing.” f 


| 
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Gore-Serwer, New York, is the| @ 


agency. 


‘casrv Adds Three Stations 

| KSIX, Corpus Christi, Tex., 
| will affiliate with CBS Television, 
| effective Sept. 30 when the sta- 
|tion is due to go on the air. 
|WARD-TV, Johnston, Pa., has 
joined CBS-TV as a primary af- 
|filiate, and KUAM-TV, Agana, 
|Guam, has been added to the net- 
work’s extended market list of sta- 


tions. 


THE 
OREGONIAN... 


circulation 
LEADERSHIP 


TOTAL DAILY 
CIRCULATION LEAD 
OVER 2ND PAPER 


City Zone Lead — 12,189 


City & RTZ Lead — 19,874 


TOTAL ADVERTISING LEAD 


. 


LEADERSHIP 


OVER 2ND PAPER 
Year: 1955 


Retail Lead — 3,312,727 lines 
General Lead — 1,242,320 lines 
Classified Lead — 4,009,264 lines 


Sources: ABC Publishers’ Statements for 6 months 
ending March 31, 1956; Media Records total 
advertising, less AW and TW, 1955. 


io, THe Oregonian 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, ING, 


KENNETH C. BERT has been named 

vp of Lenhart Advertising, Hope- 

well, N.J. Mr. Bert formerly was 

assistant to the president of Scran- 

ton Lace Co. Before that he was 

with Armstrong Cork Co. and Ful- 
ler & Smith & Ross. 


Offer New Discounts 
for ‘Farm Journal,’ 
‘Town Journal’ Unit 


PHILADELPHIA, Sept. 18—New 
continuity discounts, additional 
volume discounts and a broadened 
schedule of combined-edition rates 
will be offered in 1957 rate cards 
to be issued for the countryside 
junit of Farm Journal and Town 
| Journal. 
| Continuity discounts may be 
earned by any advertiser, regard- 
less of volume, on the base linage 
used in 12 consecutive issues of the 
unit, or either individual maga- 
zine. Advertisers with limited dis- 
tribution will benefit from dis- 
counts on any combination of the 
publications’ four regional edi- 
tions. Only two special situations 
were recognized before. 


® Basic national space rates set in 
the cards are $16,159.50 per b&w 
page in the countryside unit, and 
$22,230 per four-color page, an in- 
crease of somewhat less than 4% 
over 1956. Unit rates reflect an in- 
crease of about 3% for Farm Jour- 
nal, 5% for Town Journal. 

National circulation guarantees 
remain the same: 5,400,000 for the 
countryside unit, 3,400,000 for 
Farm Journal, 2,000,000 for Town 
Journal. Rates and discounts be- 
come effective with the February, 
| 1957, issues. 


| Record Year for Ad 
Linage in Canadian 
Dailies Is Foreseen 


Ortawa, Sept. 18—Newspaper 
advertising linage has shown 3 
“comfortable gain” over 1955 in 
the first six months of this year, 
Robert W. Pearson, advertising 
manager of the Sudbury Star, said 
last week. 

Addressing the annual meeting 
of the Newspaper Advertising 
Managers’ Assn. of Eastern Can- 
ada, Mr. Pearson said he expects 
that a linage record will be estab- 
lished this year. 

Panel speakers on workshop 
techniques for advertising sales- 
men included J. Ross Bates, St. 
Catharines Standard; Les Leith, 
Galt Reporter; W. T. Ross, Wood- 
stock Sentinel-Review, and Alf 
Horn, Montreal Star. 


Guy-Lee Appoints Smidt 

Sam Smidt, formerly with Stan- 
ford Research Institute, has been 
named art director of Guy-Lee 
Advertising, Palo Alto. He suc- 
ceeds Gene Rossi, who moved to 
Associated Advertising Artists, 
San Jose. 


Gallagher Adds KPOO 

John M. Gallagher Agency, San 
Francisco, has been named to han- 
dle advertising for KPOO, new 
San Francisco radio station. 
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FAIRCHILD PUBLICATIONS INVITES YOU TO TODAY'S CELEBRATION-IN-PRINT of Retailing 
Daily’s 25th Anniversary. On the following pages, you'll meet the men and women who have 
helped Fairchild Publications become the world’s largest trade news-gathering organization. 
You'll get some idea of the hundred-and-one operations that swing into high gear every day to 
produce three daily newspapers, two weekly newspapers, a twice-monthly magazine, trade 
directories, business books. You'll see just how Retailing Daily, as a vital part of this publishing 
network, shares in the far-flung Fairchild facilities. 


Retailing was born on September 19, 1931. This is the story of what makes Retailing Daily tick 
today, just 25 years later . . . a picture presentation of how Retailing Daily gathers, edits and 
disseminates business news—as fast as it happens—for the home goods industries. 


. ry 
Hs if ‘ 
te a be 


ha 


mm mee aS series ee ee : ae... = 5 
| Woe wee eo 
= ?. aa Be nai - = , ey Sais isan | i oe yee tamale | es af egies be spihsiee nsctetel Bes: , 3 . » : Jk ‘-~ ay ee, AING fr eT “ : a 
{ t : ‘ ete 9 ie rr er? Ca ft teh aE > 
ea... ‘ rs — =| = oe . = 
4 -, Be 2 ; t . fae "net ™ 2. - : . wi : 
; | 2 4 2 eee 7 . 24 i 
oe | ses ! <— 8 Iu, S . E Pate E a G _ fi 3 4 
| a é| Bath § JGR Lee. 24 7 
| , : a o = Ps - ess er 4 : ~g «> _ oa } 4 " Zs ams =" « 
| | : 3 K -* : . a -. CA alee ; i 4 Boi 7 ee. Ps © was : Lo . _ 
i | $4 4 eee ‘e * Hi S vial : me H é ; is af rs pos ARE h e 
ty q - . . * : ; 2 ia i 
= ss = oe eee Z gwine 19? 
: (Bes oe 8 RSS SOR Ree 
2 eo . ae -— a re ae c a... — ae oF A SECTION att. = 
| ol eee oot a as teed. al - puny on SerTEM® S 
44 : 7 : & ; il, RETAILING a #5 
: 2 . oe — 
. f . _— << a: wat 
‘ 3 wae " 
a bee eat _ 
— it me mpm sf hg Daur , tne -~ a og ad + : ie a 
. SPerrerHesTORMITT HAST | 
+ i : : 7 * : si : 
, Ere ay RETA ae | 
| i | ) | | f | | 
| 7 Bi in . a ; ; Tet coe : an *y 
| 34343 = = @ aher @ ge x | 
. " re, — . EC 4 = i 
j 3 ia =F i a a it 5 fps — . oe Core ee = Es € ‘3 ; ~ j d ae ‘i ’ 7 “a be +a eo 
i ee ad i eee - —_—_— 5 i ¥y vo Ss - Li A ae. : f me , | 
> = 7, = - 
: P i : sal F ere eg - i 
i a2 — 4 | <M E > e ae a 
4 ‘ ¥ “~ —7 g : 7 4 : — ‘ q 
‘ a é ’ 4 : F 
oe mts rar, 4. es pe cook. ik an oe , ; 
“— 2 ae Ape 7 hoa F060 
| oe ee BYEARS SLOSWRiInEG Se a 
H | ree. ; es a Ny a Rahisi..0 a ee ae ‘ * — “43 a? ee ’ Phe x 
' hk Std " mae he ae B ced 4 he i 4 ia ss Siege 4 j 2 pe. ia : - ig Fe. a 
él = ia & — 2 fF a a wi ais i, . 
2 a i - 3 , a ine ‘ih ‘ 5 si en: Mi ; a? tar nasi . ' 
/ | £ ee ee 228 8 2S ee Pe 88S see eee 
7 


‘STATE STREET, ONE OF CHICAGO'S BUSIEST BUSINESS AREAS, JUST AS E. W. FAIRCHILD SAW IT IN 1890, THE YEAR HE FOUNDED FAIRCHILD PUBLICATIONS 


1890... The First Fairchild Publication Breaks Into Print in Chicago. .. 
Sparked by a History-Making Concept of Business Paper Journalism 


Big league business journalism came of age 66 years 
ago when E. W. Fairchild, a young man in his early 
twenties, gave up selling groceries from a horse 
and buggy and acquired an interest in a publica- 
tion called The Chicago Herald Gazette. Before 
1890, the main source of “news” for many business 
papers had been manufacturers’ publicity releases. 
E. W. FAIRCHILD The Gazette had been no exception. 2 
But the young Fairchild changed all that. First, he 
bought out his partner on the Gazette. Then, joined 
by his brother, L. E. Fairchild, he launched a trade 
paper policy that won them long years of prestige 
in publishing and business circles. That policy 
evolved into eight simple words: “Our Salvation 
Depends Upon Our Printing the News”. No mere 
slogan, this publishing principle has been the basis 
sal eae of every Fairchild venture since 1890. 
By 1893, the Fairchild concept of business paper publishing was taking 
definite shape. With the 1893 World’s Fair luring many members of the 
men’s clothing industry right to Chicago, E. W. Fairchild began dis- 
tributing daily mimeographed news bulletins. 


Then, a depression moved in. He was the only one able to supply the 
clothing industry with national bankruptcy news. These bulletins were 
continued and circulated on a nationwide scale. Later that year, due to 
the extraordinary interest provoked by the bulletins, the Daily Trade 
Record, now the Daily News Record, was born to give important trade 
news to the textile and men’s clothing industries. 


Since then, a giant publishing house has evolved from the Fairchild 
precept of printing complete, unbiased business news. The Fairchild 
slogan, “Our Salvation Depends Upon Our Printing the News”, is a work- 
ing symbol of the best kind of business paper journalism. Every Fairchild 
reporter and editor knows that his job is to report all business news to 
the trade . . . to reflect honestly, factually, quickly what is happening in 
the industries he covers. The only criterion is the simple, singlé question, 
“Is it news?” 


By the same token, no space has ever been given to editorials in any of 
the Fairchild papers. Because each publication gives its readers an 
unparalleled amount of undoctored trade information, E. W. Fairchild 
felt that his readers were well-informed enough to weigh and evaluate 
the news themselves. Fairchild editors don’t make the news—and don’t 


sit in judgment on it. 


Retailing Daily has been operating on the Fairchild principle of printing 
the news as it happens for 25 years. On this anniversary, you are invited 
to take a tour-in-print of this vast organization . . . to get some idea of 
the men and machinery that produce the Fairchild publications today. 
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WELCOMED warmly by mill workers, Mahatma Gandhi toured Lan- FLYING into Nanking on Sept. 19, 1931, INVADED by Japan, Chinese flee as enemy 
cashire cotton areas in Sept., 1931, on his visit to England for a Charles A. Lindbergh received the Chinese troops examine baggage. Japanese took 
widely-publicized conference on India with England's government. aviation medal from Chiang Kai-Shek. over city of Mukden on Sept. 19, 1931. 
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Fall, 1931... Fairchild Publications 
Pioneers A New Paper in A World 
Weakened by War and Depression @ 


On September 19, 1931, bravely, in the midst of a depression, a 12-page 
paper, called “Retailing—Home Furnishings Edition”, was given a 


CAMPAIGNING for the Presidency in Kansas, New York’s Governor determined send-off at the Fairchild offices. 

Roosevelt was home in Albany by Sept. 19, 1931 to reach a compromise 

on relief with the Republican majority in the state legislature. Actually, Retailing had its origin in 1928, in a section called “Retailing — 
Modern Methods of Distribution” which was a part of Women’s Wear ‘ie 


Daily. By 1929, this section had graduated into a separate paper known 

as “Retailing Executive” which carried a few pages devoted to “Home 
Furnishings”. But it was not until September 19, 1931, that “Retailing — F 
Home Furnishings Edition” was taken out of the “Executive” and ; 
launched as a weekly member of the Fairchild family of publications. 


JANUARY, 1945; Retailing Home Furnishings published twice-weekly! | “A 


JUNE 1, 1948: Retailing went daily . . . making a total of three daily ‘M 
newspapers for Fairchild’s! 


Retailing has kept pace with the ever-expanding home goods industries. 
Their growth has demanded a bigger and better news service . . . and 
Retailing’s 25-year history clearly reflects the increased volume and 
quickened tempo of the entire home goods field. Over the years, Retail- 
ing has met the constantly changing and growing business news needs 
of this $18% billion industry. 


\ 
STRIDING towards its position as Amenca’s top home goods business r.> 
paper, Retailing’s progress is shown in these 4 front pages from 1929, oF 
1931, 1945 and 1948. Each issue marked an important step forward. ? 


EXPANDING rapidly, Fairchild’s continued to widen its news coverage. LINKED to business news centers even in FACED with a depression, businessmen 


By 1931, Retailing had grown big enough to be taken away from its 1981, Fairchild’s Wire Room was equipped needed trade news. Fairchild presses and 
parent publication, to start out on its own as a separate weekly. to handle the extra load of a new weekly. trucks continued to roll during 193], - 
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Cross section of 2 connecting buildings, 
shening may ofthe departments whose 
combined efforts produce and service 
the Fairchild business publications. 
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1,150 EMPLOYEES STAFF FAIRCHILD’S COMPLETE TWO-BUILDING NEW YORK PUBLISHING PLANT, HEADQUARTERS FOR A WORLD-WIDE NEWS NETWORK. 


From a Horse and Buggy to a Two 


The Fairchild publications are housed in a modern two-building p!. nt on 
East 12th Street in New York City. The new 12-story Fairchild Bu \ing, 
linked by a break-through with the 6-story building occupied by Fair- 
child’s since 1917, was completed in 1948 . . . gives Fairchild’s New \ ork 
headquarters a total of 175,000 square feet of space. The men and woinen 
who work here have every news-gathering facility available to them in 
these 16 floors of publishing activity. The complete publishing oper ‘ion 
is carried on here . . . from the first word of a news story to the actual 
printing of the papers right on the premises. Trade information and ideas 
move uninterruptedly from Fairchild’s world-wide offices and coire- 
spondents to this New York business news center. 


Serving industries with annual sales of $94 billion, Fairchild’s publishes: 


$ DAILIES, 2 WEEKLIES AND A TWICE-MONTHLY MAGAZINE TOP LIST OF FAIRCHILD PUBLICATIONS. NEWSPAPERS ARE PRINTED RIGHT AT N. Y. PLANT, 


ONR — DAILY NEWS RECORD 
FM — FOOTWEAR NEWS 
MW — MEN'S WEAR 
RD — RETAILING DAILY 
SN — SUPERMARKET NEWS 
WWD — WOMEN'S WEAR DAILY 


ze 
ae he 


} ee 


- Building New York Publishing Plant 


RETAILING DAILY, the only daily business newspaper serving the home 
goods industries; WOMEN’S WEAR DAILY, the only daily business news- 
paper serving the women’s and children’s apparel, accessories and textiles 
industries; DAILY NEWS RECORD, the only daily business newspaper 
serving retailers and manufacturers of textiles, domestics and men’s and 
boys’ wear; FOOTWEAR NEWS, the only weekly business newspaper 
serving the footwear industry; SUPERMARKET NEWS, the only weekly 
business newspaper serving the food industry; MEN'S WEAR, the only 
twice-monthly magazine serving the men’s wear industry. PLUS .. . 
15 Blue Book Trade Directories, the Fairchild Mailing Lists, Fairchild’s 
Financial Manual and Fairchild Business Books. And—slated for early 
'57— a weekly newspaper for the electronic industry, ELECTRONIC NEWS. 
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LOUIS GOODENOUGH, Retailing Daily's well-known Editor, 
celebrates his 25th anniversary with the paper this year. He 
helped to get out the first issue in 1931 . . . became editor in 1941. * 


8-WOMAN fashion team, the largest fashion staff of any 
home goods business paper, checks layouts with artist Arthur 
Norgren. Fashion Editor Madeline Monroe is at the center. 
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ART WORK for Retailing discussed by Ermina Stimson, Fair- 
child's News Art Director, Arthur Norgren (standing), Retailing 
Daily’s News Art Director, and Bud Jenkins, art staff member. 


TOP BRASS in Chicago for all Fairchild papers: (left to right) Frank Soltan, ass’t city 
news editor; Edmund Fairchild, Secretary of Fairchild Publications and Midwest Mgr.; 
Ralph Jones, city news editor; George Barzen, office mgr.; Jim Baskin, feature writer. 
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1,000 HEADLINES a week are written at Retailing Daily's Copy Desk by staff of 9, headed 
by Jim Antone (phoning). In addition, this staff also edits copy, checks placement and 
appearance of stories. Isadore Barmash (standing) is Chief of all Fairchild Copy Desks. 
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CHICAGO STAFF represents the largest group of Retailing 
specialists outside of New York. 8 reporters plus 2 Fairchild 
photographers cover the home goods scene from Chicago. 


400,000 WORDS a week are transmitted over Fairchild’s world-wide communications network. 
A direct wire system connects New York with 18 cities. TWX and Western Union in the U. S. 
and five cable and wireless services abroad keep Fairchild’s Wire Room humming with news. 


| Retailing Daily News Deadlines Are Met 
Every 24 Hours by the World’s Largest rales i 
Home Furnishings Business News Staff ma < 


; WEST COAST Director, Harry T. Martindale (seated, 

right), meets with Don Pratt, West Coast News Director 

In 1955, Retailing Daily published 5,440 pages of home goods news. To do this (standing, center), and Retailing Daily's staff members. 

monumental job took a team of news experts, well versed in home goods affairs, 

working together smoothly and efficiently, applying the highest standards of 

newspaper journalism. It took 60 Retailing reporters and editors, 368 Fairchild 

correspondents in the United States and 50 contributors from abroad. Hand in 

hand with this remarkable reportorial force goes Retailing’s artists and photog- 

raphers, its all-important Copy Desk, and the Wire Room, the core of Fairchild’s 
vast wire system. 


< 


These are the people that dig and write and edit. They know how to meet the 
news needs of Retailing Daily readers in nine different home goods fields . . . 
people who must have complete trade news just as fast as a daily newspaper can 
give it to them. Retailing’s entire staff is geared to the fast-paced tempo of the 
industries it covers. It tracks down vital trade news and whips it into shape for 
publication at a record rate. It publishes more home goods news than any other 
business paper. Winding up 1955 with a whopping total of 96,266 news stories, 
Retailing’s competent news crew could take a well-deserved bow. 


8 PHOTOGRAPHERS, headed by Ernest Barbieri (right), 
work out of N. Y. studio, average 50 pictures a week for 
Retailing alone . . . double that figure during a market. 


MARKET EDITORS’ POW-WOW SETS PACE FOR FUTURE ISSUES. MEN HEADING UP RETAILING MARKET SECTIONS POOL THEIR IDEAS AT DAILY SESSION. 
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368 Correspondents Blanket The Nation for Complete Industry-Wide News 


Fairchild Publications’ 368 United States Correspondents are Located in these Cities: 


Sacramento, 
Santa Anna, Santa Barbera, Santa Rosa, Vailejo 
COLORADO: Colorado Springs, Denver (3), Pueblo 


CONNECTICUT: Bridgeport, Hartford (2), Middletown, New Haven, Norwalk, 
Rockville, Stamford, Waterbury 


DELAWARE: Dover, Wilmington 


FLORIDA: Daytona Beach, Jacksonville, Lakeland, Miami, Orlando, Paim 
Beach, Pensacola, Tallahasse, Tampa 


GEORGIA: Athens, Atlanta, Auguste, Columbus, Dalton, Gainesville, La 
Grange, Macon, Rome, Savannah, Tifton 


1DANO: Boise (2), Twin Falls 
TLLINOIS: Crampaign, Danville, Decatur, Peoria (2), Rockford (2), Rock Island 


INDIANA: Anderson, Evansville, Fort Wayne, Goshen, Indianapolis (2), La 
Porte, South Bend, Terre Haute 


HOWA: Cedar Rapids, Davenport (2), Des Moines (3), lowa City, Keokuk, 
Manchester, Newton, Sioux City (2) 


KANSAS: Salina, Topeka, Wamego, Wichita 
KENTUCKY: Covington, Frankfort, Lexington, Louisville (2), Paducah 
LOUISIANA; Baton Rouge, Lake Charles, New Orleans, Shreveport 


MAINE: Auburn, Augusta, Bangor, Lewiston, Portland 
MARYLAND: Cumberland, Salisbury 


MASSACHUSETTS: Brockton, Fall River, Fitchburg, Gardner, Haverhill, Law- 
rence (2), Lowell, New Bedford, Newsburyport, Pittsfield, Salem, Springfield, 
Worcester 


Se eee eee 
MINNESOTA: Albert Lea, Duluth, Faribault, Mankato, St. Cloud, St. Paul 
MISSISSIPPI: Greenvilie, Jackson, Meridian, Natchez 
MISSOURI: Jefferson City, Springfield 

MONTANA: Bilings, Butte, Great Falls, Helena 

WEBRASKA: Lincoln, Omaha 


NEVADA: Las Vegas 
NEW HAMPSHIRE: Concord (2), Laconia, Manchester 


NEW JERSEY: Atlantic City (2), Bridgeton, Camden, Elberon, Elizabeth, Hack- 
ensack, Newark, Red Bank, Ridgewood, 5 


NEW MEXICO: Albuquerque (2) 


NEW YORK: Albany, Amsterdam, 
Farmingdale, Glens Falls, Gloversville, 
town, Mineola, Port Chester, Poughkeepsie, 

Syosset, Syracuse, Troy, Utica (2), Wantagh, Wal mill, 
Piains 


NORTH CAROLINA: Albemarle, Ashboro, Asheville, Burlington, Durham, Fay- 
etteville, Forest City, Gastonia, Goldsboro, Greensboro, Greenville, Hender- 
.on, Hickory, High Point, Kannapolis, Kinston, Laurinburg, Leaksville, Lenoir, 
‘anon, Monroe, Morganton, New Bern, Newton, North Wilkesboro, Pinehurst, 
Raleigh (2), Rockingham, Rocky Mount, Salisbury, Sanford, Shelby, States- 
vile, Traphill, Wilson, Winston-Salem 


OMI0: Akron, Cambridge, Canton, Columbus, Dayton, a 
Po cesville, Springfield, Toledo, Youngstown, Zanesvi 


OKLAHOMA: Oklahoma City (2), Tulsa 

C°EGON: Eugene, Klamath Falls, Portland, Salem 

PENNSYLVANIA: Allentown, Altoona, Easton, Erie, Harrisburg, Hazleton, 
rstown, Lancaster, Levittown, McKeesport, Meadville, Norristown, Potts- 

‘cen, Pottsville, Reading (2), Scranton, Wilkes-Barre, York 

RHODE ISLAND: Providence 

SOUTH CAROLINA: Anderson (2), Bennettsville, ay Clemson, Clinton, 

Columbia, Dillon, Greenwood, Lancaster, Myrtie Beach, North Augusta, 

P crens, Rock Hill, Spartanburg (2), Sumter, Timmonsvilie 

SOUTH DAKOTA: Sioux Falls 


TENNESSEE: Chattanooga (2), Elizabethton, Johnson City, Kingsport, Knox- 
ie (2), Memphis (3), Nashville (2) 


TEXAS: Amarillo, Austin, Beaumont, Corpus Christi, Denison, £1 Paso, 
Fort Worth, Galveston, Houston (2), Lubbock, Port Arthur, San Angelo (2), 
San Antonio, Waco (3) 

UTAH: Ogden, Provo, Salt Lake City (2) 

VERMONT: Burlington (2), Rutland 


VIRGINIA: Alexandria, Charlottesville, Danville, Luray, Lynchburg, Martins- 
ville, Norfolk, Portsmouth, Richmond, Roanoke 


WASHINGTON: Spokane, Tacoma, Yakima 

WEST VIRGINIA: Charleston, Clarksburg, Martinsburg, Morgantown, Wheeling 
WISCONS!N: Beloit, Eau Claire, Green Bay, Madison (2), Racine, Wausau 
WYOMING: Casper 


‘ 


26 U.S. Bureau Offices 
Serve as Fairchild’s 
Trade News Centers 


ATLANTA, Georgia 
BALTIMORE, Maryland 
BOSTON, Massachusetts 
CHARLOTTE, North Carolina 
CHICAGO, Iilinois 
CINCINNATI, Ohio 
CLEVELAND, Ohio 

DALLAS, Texas 

DETROIT, Michigan 

GRAND RAPIDS, Michigan 
GREENVILLE, South Carolina 
HIGH PONT, North Carolina 
KANSAS CITY, Missouri 
LOS ANGELES, California 
MILWAUKEE, Wisconsin 
MINNEAPOLIS, Minnesota 
PATERSON, New Jersey 
PHILADELPHIA, Pennsylvania 
PITTSBURGH, Pennsylvania 
PORTLAND, Oregon 
PROVIDENCE, Rhode Island 
ST. LOUIS, Missouri 

SAN FRANCISCO, California 
SEATTLE, Washington 
WASHINGTON, D. C. 
YAKIMA, Washington 
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Fairchild’s Coast-to-Coast Network 
of Business News Specialists Gives 
Readers 48-States News Coverage. 


Every day, from every part of the country, trade news pours into 
Fairchild Publications’ New York headquarters. The people responsible 
for this fast flow of news are Fairchild’s 368 U. S. correspondents plus 
Fairchild office staffers in 26 key cities across the country. 


These men and women wire an average of 2,750 news stories into 
New York headquarters every week. They mail in between 4,000 and 
5,000 stories every week. They phone in innumerable news flashes. 
Through them, Retailing Daily maintains a constant line of communica- 
tion with the home goods industries. 


As an integral part of the world’s largest trade news-gathering organi- 
zation .. . one that ranks with the top five general press associations in 
this country . . . Retailing Daily is equipped to deliver a unique home 
goods business news service. 


od 


WASHINGTON REPORTERS Lloyd Schwartz and Robert Barr (in circle) ment-affairs experts staff Fairchild Publications’ Washington D.C. News 
cover an Eisenhower news conference for the Fairchild papers. 12 govern- Bureau, the largest by far of any business paper in the country. 


who head Fairchild’s 30 complete News Bureaus, 26 


NEWS BUREAU CHIEFS’ recent meeting in New York, run by Fairchild together men 
key United States cities and four of them abroad. 


Publications’ Director of Correspondents, Harriet Mackintosh, brought of them 
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A large contingent of Fairchild 
business news experts, foreign 
news specialists, are stationed 
in 30 countries to give Fairchild 
readers around-the-world news 
coverage. The bureau chiefs 
and correspondents pictured 
below are typical of the men 
and women who cover Fair- 
child’s many foreign outposts. 


Bombay, india Yokohama, Japan Capetown, South Africa 
Baghdad, |19 Singapore, Malaya Johannesburg, South Africa 
Belfast, |re!ond Mexico City, Mexico Madrid, Spain 
Jerusalem, isiae! Wellington, New Zealand Stockholm, Sweden 
Tel Aviv, israe! Karachi, Pakistan Zurich, Switzerland 
Milan, Italy Manila, Philippines Banghok, Thailand 
Rome, Italy San juan, Puerto Rico Perth, West Australia 
por . REPRESENT crries WHERE FOREIGN CORRESPONDENTS ARE LOCATED 


RIO DE JANEIRO, Correspondent D. G. Coimbra STOCKHOLM, Correspondent Mrs. Madge P. Mandix TEL AVIV, Correspondent Dr. E. Justic 
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666 COPIES of Retailing Daily were printed one 
minute after Vice-President and Treasurer Edgar 
W. B. Fairchild pushed the starter of Fairchild’s 
giant new press on December 3, 1951. New 225- 
ton unit, costing $600,000, enabled Fairchild’s to 
cut printing time in half for all its newspapers. 


1 OF 200 Composing Room printers assembles type as Horace Therien (left). 


Mechanical Superintendent, looks on. This is where type is set and proof-read, 
where both type and engravings are assembled and made ready for presses. 


750 COLUMNS of news and ads a day are set by Fairchild’s linotype and inter- 
_ type machine operators. These 65 men form a vital step between the reporter's 
—and ad-man’s—typewriter and the final printed product in a Fairchild paper. 


40 PROOFREADERS in Fairchild’s Composing Room double-check on every line 
of type set for every Fairchild newspaper. They give the “OK” on all news and 
advertising material before it is assembled and sent down to the press room. 


Skilled Technicians Keep Feeding a 
666-Newspapers-Per-Minute Press 


The wheels of newspaper production move swiftly at Fair- 
child’s. Type-setters, proof-readers, compositors and pressmen 
keep pace with the pressures of daily newspaper publishing. 


Fairchild’s entire type-setting and assembling operation takes 
place in one of the largest newspaper con:posing rooms in the 
country. Here three shifts a day work around the clock, getting 
an average of 150 pages a day ready for the press room. There, 
Fairchild’s giant press takes over. On heavy load days, it -will 
print as many as 159,000 papers. A 96-page paper can be 
printed at the rate of 10 a second. A typical Retailing Daily 
market issue will run up to 380 pages. 


These figures throw considerable light on Fairchild’s reputation 
as the nation’s top producer of business newspapers. Its on-the- 


_ premises printing facilities, shared every day by Retailing Daily, 


are rated among the best in the country. 


10 PAPERS a second are printed on Fairchild’s 6-unit modern Scott press. 
This press prints more copies than 96% of the country’s consumer 
newspapers, with an average press run of 125,000 newspapers a day 
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NEWSPRINT TRUCK, greeted by Milton Conboy, Fairchild’s Purchasing Agent. pulls up to 
Fairchild’s New York publishing plant for regular delivery. These giant rc''s of raw paper ‘1 ' 
offer some idea of what it takes in newsprint to feed Fairchild’s huge 6-111! printing press a = 
MAILERS stamp 107,000 papers a day, wrap 18,000. Conveyor 
belt system speeds papers from press room to mailers. Between 
60 and 75 men are required to handle special Retailing issues. 


Publishing Mechanics Are in Full Swing | | 
Converting Newsprint to Newspapers 


The big doors roll up and another Fairchild truck heads out of the building, 
crammed with bundles of fresh-off-the-press newspapers... stamped, wrapped, 
ready for nation-wide distribution. A score of mechanical steps have made 
this trip possible. From the moment when those same doors open to receive 
tons of raw newsprint, to the time when that newsprint is consumed by the 
Fairchild press and the mail trucks carry away the printed product, a tre- 
mendous operation is in full swing. Printers, pressmen, mailers and truckmen 
are all part of a well-coordinated team that moves at high-speed efficiency 
every day .. . handling as-many as 56,000 copies of a Retailing Daily market 
issue smoothly and speedily. 


MAIL CHUTES carry Fairchild papers to delivery trucks, waiting 
to whisk hundreds of thousands of hot-off-the-press copies to 
the Post Office. Five to ten trucks are needed every day. 


AD COPY, cuts, proofs clear through Publication Dept., handling 


MAKE-UP EXPERTS, headed by Vincent Neefus, are responsible for positioning of all display 
we ~~ - an average of 1,600 complete ads a week. George Schery, 


ads. They are experienced at laying out each day’s papers, filling advertising and news needs. , : , _ 
Chester Suika (back to camera), Retailing make-up man, checks dummy with Mr. Neefus. Dept. Manager, is at right, with Tom Carr, Retailing specialist. 


Ads Get Fast, Accurate, Triple-Play from 
Make-Up, Publication and Production Depts. 


The Make-Up Department: Keeping a dozen requirements in mind, such as 
Retailing’s nine classifications, advertisers’ guaranteed positions, news staff 
space demands, etc., the make-up men are adept at making up papers—and 
beating deadlines with last-minute emergency changes. Publication Depart- 
ment: The vast amount of advertising material that comes in calls for a 
24-hour work schedule. A Retailing Daily market week inevitably finds this 
department handling about 2,200 complete ads a week . . . double the normal 
amount. Production Department: This crew follows through with Publica- ENGRAVINGS for both news and advertising, averaging 160 
tion’s (and News Department's) orders for engravings . . . can handle, in daily, are handled by Production, headed by Bill Humbach. 
emergencies, a day’s worth in as few as two hours. News cuts can be ordered up to within 3 hours of press time. 


et Tt Gh th ee, et el ge 
me arabedd SS. Hee Ted ae! pole ea oe hoe A pa 
ae Matin “ be Eee ee ‘ah, lee eee 5 Cie 
re Cera 3 o ! o e tae ae ot i Bens eh ges) OF 5 oes: eS Se i ee Pe a oe Nein e- 7, eo 
qatar Be ers 5 a ipl eo. ee Ro em! ee ret oe Br: re aes. 
og Bese ssiiitainiimieiiees signee iia 5 en ee 
big ae 2 ae 
PN te 

nS ee 

am apt eb 

Se id 
orn. eee f 
aa opts : j 
ai ne : ; ' 
1 ee Tria eee aN a. 
ds a oa ee ) 
© sa eG ip eee ore . i 
eh a Gee & . > . ae i 
A Eee 1 inte es * ee . = ra " 

Ve Re x Beat: s ee i : | 
De tee ee , oa Se. cc 
See ae te J - = a en a ‘a Me 

ame! ji Posehn * @ Eee we ED 
Re id tee ae ; ls 2 ae 
ae ae ae fe ay wer oe Oy 
7s ae ran ee Ep oie : : fae als | 

i ee = ilo ES ee an. PS : pate < , ; 

oo Sa f 60S tee ed Se joe ae an wa. Sie »4 a tM at eo a Px 2, ' 5 
rs poh & i i ane y ee, ag) : Syl ee! ca - 2 ae a ; 

sisters ss er se ee. | Se ® ee ae eee ae: : 
co Rola cs) oe a a — ) 
OY vag a Tt a re i cee oa : eed Sy ' 4 ; ge Tk od i 

ae a por a ee a . a ‘a : a nfo ; . = i 
es ee Per it St re. a a oo eee ; ee : 

ae ple ne 2 oe A ‘ e a —— ll : ’ -_ ee | ‘a 
ese f a Oe i aes ~= \, iS { ae | ft 
Sed ‘ OS a ef es oe += Sy tw Ny | 

a a TOE ea pes ee 8 il . = : 7 ' 
Syl “a Ri’ — =  & '¥ 
7 Sage eS a eee tm _ . (3 pe - 4 , 
3 ae a — F.! ee eee - — SS : , ( 
v Ss . Ge b i a . ae ibe Be as . ia: ae ee a gonna ee ——... ts } 
pe af™ a oe . Ane ; : ‘ - : 

; aes? wa iy 2 , 3 ' Reems > pa ; ' 
Op a pre enne J ; , a ene ; 
a a ——e —— — — - a SS 

2 a es , . ag . ete ow < Se Re ke. Bar rai se on . 

es EBA Se ' “ : _— ep Ee et ae a 

as “ea — .) ; ne. a a ee sre se a 

Be! : Ze \ : %! ae oe si ‘ a 1 oe Sea ‘i z " 
2 a N Fae ee ae r | 
Nyt ST eas ee et Pie) > as ; ‘ 
eae . a ee oe } 
ae a a 
A ee 

ot fle 
Yi be ib 4 
OS oe ay 
yp) 2a 
4' 4e De 
Paes ‘{ 
MS a 
NY y 
Si pt 
Bh i: i a ; 
nt pL eo 
<i e y 
Ae ay. a 
Ne, Ree 
OR 
eee ee , 
Whos 
Et 
ee 
peace! |) 
ee: vi ae” 

Be ecco hi = ie ee — 

ioe 2 Ries SS ae fs fa naan » aa Lae ae io sah i 

ae i. con sa se 

pe ae Me, +" a. 6: coisas eS t ca : " re ‘ mh a = Ms c “ ba ' 
oe ee /  r: lee Os eS er i 
en ee ales ee re “ae ae Beene te ee } , 
fn 4 a ee Soe eae * be A - { 
SF ee ae eee = . ‘ es =e it on. } 
; ae hi “oil See ie al " a Peon. oe oe: | 

fs - ey us Sites eae oa - Pe. J oc Via "Fea - 

Bee! Sui orgs ey, 26 = a \ 
/ +s ip Sais en *, a ae ( 
Ca Oo ge ine” le ' 
aries ‘ : ie ae Le 
Riese |! Y - 8 ales k eee 
>. foe a: ae i 
ed eae ; “ Bee? 2 é 
og “, Yah ea Sg es 

es (Tie ~ za ae Ya Ju 3s ee oe Op ae 

ae Rae es = Ss ee oe ie ae See Scat , 
ens NE — Pe ee 
Mle : ; ie even ok: kil Baa Ee a me 
: ea a | EOE oe cee Soe ee 
+2 oe > FS, Uae Wy. aoa 
ahi ae 
" eet oe a [ a * a> E a” ails abe Es i 
Sih: bre a: Ae 4 ide! soot 2s eh A F 
Rae iS teal ea eo’ cca 
yt Ce naa fie Exe og i a Bee eg j 
<a ae oo nnn _ a? 
tee. Behe 43 an “- e ONES tine agate alge fs ‘ 

ee NE : Ja . ; ee : 
Pie i —*s ¢ : 
S eae , | , 
Bai 
i. meets "Ra 
t et ,- 

ts Oa ‘ f ° 
et em ~ 
| “ts % . nrett ; os etn al el a ee 
ATS — : ‘ * : m3 24-4 € te 
woe —.. * - © ad, eel . td galt 
oe, ee pas a . Me oo ee = © . a 
po ee ae ~ - 
eS ee - See se a ee ns 4 ce 
pee se aT ye? pernen a. ae ‘ ou : } ' ‘w 
tee) fa IE woe . ea sa ee 4 
nd | ee Mi | ae re = > . : begs: arn oe peers pt : a 
Smear |) : i a ' iA P - : aetlt siely : a pe Se 5 a eo oo 
en ee Bet te . - a * BS =. ea eae ee a oe 3 
SEATS i ‘ se Fa tea _ fF ind “ e “a he na ae a le — e 
i Oe nt oa ’ a.% a 4 oy = re : See 5 
+ ba el Na we on aa . ‘ ad ei a Se. are 
fae: = = Re ———a Be) 

‘ ag fy eee, “ 7 A ee Be a eh ti Se ms “ i 
"ys ao . 1 be ; - a ge: : 
ae: me, othe: “ 5 ye i 7 ee aa | 4 
ot mee an ; & , : mene : 
Ee | Aer Atle aa ee ee 4 
s 5 Se ae bd ic oy ‘e ( ‘ Ss J 3 ,* ag 

patie oe ee “ ' : ’ ‘ ‘3 ‘ 
oe — | Diss a oe a) eV 
up MEE a . am pea — aa : . € - 
one Pade A x, ee = a £ *“ a ; « 4 
, SA, 3 < - ia a: a Les a 4 d , g * 
ea) ae : : in ; ee. =o : 

Fee ree, “ P ves ‘ : eR “a a Beate F Bee ~ - ¢ 

eae: <3)" Sif als bs eee —— \ é o- x. 

ae Bae. he “ * eid. eee Neer t ~~ - ao : 
he ee St ee oo Bi) ert ee A mes “PAE 

a Rae s. ios ways Steen 3 2% Bie ae hae Rees pS us ] . mn Pr: 2 Pt 
“ete og Sa eee OE a ig ‘ optaaiee as E s 3 ; . ? ae ’ 

ve ee NAC We ge = 4 a Be ls Sa re Cee 4 . 4 Sh nit . r 
“eee ‘ See ee F E Zan! Ba efi ee ere i -~ bo oe 

ee Sis ik 3 Per ay) 5 7 + Oe ; . ( fe - oe ah 

er te Pes: dpa a ar :7 . * * ae ‘S ae Np, oe : pi ee . . eee ae Ey, 5 > 
Cary mee? Pi. it ag am » rer i a a a : . a" A ah memati 

ig wis bh: ae oe tae Oe eee he ie a ; eae Wa Bp 5 ; ; ee soe ae , -_ agin’: : 
oe epee Ro eis : tg = ——_ 
Sy r . - eS a Se ere cat) Cains aa ae ae ‘ee : 
Napa : : =e pee, oe ae 3 
Par se. a he * 

ff pie 

oe. aie 

en mo Ht 

et 

na ths 

Ake ai 

a es 

ed Me +, 

ag — 

Pemei } ’ 1 

: ens se | 

ee ele os r 

’ e 

“aie = al : 

a 

ney ee 

ee * > . al s af. _ 
aan ts ry : = . s 
ie an é 4 oe — ~~ Bes. re 
Sree) ; ee i 
Pepe: a ital x . i 
Ng v aa a bat . ie 

pp ETS : ‘. F * Me te, ¢ : 
ae . ‘4 a! : 

Bie! my a 
- ge ae ; — = 

‘ we = 

f Ar 
Me ale) | 
Rigs 
4 fd 
(4 Dee 

PS 
Bh ais” Ji 
ght 
fig } 
ao ais ' 
ee < 
oe 
; ay 
ia i 
ye 
Set 


-~ 


RACING THE CLOCK to file show stories before deadline, 
Retailing Daily's housewares reporters type up the day’s 
news in Retailing’s space at the Chicago Housewares Show. 


SPEEDING market news to New York headquarters by di- 
rect wire, teletype operator in a Retailing Daily news cen- 
ter transmits stories to New York as fast as they're written. 


Markets Get Unmatched News Coverage 
By Top, On-the-Spot Retailing Newsmen 


A staff of home goods experts moves through market crowds swiftly and 
surely, tracking down vital business news, reporting that news as fast as it 
happens. The minute a market opens, members of this staff—reporters, 
editors, artists, photographers--fan out over the entire market scene. 


At the mid-west home furnishings markets, for example, 13 reporters and 
editors, flown from New York, join forces with the full Chicago staff to comb 
the market minutely for vital information. On-the-spot artists contribute 
about 100 sketches during a market. And Retailing’s staff photographers 
take, process—and rush to the airport—between 25 and 30 pictures a day. 
The results of all of this news-gathering activity were plainly visible during a 
recent three-week market period, when Retailing Daily published a total of 
800 pages of news. 


Every major home goods trade event in the country receives the same com- 
plete news coverage from these members of the hard-working press. 


. iets h Siw hee ie ‘4 


PHONING IN important stories to New York, on-the-spot newsmen L. F. Jessup (left) 
in Grand Rapids and A. W. Stamey (right) in High Point dictate directly from the 
markets they cover.Cindy Schechter in the New York newsroom is on the receiving end. 
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FAIRCHILD’S CIRCULATION DEPARTMENT, WHERE A CLERICAL STAFF O 


Retailing Circulation Climbs Steadily | 
Extra Thousands Delivered Daily in 


CIRCULATION DIRECTOR Henry Zwirner, observes Retailing Daily's circulation 
climb over the last 16 years. December, 1955 ABC report showed Retailing’s total 
paid circulation had soared to a record-breaking 38,413, a 519% increase over 1939. 


In 3,000 cities across the nation, 38,413 paid subscribers pick up 
their copies of Retailing Daily every day, thanks to the efforts of 
Fairchild Publications’ Circulation Department staff. This is 
where all new subscriptions are processed . . . where Retailing’s 
renewal rate of 71.69% (the highest voluntary renewal rate of 
any home goods business publication — and at the highest sub- 
scription price!) is translated into thousands of renewal orders. 


Over one and a half million dollars pour into this busy circula- 
tion center every year from Fairchild subscribers around the 
world. Of this, $325,717 is received from Retailing Daily sub- 
scribers . . . a figure that tops the total annual subscription 
income of all the other home goods papers combined. 


Retailing Daily’s regular mail subscriptions are just part of Cir- 
culation’s giant operation. In all, 220,000 Fairchild subscriptions 
are handled annually. 27 steps are taken to fulfill a paid sub- 
scription order . . . and 54 to fulfill a credit order. 


Aside from this “routine” operation, one of the biggest jobs 


HOME GOODS DEALER Benjamin Kaye, President of Liberty Music Shops in 
New York, has Retailing subscription renewed by Irving Weiss (left), member of 
Fairchild’s 39-man circulation sales force covering U. S. for all Fairchild papers. 


CIRCULATION PROMOTION experts, Carol Silverberg, Fairchild’s Circulation HOTEL BELLHOPS distribute Retailing Daily to 11,000 hotel rooms in 10 
Promotion Manager, and Bill Harvey, staff artist, discuss layout for one of 4 million Chicago hotels receiving Retailing’s famous every-room, before-breakfast 
mailing pieces sent out a year to prospective subscribers for all Fairchild papers. distribution for 5 market days. 31 other hotels get daily lobby distribution. 
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N IS EXCEEDED ONLY BY 4% OF THE NATION'S NEWSPAPERS. o 


‘@ to Hit 38,413 Paid Subscriptions; 
18 Unique Distribution at Market-Times 


tackled by this department is distribution of Retailing at all 
major home goods markets in the country. Almost 2 million 
copies of Retailing have been distributed at the semi-annual 
Chicago market alone since this power-driven plan was put 
into effect right after World War II. 


Today, at this same market, thousands of extra copies of Retailing 
are put on trains and planes heading out to Chicago (more than 
20 tons of Retailing are moved in four nights’ air flights); 11,000 
more are delivered to 11,000 rooms in 10 Chicago hotels for five a 
days straight; thousands more receive lobby distribution in 31 MARKET-BOUND PASSENGERS board plane with Retailing’s opening-day mar- 
additional hotels and in key traffic spots in all market build- ket issue ready for en route reading. 4,000 copies of these issues are distributed on 
ings. With Retailing’s regular national circulation combined 7 airlines’ 232 flights to Chicago from 33 cities on week-end before markets open. 
with this remarkable market distribution, one Retailing mar- 
ket issue is read by no less than 133,000 readers. This market 
saturation is repeated in market-places from coast to coast. It is 
a tribute to circulation chief Henry Zwirner and his staff that 
at every big home goods market, every Retailing reader gets his 
daily copy of on-the-spot market news, right at the market itself. 


WESTERN UNION boys get set to deliver copies of Retailing’s opening-day CHICAGO NEWSHAWKER offers home goods people current copy of Retailing 
market issue on one of 87 trains—run by 11 railroad lines—leaving the - Daily. This is one of 210 stands in 30 cities around the country that carry the Fair- 
nation’s key cities for Chicago on the week-end before the markets open. child newspapers. These newsstands are strategically located in key market areas. 
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CELEBRATING a quarter-of-a-century association, R. P. Gravely, Jr. (left), anniversary. R. P. Gravely, Sr. (top, right) and R. L. Ficks (bottom right), 
President, Gravely Novelty Furniture Co., one of Retailing’s first advertisers, President, Ficks-Reed Co., were the original advertisers in Retailing’s 
and L. E. Williams, Retailing Advertising Director, toast Retailing’s 25th first issue. Both of these companies still advertise in Retailing Daily. 


Retailing’s 25-Year Advertising History Shows 4,540% Gain Since ’31 


Retailing has come a long way from the depression days of over the years, built a well-knit sales organization. An experi- 
1931 when it first set foot in the business paper world. In that enced team of selling experts, backed up by their home offices, 
fear-ridden year, the brave new Retailing ran 185,617 lines of has helped Retailing reach and maintain its No. 1 position. 


advertising. 25 years later, Retailing is well on its way to : : aes . ” 
breaking the 9-million-line mark. In 1931, one salesman han- On this ro peg sss Pl ames or sie 
dled all of Retailing’s advertising. Today, 13 men, with a total “ end poe tag mpi cbeig i “7 Meech RRR poe ng 
of 210 years of Retailing selling experience, are posted coast : woreg trecsteiegrrs> -reeagueoboes 8s, January, on 
to coast to serve Retailing’s 1,400 advertisers. 50% linage gain since Retailing went daily in 1948; close to 
: 5,000 pages of advertising in the first six months of 1956, the 


The home goods industries have shown tremendous growth in biggest 6 months in history. And all indications are that Retailing 
the past 25 years and the advertising pages of Retailing have will continue to score heavy advertising gains this year . . . reach- 
reflected this constant expansion. To keep pace, Retailing has, ing an all-time advertising high of better than 9 million lines. 


APPROVING performances of Retailing Daily sales staff, L. E. Williams, KEEPING TRACK of over 1,400 advertisers makes Retailing Daily’s Ad- 
Retailing Advertising Director (seated), Ethel Wolf, Assistant Advertis- vertising Department a hub of business activity. All sales clear through 
ing Mgr., and Seymour Douglas, Promotion Mgr., plan future strategy. this New York staff which will be processing over 9 million lines this year. 


MEY: ME Gene Sues cutie rr fet igeigh tare ? Suir mmm “eae Cicer of alee a a 
ve PR STAY ; : mn 
Raat is , 
2) See 
ee 
gh es | eae 
oS ae ; 
ae a . 
3 ie ras: 
Ne — em ae 
aly oe us ee ee & an , — OO : 
pac 2 Po : x ee) od oS So , S - bal 5, a . ie 
eros 2 &, coe a oe a ae ict 7 ae 
Bes hy cae Bs, eae ag ws ; ae ee: s i. ee on 
tet oe ae ‘ aie ae i. ee / j ce gl. a io eae iz 
wie 13 ie ° a “ $5 ‘ F ; oa : ai Re net % rot 
oe ae me 5 eo . : Bee ee Ree ag ina 
= re yor ae or Seg at : age eee Pee UR ame aan aes 
ey? ; ea we * . 7 Sa ee Ee eae ee ae eee ames eee 
ay ae 2 ee) ae ee et ey ie: 
Latin. dS ; Br oa ee 7 : «Tar a : . > = ct coe ee ann ee ae. a kee é 
pee ae Wee raf A ee a Pag ae el ae : 
30 ha a a pr »f oe “a a 
OO ee ae ] Pai ae ‘ . 7 tae 
a fs ee Pine 4 ay) , Psa, ; ¥ 
* ae 3 . — , 7 : 
pegs, oo cee Likes ’ a as: . ; : 5 eg 
AS ae Se Te ——e ig j ; wy 
gs dg ee ' at. ie —- ‘ : = J be “A 
2 ae A ~ wai | “= ‘ re oe 
SENT iy, \ > : ie, E * Pe, & oa . : th 
renee! * : a 7 pe = ca z wl aaa r > % ag 
, pai) Sa om Sa —  : a _ 
She ee a ae : ; : 
aa See ee ae a" aa + — 2 ae “4 
Licey Nee ‘ . a , i _ oa a ff - 
aa ay me fe = ae a Ae 
Hit ae i ae j a a Bere oe _ es 
: gate oe . i i 4 hee j ie 
be ae es as ; ee - Ep yee ates — yt pes: 
eB a? : ill el eS ae ‘ % ey q J 5 a oe “ Pig! 
eae ri Hey ee a oe ff a é gs ieee ae ee ee mat 
oS aoe f Sp ay a a <a PER ALS 
Sa ee —- rae ee : etl = Pe ot , 7 a - , ae t ot 
el D * 7 ¢" 1. 2 ca “1 re Ps a ) : 
SS. 7 i cee an ' - y oe . “i eee.“ ae , 1 > eee Fa 
‘, om lhe ; - er. Seer aS . oe 
Row Pag. + a we ne = - a % 
Pe at hee 5 x f Cee nae Br: ts ee a: 7 aa 
Soy Sod ee aoe et oe are a : - ‘ . 4 dy 
re ae & | . a — 4» + 
Boa A *- digealad all —_ eo a Ef incerta 
ae —_— ze) ae et bea 
8 a SOR Fe r i. pa Me - iy . Pet 
WEG teetee a “a v or — r 7. eee tee amgee : s 
ys ee si ‘ ee — oS ‘ ae = 
> ed : ; a a — 2. ae 
. wate “tise | y ; ee c a ms ae. a 
lay Galina wo Ber e gl Pe eee: = a 7 pees i), See . 
ae wei —— —  - ae Oe 
ot a ae ae oe By ; BAS oa eee 3 
> So ate 2 og ad fe, ) & a a ies ' i ae - 
a ae ll | en 3 
‘5 EO a Say eee eee Se oe ee A ae Ne - ae 7 
Aare li a SS ee ie Bee ae eo et ee ae a 
tet Ga, 94 9 rr a rie mee (ita — oo See eg 34 ee ae i a OS a ; o 
ek | Sone aie Samana es ae. ag ie. et ae = ee ee 4 4 
Ps ar HBe Sars Le meet, é ny ee tee \ ‘i a. ee ee eee a | le , 4 g 
: i tein’ ‘se : oe sab i ere age ¢ ae oe a ‘ ee eee * = as “a vt ma fay ae ea 4 
es! eda) : : s ‘ : le © eine. ; ; 
"ot ee ne mr 2 ¥ F ee ell le 4 ae eee ee A . : : 
‘ ee > j e ; ie ie eee gid ee oe a eae a ee 4 4 
earn casts Sage Nyre > 720 is : : i ee eS at}, Sf ier. p - 
Fé PA | yw eo oy in f 1 _ _  . a pe aac i Di s : 
Aen stone | P ea =" . i : * a He gee vets 
ae al ra Wap | i ae ae 7 
io ~ ee Se. 2 ™ OS ie aa | rs 
ima ish: ae a > + Pn. y ie ae er 
ae ee ee ce ~ Us a at ~ ' =) eee a ale bi 
ae ae ys t Me . eaical _ sy i i ben , ee Pets aa a. ae i: 
a ce ; : “ oone se —— i Be ei. ors. “ae a 
i q i c " 2 a, va 5 aT eee) “- 
Re ce “ SS). ‘ aes os ae aoe im 
ae, Ae » CN re ag ai wee Sete <2. fe . 
Basar as fu: . ee oe” ae a Pas . ae , fot . 
ate aa ‘ — i : " ES ‘. “ ae 
a ae al ty : 
eect * Sas i Fi ey ‘ : : eee $4) es 
“ah De he ¢ ven x , i HES fi * oo . 5 , 
Se eee 
Fae thee ee 
ON NS Sa 
RS a 
Ret a 
ae hg 9 
fst ed 
bc Te 
ee im cad, ; 
yee (ale 
en ~ 
<5 ae 
Pa ERS 
Rea yee 
A, oe 
SR 
i le Oh 
eh ; 
mp oe 
a pee 4 
ames 
SS ser 
ee i 3 
te 
Rete at cs > 
me “1 ie 
he “eg * Sebi! 
ee a ee me . 
Sever. 
Lean 
he eRe > 
PA hae 
ra Ah . . 
3 il ae 
RAS ST, Ae 
ae po ie ie 
OT ee ST ae 
Bee 
a eee 
opie te ae 
oer hye 
St ae 
yeu os 
; eal Blige 
Peas. 
Ay et 
re eat 
Ye ye 
* et? oe ae 
te pe Be Mii oe 
nee) 
Pecan er, 
Te es 
‘Cia Dn ee ee : 2 ~ go ammaeapacamean : ? 
2 vor See ek wis ne : oe DRS Ga ee . 2 a < ~— ao TE ae ae A ma 
Reta he hes ‘ -e >~ pes * een : M . 
ee, Ol see iss ~~ rd ' * —_ ot ate “ % 
i oe a aes, oe a ‘ “ ee 
ee: Soe : i . : ge ee, ee — 
ees a td the is R ! ee aes - 
ae aR as eS Be « = st = 
i ‘ | apg = 
Sy, ole > of = ~ ; ar ' Cece yy 4 
oes gee ae! . ge a a tee 
phe a ~ pa + 2 . io : aa = me pase = Pert: e-% 
eis Sau: x ; a » arate —_ é ee PY 5 
ee oe eed ~ i" F é iii ~~ 
ee bs: a | 2 ae —— : 
+ -. : scat , wie, CPi, : : ed i ria > o— —— ; 
4. a é a. > aa : ' 
Bie: id ¥ ee: i ‘ a ee j : es - : ; 
ff Fe % ee Ws a Sas ee a . . ' g “4 hens 
Ky tg 2 ¥ ‘ : ieee - = Se oe % : : 5 F 
i Se . o> a oS ae a: Eee Hes! ‘ ee . ° Py 
i mpetean og | a Aa, oa ag oe nf #3 S > ~ } 
<p ae ats A i ae i ae ie te, ne . - - 
Be ete ee eS eo So) ; y E m 6.34 , Y 2 meet 
(car or a . ( ee. BSF ey a a a & a ae ie fee! Ea a PE wee 2 ¥ fe: . ne ae * seify = 
J aa) ae Ce : ies i) a ae ae e as eee a 2, =a gaatet eet =e ates a 
Moti & 4 : ite i <5 ‘an cae eae Bray ae < — a = a — ee j : i ¥ ts en baal ae 
As he % : ee car — el Se = a ‘ 
ae ae ae oh Saar re ae. Ce a oe ae sae = =| oe 
pater he , 7 ea 7 2 a. : ioe Sn ie i oc i nee ie 
nave Ws , a? en a es hae # i a, a ae z E ve tae a + 
oy: OT" ee ot 3 ae a «+ Sd aie: ae i = comer 2 le a Rite ee Ee 
ety a oe ‘ioe eee a »ii?.. = 
SS 4 A ee “i ae ee e =e oo Serr : ; fee ea | Ok ee eee vie 
eth: : es ry te a pI poner pe a ae i ie. cf ete! a AF 
r iene x ¢ yy sree ia y i ee "Sle Tae hel ae B90, A, ho un si x | “4 ate ay 
ee o ee ae et oe ———— ‘ ec a . Se A ar ie ec be: 4 
ee ai a Sl ( we ae - Beas i = 
Se al ROC r 4 Te De) en See Pe ee As OR ie a a aa ae 
Piel i ap ei ‘< . |, ee a _ <@ { — .. 4 ce MER ree ek eh a? > a 
be Jaa”) i = Mohs Ss eS a j oi ie ead oar es ne d 
oe ~ > ee. ene s ate ss a ao SAL Mn meng OF sk > oe i a ee — 
. UD Me ae s i ge # a 
uy Pal sara 
Sys OO ae 
ae | . 
Wy Sa ae 
<3 ye 
ned pe eae dhe 
See 
so ge aa 
"eee an “ls, 
| age 
pie i yee 
Vg Se 
(ieee 
Pra a «Se: 
fa) a 6 i 


Retailing Daily Sales Representatives 


aA 


JOHN BRONIS, 
Midwest 


y 


HERB NELSON, 
Midwest 


at 
MORRIS A. DAVIS, 
New York & Eastern States 


MARTIN P. ROSENBLUM, 


4 : j New York & Eastern States 
CHECKING LAYOUT of one of the many ads done by 10-man Service Dept. 
for Retailing’s advertisers without agencies are Joe Tiritter (standing), : 
Service Director, John Jarvie (right), Art Director, and salesman Segel. 


3 LEE HACKLER, ; 
, Pacific Coast 


FRED ROWE, 
t: : Southwest 2 
. ’ 


HARVEY HARRIS, 
New York & Southern States 


a 


HAMILTON HERTZ, 
New York & Eastern States 


MILTON L. SEGEL, ts 
New York & Eastern States 


TAKING AN AD, Miriam W. Tully, Classified Advertising Manager, stands 
at main-floor counter where staff of 16 accepts classified ads for all the 
Fairchild papers every day. Average of 140,000 ads are run every year. 


i 


LARRY STEIN, 
Midwest 


ROBERT E. KLEIN, 
Midwest 


RUSS WARD, 
New York & Eastern States 


WORKING OUT mailing piece, Seymour Douglas, Promotion Manager 
(standing), and Leo Kaye, Promotion Art Director, discuss layout. Every 
year, they turn out over 250 mailing pieces, 500 ads, numerous selling tools. 


JOSEPH V. LASKY, a 
New York & Eastern States 
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Behind-the-Scenes Depts. 
Servicing the Fairchil Papers 


COSTUME LIBRARY: Unique, large, rare collection of books 
on fashions, fabrics and technological processes; almost 3,000 
scrapbooks on the history of costume, textiles, home goods. 


RESEARCH: Clarence Judd, Director, and Audrey Schipper, PUBLICITY: Kathryn Nick, Director, reports that in 1955, 
Ass’t Director, supervise vast statistical files, market anal- 2,155 Fairchild news releases were used by consumer news- 
yses and trade surveys for Fairchild news and ad staffs. papers, magazines and radio stations throughout the country. 


‘ es vol (tee, 
PERSONNEL: Wight Martindale (center), Personnel Di- ACCOUNTING: Robert Tallon, Chief Accountant, checks 
rector, and assistant Mary Vogel keep in close touch important figures. Payroll, daily space billing, all incoming 
with 1,650 employees, interview prospective Fairchildren. and outgoing funds are cleared through this department. 


MORGUE: Directed by Leonore Tully, Morgue staff filed INQUIRY: Over 30,000 reader requests are answered an- 
over 30,000 photos and 9,000 cuts in 1955, now has on file nually from Inquiry’s files on merchandise resources, trade 
620,000 trade biographies, over 1 million news clippings. shows, etc. Brand name file contains almost 100,000 names. 


READERS DEPT.: A running file of 109 newspapers and 162 INDEX: Maude Hollywood (left) assigns work to Retail- 
magazines is maintained for all departments. Staff checks pa- ing’s Index, recording 1,900 stories weekly. In 1955, they in- 
pers for pertinent news and ads; circulates all publications. dexed 96,266 Retailing stories, answered 11,000 inquiries. 
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A Message From |. W. Fairchild, 


Since Retailing’s first issue in 1931, the newspaper of the home furnishings indus- 
tries has published 3,170 issues. . . and each of them has been an exciting 
experience. 


It has been an exciting experience in which the editors and all the members of 
the staff have realized their responsibility to present all the news . . . completely 
— accurately — impartially. 


It has been an exciting experience to report the growth of the home furnishings 
industries from an annual volume of $4 billion in 1931 to $18% billion in 1955. 


And it has been an exciting experience to record the growth of individual com- 
panies — and of individual men and women — in these industries. Through the 
years, these industries have set new standards of service, comfort and satisfaction 
for 167 million Americans, as well as for countless millions in foreign lands who 
have benefited from products of our home furnishings industries. 


Retailing Daily has sent its news and fashion editors, reporters, photographers 
and artists all over the world to get news and ideas so that all of our home fur- 
nishings industries might be fully and promptly informed. It has also done so with 
its advertising staff, for business paper advertising is business paper news, too. 


Fairchild Publications is grateful to the thousands of men and women who have 
made available the news and ideas of these industries to Retailing Daily's staff. 
We are proud of the position and of the respect Retailing Daily has earned in the 
home furnishings community; we are proud of the esteem in which it is held by 
other publishers. We hope to continue to merit the respect of our industries in 
the years ahead. 


Great progress has been made in the past, and is being made today, to make more 
goods available to more people. The next 25 years should bring a more remark- 
able growth in all ways than did the last 25. There is general agreement that in 
the next 25 years, communication between people and firms in industry will be 
increasingly important. We look forward confidently to the years ahead, pledging 
ourselves to continue to print a complete, accurate and impartial newspaper for 
the home furnishings industries. 

We are dedicated to strive constantly to print a better, more informative news- 
paper each day than on the previous day. We shall continue to welcome sug- 
gestions as to how Retailing Daily may be of more service to more persons. 


\ 


Publishing Retailing Daily in the years ahead will continue to be an exciting 
experience. 


y Wy). Fock AM 


“yt SUR aes oa ¥ be 
; adi 
te om & 
: ae 4 # bat % 
me ae , 3 ~ eh % : 
pt > . 
7 m, ba os ids a a 
oe 5 = get, Gon i % eng ao iz “es 5 r he 2 
ae Ss , 


President of Fairchild Publications 
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America’s home goods industries...while it’s still news! 


eT tae eR eS es ee an A e's j 
Re ee SER eee ae eS i 
ee Be 
pete? oe 
ot Sey ae 
Wa aoe 
ves Shera. th 4 ~ 
i 
Pee 28 he 
Mes 10h 
a ht es 
> 9s ee ae : Rae f et ape) ae ee 
aie nae [a : Ss ee) NE Bae See oe | 
Sea Fi o : D ji aes es ae ae eee. | a Bre, Be igh bela ot, ee ae aay 
~ ea ¢ i 5 ¢ Bt oe ee, a: Sof an fe, ee mes pc: Se ee 2, We € 
yi “Re See ty eRe aa i Reni be to - ed Sea 8 = ee ee ae 
I Aye oa “ Bee Se a ss as. | ie ees ais. are @ 
ee pate / at a Pe io iam i . ee ae ess ee ae on. ee i 
(TS ae E! : ae os Ei Be te os, ics, ae eer eae Sar as 
ar ached pe LT fot bh aa ; = ce ; poet ee Berry | ate Tee nas were pon ‘ 
ta ee ‘raat — £ : a é * Rese i a ee eo a ae eas : 
Bem s. ae Ee % “4a oS a ae Pee ooo bee a 
gota a aa ages oie. oS a ; 3 ‘ Bese Bers: eee ey | ee : 
ppt eee = : p oe : es ae A a ee : 
oe 57 ie a : ae sa 3 ee ae eee ek) Ol ee 
Pemietth. 2D ar): ik ws ar , Siege ; 7 ae | Gas 7 Re ee a 
, aie es ie ya eae ie : es ; 4 ; Re aes ee | ee = 
mg. fla a ae 2 eae fee ee bors fn. Sha 
2 # gee me : Cie , = Pe Ge hoe: ie i cr 
ere Vg yeas SA Aas . We ‘3 2 . # eee ee Sai ea ee es ae a 
ne Lae par en Die ae ai : Re ere _ ame an aoa sea a 
‘— ae “ We tp Sis 4 i aie ES aie! ale oe a ee : peers Waa 3) ina 
ie Rae oe oe > a ie oa ed Be ° eer ee - 
a 535 Pee Stes a = 3 ee ms eee ey > Bae: Mee Pie ee eee te 
S te = : ts at es eee 5 a re » “= ors i“ 
me ee er, ee ea i oe ee = 
ed ie : wes “ Bee a (oe ee. mea eS Cae as a i “a 
C+ 3 Mae ed hes : i REP, Sat Se nS : -) 3 
A atie Souece 5 e ae : aig eae AN eee ar Lge Se. ae Be 
a TK eee : Sane ! Ls BP = ae i eee ee = 
caer? Sneeer ee Fs ; j “es aera fo ak? yd eien, cee : 
Ser dee OO we os e y yi ae a — j es .- = 4 eae | ee) aS eae 
(*; Aaa eat ee ok els : ea : — ae oS aa 22s on Aoeg a haees - 
* Ci Le L J eee i ie ae an ; 5; 2 Se De oi = se ae ‘< 
3 ev. Oa! 4), Whe ay a Go ; ees a a 5 es ele 5 ee ‘y 
ee Pee, NT ‘ . CA ae deg ir sie an ON fone e 
at pes : he, bien a tex vat aS : ia ac : a © 7 pemeremiee e “ah 
SITY eee lone ; : ae : = ie — aa ees 7. - 
ae Ste * , | eas a oe a 
eres pee ot : S ew ee aaa ; j * F Pea... «i in ioe : 
. Nie At : : Ee ea i a = eee Pea cies Se : 
re ee file Caen . ie ais s ig pe re ° ie oh ae KG: ya Ae 
ip ee ee pion ute tat rate a an = © ee Loe a ; " ae 
Oe te he a : i aad: i) pa go .—l—a : ee Sta Soa = 
hee SC See load ie eee eens ee . eke ee a. ae Be 
oS. ~ ae eras a, ae ; , es = Re. eee ve 
hg ae ; pep’ ae . eis 2 age ae. a 
ns ae a 4 ll 
Set iy Re is 4 rae * ee z p35 a 
tg oe me i oe Ag A iS = mi . es ee Ee es : 
xf oN ee a eae! Are € oad = ee ie 6 ae 
ages We ay a ae os Ae . ean eget e. e 
Svan Oe, a a) ; 3 en. == aS ae 
Sy oe Sees oe a aes ee 3 oa oe a ae ne 
5 Nig ¥ ee eS Ae al a . 5 en ae 
NS oe ; Bi oo ; ’ <9 oe =e x 
iS: Cee = c oe? ; —_* ee Bare rong if 
te ae a. ~ ¥ ee at a oy) =a . 
ee tee a com — Pek i eae * ‘ 
pare Ws: ~ / =: : . w- -_- . 7 w ee ae 
reer ft ‘ ¥, ‘ Py er é Joe ne: a ae i , 
A Be } ee ate Go) eee a 
ae »& a a 
iD ees ; : . - i Ca eee. tome 
ays ; . en a» a S Pee aie =? 2 
ate Site ey wou —~ ed ee 8 ene 
a Bee { re -e ourest ee ae “SE ars F 
iy te : , a C aa =. ia oe 1 ee ; 
er” ee eae ee b ~- . ae SV ne eae . 
i es ee r. , rail “a = ee ee eee Ck 
eee ast di ar a. 7, ge : Ee Be 7 
cg FS es Pees : * ne oe 2 eae : : 
he a ; ee em ; —, * : Ree ee 2 
it a. ee sy F gs Pe, ; ~ = ae * A oe eee aa es ‘ 
ee = ae ro _ a S score* ‘ on \_—— ee ore ‘a 
Ct i Sa s. ._ an T | | ie i 2 
Ao Se “ee Sr ; = A 
Mw se iinet ee: ae : =\ re wy t+ Rem eee tag pss 
re eh ee wil exe : : —l CC 
2s Been ge / erty oe £ a . al yor ~ eames Serato! f 5 
Ae ae: | Se a ; ae SO ans a ot a om") —* RS se a al 
ee a x Ae Se ’ ae ‘ —e oA eas ree ee ae es te Pe ae < 
Po iad ae Tos at / S a ary ; ee as ee : 
ee OS hae Rar: take. — Led oe Ne ae Bl, egy eens | Se ae 
SS Re on ae qc” > se & - wn = Stee tee) ete” nee : 
dite, Se nani, Cs tg ae : aes z - m oo es cs Te eaten ¢ H oe 
oN ”) aa ~ = eee oo —<—-s: = on alate eee ° es Shae co ens, 
i ie Eo ee Ve oes ee Oa a = Se, oo: 
rp Rae i i ;) gt poe og a peti ei : 
i aie Pies: cy CaS E ao. 7 
ie ee” Sa Sear Dt ie o = SS ae” ae eo ee : 
ight. on oe “ ian -~ = on ae Se Gr a 
: ele . € - rr ¥ 4 
ee ok: Sein Ae! = aie i % ‘ue — a = 4 Sie . SE ema 
. ee ” ae eae eyaliee i ea ee ye — OS ea ae k nt : Mes aa 9 
fart a yh ee = ieee at oe. widet patio" oe = =. ra _ ee 0 eee 
2 aa Ae mn fh) oe Saree \ watt eee ead 4 oS SS a g 
a ky Were Ee PEA i - e hai e - a keh Rene a 
Let pa ft tee oe ae oe ee = ae — Mes ae nf 
are aes ow ieee x sae ee ———. oe i gs in ee ere) +) nae a ee : Ag . es i She fe : 
4. oe ae a ~~ eT a — ae - ville viet . > ° a a 
os Se ce ee eran .\o soe — 3 — _ 
3 a ae a a 5 are tere FS a — =~  ~— : —. ; 
cS ae a St Oe inn a 2 * “ —- 
SS ae : bee ae = eae ee ee genet Ss - —s ip ge 
kn ee Det eee BESS 7am Be ee Sotto Oe Oo. Eee es : ‘ ee 2 : 
a ee Awe cee oe oe Soe he ~——_—-. , ; : ee hlCUlC——s— : 
pita Ee ae 1 eal i _— og ; . - “ he : eee ree 
were my i a —_ ag > Ss —— lt . j hy ee oe 
Eo ecg ws oe A) Sa > - oe — ; ‘ i fey 
Vee Aa sig eS ae ot a i ee ie ad . ‘ oes : ‘ ee ee " 
halt ee pies | ss a Lo oe ie . Amie — aes as C 
Eee oer i eee aie a P nea ee lC—t hs eee = 
ae eens) 9 he iad ae $ > - - a BPN Fs CeCeR) a OE ens ee 
, phy Te Pia : eee i weit ¥ — ooo axe : 
Bets ee eae re 5 4 ° 2 , _— 2 Sey aie 
Tmastlh. . Sat ths ie Paes: i iy 1 " ‘ Y - , , jl Swiss a. ae es _ : 
oo myer atae oe ta : ee LE | an 4 4 a 2 nes ae ; 
ep ge Sey ; Faerie oa ae ry dies sal a Wore ee a 5 
2 eM is Late : ee an : e , — P a ; : F ee = Sal Bie oe. ” 
te: Roe aura ie ee ES a ee , . i eo Be recye Bo Gees he . 
eee. a ieee ai Na bis a ; a ee: ee ee bes 2 ea | bs F ee or. 
ee Thats i Pa ls i oe M ee ee aoe F 
a ie aM: ee + op ae ‘ a: ee are i se oo ae — jggiia we ad ins : + % a ae : 
et Pe eee ae ee Aids: Ss sauna a See ey wt oe a. F Bey B yeh ee : 
+ niece er i e We pies 2 Rs aes i me a r oak i at ae a. i D geartos ce 
fo as ae eee : otal ie ae ae pal ae Bee 
IN ae SS eee ee ; oan ae ss dh rn aie erect: : 
Re ewe: - 9 oa ce c nn on pe yy wae at BS. 
meer apa bats j we i ees ‘s if Pees a | (ee? al q 
<a ene 4 Lo a ee f a a i } > Oe uae . 
Ay Toe ee lye ene a ae Jae a2 ie eS nae. 4 ae . 
ne nee yer i Te ee a ae ae ae es! ae + a 
POOR OT eraL § & « kee a Ed oy oe re “ee Maas ee A a 
i ae na) ge eee ee. : eee ae ees ee ; ed ee ae 
eg pee ie ee Co eae cae ee oe eg eer ee, wees : 
Gece vo aa We oe eo ay © a oe : 
oa ‘alae ene eS ies Beat ieee oe ae Be ess ’ Bs ae : 
iy A” eee SreR Tne Sa ge oeaeet ce ee ee 3 ae 
Poi ve aes : Se eee. coe, ae A ee a Beet ocr SY ~ ea 
4 ae eee CP ee Be oe: ae ee id= 6 nag A is 3 & a eee ae . pees = 
ee Pe Fiery a ety ae oy pg See a | ae ie oy 
re ee ee ; os: yee is ya oh Rives a ae ea , os \- ie a. 4 
Nae 3 ak ae ery ee . Nts epee : ae eT eee ba ae e 
ee eS doe ge » tea ae cae Ae Piss ae 7 nr 7 o> Fie > ee = 
Y tar res ee ewe a. eee ae vs ee one een ss ee i 
i Se ee ees Bi ‘. , ed a E ar r > A lan eh ee i ar it ? aoe 4 ey 
he Soph - ie : CRS ae : as > ¢ eee Be es ae eee OE a 
| mes ey ae ia Lao 
fa? ee — 
ee {oa 
Ba gee A Peete aia 
oo ae 1g de ' 
Pane S26 ee 
ee Ses i 8 
Ret i 
a ae 
ae mim 
fa a ae 
inte eae 
2 See 
in oe 
ree 3 a 
dt ghee 
5. 
ia canes 4 # 
«ote " Ra. 
tie pelt eB ‘i 
et ie 
ens 1 re 
eck ay 5! 
aT Be + 
A " Mee 
ey BB 
“oe ig ty 
a: a 
yen ran 
gear’ iv mec 
eae 
ava 
Psi 1s = a) 
as 
» Bart - 
yg tate 
pare diet. 
_ ie, ee 4 
oY, am 
'e ‘ ES? a 
2 ae ST 
ale f eee a 
P ee 
ee ae 
eee Mehes ‘ 
ey cam 
yi eG > 
cia he 
Nal ee : ae . a” "ae 
aoe sae : 24 
Ren aoa I 
ee Pisa ce ee aS ae 


Singer Sets Push 
for New Canister 


Vacuum Cleaner 
Sept. 18—Singer 


Mfg. Co. is using magazines, net- 
work tv and newspapers this 
month to introduce the canister 
model it has added to its line of 
vacuum cleaners. Heretofore the. 
company has manufactured only | 
upright and hand models. 

Color pages in the Sept. 17 Life 
and Oct. 16 Look, plus fractional 
two-color pages in the October is- 
sues of Good Housekeeping, La- 
dies’ Home Journal, McCall’s and 
Woman’s Home Companion will 
feature the new product as well as 
Singer’s other two vacuum models. 

On tv, a two-minute spot will 
be used Sept. 20 on “Four Star 
Playhouse” (CBS-TV). Singer is 
also supplying its 1,600 sewing | 
centers with various-size newspa- 
per mats for local placement. Spe- | 
cial window displays and other 
promotional material have also 
been prepared for the sewing cen- 


New York, 


ters. 


Subsequent ads will appear “at 
a later date in the same media,” 
AA was told by the Singer agen- 
cy, Young & Rubicam. 

The new canister model is ad- 
vertised at $79.95 with attach- 
ments. The upright is “as little as 
$99.95,” and the hand model is 
quoted at $25.95. 


Lanolin Plus Names Datfner 
Ad, Merchandising Head 
Lanolin Plus Inc., Chicago, has 
appointed Joseph Daffner to the 
new post of director of advertising 
and merchandising. Mr. Daffner 


Joseph Doffner 


and publicity to director of mar- 
keting and new product develop- 
ment (AA, Sept. 17). 


Imperial Buys Four Stations 
Imperial Broadcasting System 
Inc., recently formed to acquire 
radio and television properties, has 
purchased radio stations KPRO, 
Riverside; KROP, Brawley; KREO, 
Indio; and KYOR, Blythe, all in 
California, from Broadcasting 
Corp. of America and W. L. Glee- 
son. Owner-managers of Imperial 
include Frank K. Danzig, president 
and general manager; A. Bartlett 
Ross Jr., vp and general sales 
manager; Richard L. Rosenthal, 
chairman of the board; Sherrill C. 
Corwin, vp; Morris Pfaelzer, sec- 
retary-treasurer, 
Harris. Purchase price was in ex- 
cess of $400,000. 
' 


Gay Joins McCann-Erickson 


William Gay 


Cann-Erickson, Los Angeles, as a 
production director. He will be 
production and script supervisor 
on the Chrysler Corp.’s “Climax” 
and other programs from Holly- 
wood. He previously was a 
producer-director for radio and 


television with 


Belding, William Esty Co. and 
CBS. Most recently he has been a 
research associate with Facts Con- 
solidated, Los Angeles. 


Kennedy, Walker Moves 
Kennedy, Walker & Wooten, Los 
Angeles, has moved to larger of- 
fices at 8693 Wilshire Blvd., Bev- 
erly Hills. The agency also has 
been named to handle advertising 
for Angelus Aircraft Inc., Los An- 
geles, and Major Seal Co., Culver 


City. 
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formerly was vp 
and general sales | 
manager of Nor- | 
ex Laboratories, | 
proprietary divi- 
sion of Schenley | 
Industries. 

Mr. Daffner’s 
appointment fol- 
lows the promo- 
tion of Mrs. 
Merriom (Mim) 
Pike from head 
of merchandising 


and Rachford 


has joined Mc- 


Foote, Cone & 


A MESSAGE FOR 


GILLETTE 


Advertisers in practically every business have successfully used 
WGN’s Complete Market Saturation Plan during the past year. 


This plan delivers millions of home impressions per week in the 
ever important Chicago market at an amazingly low cost. The plan 
is flexible and adaptable to your needs. 


WGN reaches more homes than any other advertising medium in 
Chicago." If you sold one razor kit to just 25% of the homes in 
WGN ’s area, it would mean $1,171,715" in sales! 


No matter what your budget is for Chicago—WGN’s Complete 
Market Saturation Plan is an important factor to consider. The 
Chicago Market—and WGN’s position in the market—have never 
been more important than they are today. 


Chicago 11 
A Clear Channel Station . . Illinois 


Serving the Middle West an “sa 
On Your Dial 


Chicago Office: 441 N. Michigan Avenue, Chicago 11, Illinois 
Eastern Advertising Solicitation Office: 220 E. 42nd Street, New York 17, New York 


West Coast: Edward Petry & Company, Inc. 
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SCHEDULE 


There is another, different timetable for selling in each case. For selling opportunities are never alike—any more 


anti-freeze. It indicates on what date the first freeze occurred than markets themselves are alike. 
in winter 1955-56 in various U.S. markets. And for this reason no so-called ‘“‘national’’ medium can 


If you sell suntan lotion, there’s another timetable. quite put you on the track to sales the way newspapers can. 

Or snow-shovels, or bug spray, or garden seeds, or storm Because, in every case, the newspaper is the medium 
windows, or window fans, or—you name it! closest to the market in time and place. 

‘There in another, different timetable for selling in each 


Date of 
Newspaper First Freeze Market Newspaper 


ABILENE, Tex. Reporter-News Telegraph-Herald 


ALLENTOWN Call-Chronicle 
ea men Daily Courier-News 


BANGOR Daily News 


Southwest American 
& Times Record 


State-Times & 
BATON ROUGE Morning Advocate 


Post-Herald & GRAND JUNCTION | Daily Sentinel 


BECKLEY, W. Va. Raleigh Register 


BILOXI-GULFPORT Daily Herald Seeker nee 
CHICAGO Tribune 
GREENVILLE, S. C. News-Piedmont 
CORPUS-CHRISTI Caller-Times 


Herald-Dispatch & 
HUNTINGTON Advertiser 


COUNCIL BLUFFS The Nonpareil 


DETROIT Free Press 


NOT INCLUDED FOR OBVIOUS REASONS: HONOLULU (served by the Star-Bulletin) 


CHEDULE 
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for SELLING — 


Date of Date of 
Market Newspaper First Freeze Market Newspaper First Freeze 
LUBBOCK Avalanche-Journal October 24 PORTLAND, Me. Press Herald & September 23 
Evening Express 
LYNN Evening I — November 19 PORTLAND, Ore. Oregon Journal November i] 
; . ROANOKE Times & World-N November 1 
Co al A & imes or ews 
MEMPHIS ements Saree November 3 
ROCHESTER ae “ aoe October 23 
MUNCIE Star & Evening Press October 25 ¥ esi 
ST. JOSEPH News-Press & Gazette October 15 
NEW ORLEANS Times-Picayune & December 16 
States 
SAN ANGELO Standard-Times October 25 
NEW YORK Journal-American November 19 
SHREVEPORT Times-Journal November 4 
OGDEN, Utah Standard-Examiner October 6 
WATERLOO Daily Courier September 12 
OKLAHOMA CITY Oklah & Ti November 2 
ye aR a WAUKEGAN News-Sun October 15 
PEORIA Journal Star October 31 WESTCHESTER CounTy| Westchester County October 23 
Publishers 
PITTSBURGH Sun-Telegraph October 25 WICHITA, Kans. Eagle October 24 


ST. PETERSBURG (Times). and DAYTONA BEACH (News-Journal)— where it hardly ever freezes! 


| NEWSPAPERS 
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SELLING AT THE POINT OF IMPRESSION 
That’s the job a good engraving should do. 


SELLING AT THE POINT OF IMPRESSION 
That’s the job an H§M engraving always does. 


Hutchings & Melville, inc. 
Distinguished Photoengraving 


4043 N. Ravenswood Ave., Chicago 13. EAstgate 7-9220 


Faithful-to-plate 4 color wet proofing 


Advertising Age, September 24, 1956 


Winpvsor, Ont., Sept. 18—The 
United Church’s famous crusader 
against liquor and tobacco has sug- 
gested nationalization of the liquor 
industry to eliminate alcoholism 
among Canadians. 
| Rev. J. R. Mutchmor, secretary 
,of the board of evangelism and 
| social service, picked a very ap- 
propriate pulpit from which to 
make his startling Sunday morn- 
ing sermon here. 

He addressed the congregation 
| of Chalmers United Church, which 
is located almost within the shad- 
ow of the huge distillery and stor- 
age buildings of one of Canada’s 
foremost distillers, Hiram Walker. 

In fact, teetotaler Hiram Walk- 
er, who established the distillery, 
| attended this same church at the 
|turn of the century and before, 
| when it was Chalmers Presbyteri- 
;}an Church. Several Hiram Walker 
executives were in the congrega- 


There are two sides to most situations... 


we 


re two si 


And there a 


DELAWARE VALLEY 


Market fact. Last year, retail cash registers 
in the Camden - Trenton area rang to the 
merry tune of $1,049,851,000—$553 more 
per family than the U. S. average allows. 
And most of the families responsible read 
the COURIER- POST and TIMES regularly. 


To tell your story profitably on the booming 
New Jersey side of the Valley, the media 
you must use are the CAMDEN COURIER- 
POST and the TRENTON TIMES—the key 
dailies serving an area in which “‘all buying 
and selling are local.” 


It pays to 
cross the 


Delaware 


Represented nationally by GEORGE A. McDEVITT CO., INC. 
Pittsburgh 


Chicago . Philadelphia e 


ee 


COURIER-POST 


Established 1875 


TRENTON 


TIMES 


Established 1883 
BR 


Nationalize Canadian Liquor Industry, 
Urges United Church Leader Mutchmor 


| tion yesterday morning when Mr. 
;Mutchmor unveiled his plan to 
| fight alcoholism. 


le Mr. Mutchmor is one of the 
church officials attending the 17th 
general council of the United 
‘Church of Canada in session at 
Windsor. 

He also took a slap at the prac- 
tice of Canadian liquor and beer 
producers using U.S. tv stations 
to channel their “beer and booze” 
advertising into Canadian living 
rooms. This situation pertains par- 
ticularly to communities near the 
border, but Mr. Mutchmor thought 
Canada’s health and welfare min- 
ister, Paul Martin, a resident of 
Windsor, should do something 
} about it. 

After praising Mr. Martin for 
his work at the United Nations 
and telling Windsor people they 
were very fortunate to have a rep- 
resentative of his caliber in Parlia- 
ment, he said: 


= “Now you should say to him: 
‘Paul, you have done so well in 
national affairs, you should get 
somebody in Washington to do 
something about this business of 
liquor ads coming into Canadian 
homes over U. S. television sta- 
tions.’”’ 

While Canada bans such adver- 
tising, Mr. Mutchmor said, the na- 
tion’s borders are being invaded 
by U. S. advertisers. 

While his panacea for the drink- 
ing ills of Canadians was startling 
enough, almost as bewildering was 
the fact that he refused to enlarge 
on his terse statement, or explain 
his theory. 

Prefacing his remarks with the 
declaration that there are 5,- 
000 alcoholics in the Windsor area, 
Mr. Mutchmor said: 


s “They are sick, and there is a 
reason for their sickness. One of 
the factors in this sickness is the 
profit for the big distilleries and 
breweries. 

“The United Church believes 
that part of this problem can be 
solved by nationalization of the 
liquor business.” 

In conversation following the 
church service, Mr. Mutchmor pre- 
ferred to let the statement stand 
without addition, although he did 
attempt subtraction. He asked that 
|it be deleted, but agreed that it 
_ was public knowledge, since sev- 
/eral hundred in the congregation 
‘heard it. He then reconsidered and 
‘said he would not be opposed to 
| publication. 


JWT VP Is One of 


Group Purchasing 


‘Greenwich Time’ 


GREENWICH, CONN., Sept. 18— 
Five members of the board of di- 
/rectors of the Greenwich Time 
| have purchased that daily. One of 
the directors is Samuel W. Meek, 
vp and director of the J. Walter 
Thompson Co., New York. 

The newspaper was sold by 
Mrs. Constantine Sorsbie, a daugh- 
ter of the late Albert W. Johnston, 
who owned the paper until his 
death in 1952. 

Other purchasers with Mr. Meek 
| were Eugene Blackford, board 
‘chairman of the Greenwich Trust 
|Co.; John B. Gates, treasurer of 
|Russell, Burdsall & Ward Nut & 
| Bolt Co.; Carl J. Francis, president 
of the Putnam Trust Co., and Wil- 
‘liam Rowe, a contractor here. 


O'Neill Rejoins VanSant 
Lawrence R. O'Neill has re- 
joined VanSant, Dugdale & Co., 
Baltimore, as a copy supervisor. 
He was with the agency from 1945 
to 1953. For the past three years 
he has been a group copy super- 
visor with Ross Roy Inc., Detroit. 
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BOYS’ LIFE will be 
bigger in > 


TRIPLED SINCE 1950 THE JANUARY 1957 ISSUE 
WILL DELIVER A 28% 

CIRCULATION INCREASE 1,600,000 

ABC AVERAGE NET PAID GUARANTEED 

Black and White Page Cost Will Decrease From $3.40 to $3.18 


Just as the biggest news in advertising today is the 
phenomenal growth of the youth market, the biggest 
news in youth publications is the 200% circulation 
increase BOYS’ LIFE has enjoyed since 1950. But, we 
think, of equal significance to you is the fact that, in the 
same period the page cost per thousand has decreased 
almost 34%, from $4.76 to $3.18. 


Perhaps it’s the easiest thing for a magazine to use 
superlatives about itself, but we honestly believe we’re 
on the go, and we’re anxious to tell you about it. 


BOYS’ LIFE today has the biggest ABC net paid home 
delivered circulation in the field. They’re all individual 
subscriptions, no part of any membership dues. With 
such top art and editorial talent as William Saroyan, 
Norman Rockwell, John Mason Brown, Bruce Catton, 
Richard Neuberger, and sports coverage by men like 
Stan Musial, Bob Mathias and Eddie Jeremiah, we give 
boys the stuff we know they want. 


As an advertising prestige medium, a place where an 
advertiser likes to see his ads, BOYS’ LIFE can’t be 
topped because it’s the official magazine of the Boy 
Scouts of America, and, as such, carries the integrity 
and influence of that organization. 


With the highest 1955 advertising linage on record for 
all youth publications, BOYS’ LIFE forged ahead still 
15% higher in the first six months of 1956. Such 
prominent national advertisers as Chevrolet, Chrysler, 
Convair, Remington Rand and Weyerhaeuser Timber 
ran with us for the first time this year. 


For all boys ..... 


We think the reason for our success, aside from our 
circulation growth, is the belief by more and more ad- 
vertising people that the way to sell young men is to 
advertise to them in their own language, in their own 
magazine. We reach them between the ages of 10 and 
17, when they’re beginning to buy and when they al- 
ready spend over $41,000,000 a week of their own 
money. Peis 
Since they’re‘ going to buy branded products, why 
not start them on yours? It’s easy to reach them now 
through our magazine alone. When they get older, and 
their interests become more diversified, your adver- 
tising will have to fight for their attention across the 
media board. With BOYS’ LIFE, you not only reach the 
boy market early, but you get the best portion of it. 
The Starch 51st Consumer Magazine Report shows a 
consistent picture of a remarkably high living standard 
for BOYS’ LIFE reader homes with such indicators as 
car ownership, weekly food expenditure and home 
ownership highest for all magazine audiences listed. 


Ours is a primary medium for products and ideas to be 
sold to the growing American market because the vital 
population growth of America itself is taking place today 
among its youth, and it will continue to do so until 
1965. Your new sales must come from youth. BOYS’ 
LIFE delivers them to you in greater quantity and qual- 
ity than any other advertising medium. They’re eager 
to read what you have to say (see our phenomenal 
Starch readership studies!), and ready and able to buy 
what you have to sell. All you have to do is give them 
a chance to show their stuff. 


Published by 
the Boy Scouts of America 


2 Park Avenue, New York 16, New York © 9 West Washington St., Chicage 2, Illinois * Derr Associates, 60 Beyisten St, Besten 16, Massachusetts 
J. G. Davenport Associates, 2412 W. 7th Street, Les Angeles 5, California 
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ACKAGING...n0 others 
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uence on new packagmg techia 


Se are PD ee ; wee ohas . “ty ae 
> ie ™ 
.. = igus [ee cS ee, ee i ee 
eae tid - re a aan 
a a ar 1 ae : —_ , ; 
ieee) ie . - 
wens 
tae ti : : ’ 
tha Mee ; : : 
Se 
uae ee: . , 
veh Pees 4 “ ba « 
ies Dele wae ¢ . 
a é ¢ ‘ é a oe - rea 
se Mes < x ¢ 3 i ie . * ‘eh Mg a 
an a gia ba * a Ree :. = : : ‘ 
a: * am : po ae ssa 
“ee as rest , = . 
ee raat 
ae ar cer 
aL ae 
ae ¥ : 
er a Pes . 
gig S. g 
il eae ae 
Bae ; 
ee 
a ON ‘ ‘ 
ae Pics b. be j 
ce atin: . 
ee i « - . 
pees, 
oe kes ; g 
are Lior gs eval See . 
Sates ‘Gy eter hoe ae eae ee oe ee ae «*s i tee ke . — ‘iS er a 
gee ce ARNE Ee? wo te Eee ps ee . I «*e%e te = “ a ae ee ‘ oT a ae 
Re t eo ; i : a a. Ee j wre cele a = a i es ae ee Ao ee ae 
dog ber 2k 4 pe ee ae ote 4 so. < ° ce Z i eae ieee i eae ae 
ger poor: ee 7 > a Be ae ar ae Sates Ds, i 2} i ee es ee ee ee 
=) “oe aa — <a. * . Pe Pe te SY ate? <) ee By a 2 oe! ie 
a Se go Pisdt = er ee ee a ies ne e ye Pi tear Se ae 6 << ne 
ne ely Ae "a ae oe ds ce ere eo - ay Fe oo saa toe tS i a 
ea ee era cok ye EEE ae a + oe ee ; —— nae ou ; eee 
ae We oe ‘ » ae ‘eo 2a See ete Rae ” ea Preeas ae ye ae ar aa : m 8 ee 
ee teen eae Waele ‘ = pe — ke a ove 
oe Fore Prue ae aye es a. A ae MS, td be es x 
ete Ji Oe carer 1 Sameer _ er eG eee ere pee “ a ‘ 
Ded Hola ee Tis | ean ce ee a. i = ae 
a ai Sinea af TEA a : ee ee, ee B, =o — 
a ee Ga. Sey a at, a e oe . . le a A Pts, : 
Sas : Pa ee as Lines aaah a 2 en y : a. ov eg i 
Moe 4 ces eg Y eae ap co. aA \ 7 i 4 - if i pace 
7 oe Bh ae 9 Se sma cal Ce ae we — & rei tiesi7s x 2 i% Si ~ 
a Bt 7 . te re = ok ee : : : ba : oo e * oe: . 
met Ree Ee eee fl , ~ ip ") —. Sik om See - ye , i : : eae : 
Phe be LS ee i >  eemead on ; pt ae! ot: ae a . aa 
bes. a : : eee ky re “ sil Sa ce eS : = Be. 

eae ja re — 5 5 crs, f : : ae . 

a te a o . -. ; oe ee fs aay a a cee ‘ : ‘a REP os e 
ee DP zak > De ae 3 - ea a re 7 4 
a tr: OS how Se y % : i - = eS ee : RPALMOLIVE F bs 
et. te 'g ie ES Beebe | oe ; ; ce ah : eS a ; are fe eS . / , 

ae. eae Ba 3 ae ie regi i, Ges ~ 9 eee i oot ae. ; & ¥ es = ‘ 
an RapL> tabs * a : a i se ket rs Bee ued p comma ee. alll AL ee oe) ee «aX 

+8 es ities ot oe — < a —— lt sz — i 

ae or, eae pie [<7 - ae eee _ ’ ae - 

Sie: oe ht dxiae = ras, sna ee ee ee — ie a — > Se * a . 
ee a ae et as nae Senn) eee aga: ’ cee iS en . — — . ee ii : : 

Se eT J (Galle Soa ae a ne ee aafizah = ask eine a ae | o roe ' A : ja ee 

= Gee AY af " “ oe Be ea 25 ' : ee . Been pies a : 
2 ay ieee Se eee ' a 5 —— a cae cee rc , it ee 

oF ie eae ae 5 x Bn Ty eae ae é r a Ea CS. = : ee ae "I 
od ai: Pee eee he ee : —— e a 
Me a haere "2 ee Pe ty! clara aaa a. le Me Be ee igh . Lei eo ‘Se aa a" ee . 
. ee f td oy yu Pees to : ie i. eee ' aj = re. oe -. oj 2 ae 

rr -3ea ed 2 Sc 9 oe ne i a 3 a ie es a) i | a i | 
oe Se ‘ ei ieee Rate em aR oe eee a ‘ oe hee a ig: : = os saa oe —— © ——_ 2 
a ee al Sanne scenvereey nrtre er 7° Se Mp one . iS — , , —- = ee F 
ea: oe MNS a og ron gt ene : « -_<  - ; ae tee: See ? 

pei Bh Pee Meee See cary , {eae ; 159 PRT 4: be “ 
at ae . ome eM oy he ee = aie r= i Pe yaa . a oie =~ eee re ee, eis eed 4 
oS ae : La eS 4 [. aa weet  igitig ool ‘ Y et te . q 
et nig % regis hy ‘ee maak é 7 @, 7 7 Fal : be * a - tae bee” = -o_ 
Latly gt ae Coe ee) re si Po - : : Co, 
2 eee ae a ES ae | 4 ea : : 
ae be r' vor bo 4 ri00 1 : a =e «Se A ves 2 ‘ ‘ 1 a) 
ih J = 5 a ‘ —-- ee cian Wied ee ; - ; : f —— t 
ap. nepepmcmmemt,  — : Pte gee anit : 

eee FE ieee. FRM te eT i r Bails i ny . 3 : 
2 ee ae ee eae < i E ua way aS > : raves eee sie Oo : -— . Ps 
ee er Ree Se * 7 & : ert. i : . ges) ; * —— —— . ’ 
Se a> ww ELS oe a ~~ : : eae cee ar ; " ie ee Le ee by er 
A GA PARES wit phe ie ee RAS Sie” ae 4 cg ‘ ; : a CESY , é 
ae Mee wate. © pt ; i ‘ : “ 
“agre ts Oe Ses oe a as ag ae 
ek. eae » Pa 7 a — fiz . . PP; : ; 5 

: en? PP eg pe Ri ee I ae we . Se sae = ‘ - . . eee . me 
py Be he ea Poi ie la =i = ae a ee P OFS 5 _—.. re 
Pe : +HEL—e = | | . —  . = 
4 ei ne “a, Foe le | ; ieee G ee bs ‘+ eee ot Aiage : ; 2 ¥ a ee ee Be ahs — a " 3 
et ge ay ERS eS eo Sg 3 , = : ’ 3 ae - an a i et ay 
ss id a t 2 e wait ee Bt 2a 2 — . ia aera - ’ ja s e a ok | #i wet i = We Ae 2 a Se * 2 
oe SS ss ete st : = ree ee et ope =e oe — ‘ 
Ross Bi ee. is : . ks 4 | a. ar -— ~te 

ee ee , hae j | feo, ge asd ' 2 “  - perc ae +s ¥. 
“Se Witt? GPA 7 Se teal - \ +o fee.” 
oo oe E rode Citi (PR aa a 2, 7 Sa 7 et 
Sue nee : . a. a a a ‘ ; ; ee ee je 
eet Of Sl Tl ohaba. et 2 Pe Core 7 ae 
ere G25 Ce ange pth Sia al : a oe ae ne —— a 
ae eo Hime ae ; Alon = “4 wig F | ten B a a 
Be ee . De a pee ne — a sd rs f - ee ae % ——_ - 
Pe ilan., eres, eat. ©) rg: Sie P| F 5 ra 3 ~ . | , ; a Sees a $e ‘ ae : 
Potshe 4 ee oe, Fee “lage 3 | ee Rel: a 
ees? CLE mle ane oar al ye” ee eee eo) i a t | ee a oe ae ij uy + 
ee ae el 88 ae ee be “ oh ‘> Pre a + a os a 
Z ae? ’ =, pam ares te aa ; spe ae ony a 7 a pS ee flee oo 
ec Cami Re, NMG scr IONE Mee ; ‘ba —“_ i. ft 
ay ee . ~! i ee: eres ei ; = 5 . i Ta ee as ; 
oe i , "i OGL. bo Pes i MA ea . -. ‘ Ta . .- bc 3 es ge a a Ae 4 ‘ 
ty he t _— ” : 7 : s at ng es ” i a ae ~ S eS 
a 2 ae Gatewnesin + Shen ae se 6°. ee a : Pt 
“eis oa inde § / Rh: ‘ . ~ 
Brae on fiation q - _ Af 
ig a , ce. ge. 3 4 = x : 

te 4 _s [A e::.2 : 
oe.) ¥ — N ee / weet are —" Seawa, - 

NES ey 7. a : : = 
Sar o a yoo | t P- (fae 
- ot i 1 i _, ro ad - 
Boat - | —-_ pS 
shy OSS - . a peat : — et 
ee aS a ~~.) ‘eels, ae a 5: - ; , gee ~o+5 <a ; 
ns Pad | aN 4 ) a 4 3 a i 
ete . «. : - +t u =e,” we. > uc: m:! 7 
Peis s* a : J le ® : | ’ » ners 
o eae ‘ ee Ls Ss oe 48) 3 “wee My ri rs ¢ on te, v 
tse a . eT ee 7 7 5 ~s = Wi \ ae PD . : 
i om . . *! —- ? P , — a  . rap eee : 
a = ¥ ee £5 aia —- — ae Fores 
a ae ney 7 5 37. ae a ae l= 
4 aie <j “ +: Sa ee aaa 7 aes “ i ae (7 : : é ‘ 
es ae — —_ - Ie * “3 A Ee 2 . 
apt Gann Be : 5 SS . aa ¢ 2  la-_- at a e. 5 
ups « es ae © fa ans _~ ann wad _ fee . 
Bae. i: —~ 3 a : czeue et oy 5 

ie oe ie: 2 ae . ee ae 1 
Pe Ti ae a ig # ‘ce r 4 ee aoe 
: te x a = % a a! Ayo a ah a ; 4 £5 “= eal A. gm eg Fat) -— = ™ 
Pe No Uo os ca ieiin en — —- Ma 4 . a J a. - Po ee OOS ee =a 
Laie ite yee ae a ue § ) See ee ee a eae 

aL ee coat.) wae 2 We ee f ) ee a 4 eo en eS OS << 
| “ vs > ee > ee hes. 3 ~~ ~ ae wee : i ode <-> ty od i - 

5), | eames Ee “ee iss 7 7 pel: ie eae aa ae a el S eae 4 
ayo. a et Pe a : ed , i ae : ees lO : 
iaeehin te; ‘Vu © ta i re : a ra wee ee  — a si tt 7 
Bae grits ate ay Bel % 5 aoe hear a ae a ae a : a Ree . 
reyes “* > 4 ; i Ga. —— | as a : : = Beiase) og St : . ~> = aio — 
ea eee a _ eae : re Cis 2 Se oe Bea, Jeg Ly Gy ae | 
re ee een ~ . Edo gees 2 : So. en ee io ‘2% 7 , nee 
eee i eee — Yo oe _ ea a i i Bc ~ eae _ 5 a 
a = < pre... Te ; _ aa Poe : 2 i Sk aoa 
eee . Ae: > “ _ ais Ey. * . a 
=e PS te’ 4 , os | re | ee 
a Meg aie’ - . . ~ an “a 
pe ee ; s eS mS ae ee. 
eo ee D — pee oe a ah q B fo”. 
ot ge? be - we . ‘ ea 
aie he: r ~~ ' - & ae oh ee 
bash: le, SEE ——— : i 
Sone : SP Teen aaa . .* feoeome) ie a 
ae wet. 5 ay ier 
i See , * - eis pn ee 
ae ae ’ “Be $ a aes 
Pipi ry ee ie : ae 
ae ~ ~ eG 
se ae tae — Beier [© 
Se fost eu tt eee ay 
ee __ 3 = eS bs ase 
— es i 4 = Lm = = os if - ae i H 
ie es ‘ Hew Ds : ray ie a4 
ome. . . a he a 
vier fee ieee 
et “a a ino oer eo = 
Veet pete ii) re 
ee ‘ gi <a = 
oat rs Y rf : a 
es i a 4 . . eo ee os 

© id. ‘ ? 14 te ia a a 

7 eh: | | ) oe 
F a py 5) ¥ | , I 

a a a P N 

Poh oy eee OP 2 ae ty Bee ee ; : igi : 
ars nek ee oo eer et oe tT ar Pe Cee a DE sae 


+ -morother single force 
had such vital influence 


on new marketing techniques 


SERVICE 


... where your advertising belongs if you make 
containers, packaging machines, materials and supplies 


A BRESKIN PUBLICATION... § ABC/ABF 
as is MODERN PLASTICS, the magazine of plastics 


575 Madison Avenue, New York 22, N. Y. 
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‘PR News’ Makes Awards 
Public Relations News, New 
York, nas presented achievement 
awards to ten organizations for 
making “the most outstanding con- 
tributions to professional and man- 


agement public relations progress 
during 1955.” They are New York 
Life Insurance Co., Ford Motor 
Co., Standard Oil Co. (Indiana), 
General Mills, Lane Bryant Inc., 
American Heart Assn., Bridgeport 


Coming Soon 
New Golden Zone Market Book 


A wealth of material on this rich 13-county area will 
be yours in the 1956 Golden Zone Market Book. 
28 pages of valuable information for all sales and 


ad maneene gunning 
campaigns. Contains 
so mg gna retail 


Reserve Your Copy Now 


national or re- 


FoRT WAYNE 


Write Poul H. Keapp, General Advertising Mgr. 
FORT WAYNE NEWSPAPERS, INC., Agent 


Brass Co., National Assn. of Food 
Chains, American Institute of 
Architects and the Texas Beef 
Council. 


Elrick & Lavidge Adds Two 

Elrick & Lavidge, Chicago mar- 
keting planning and research or- 
ganization, has appointed Eugene 
Telser to its staff. He formerly was 
a sales analyst of S. M. Edison 
Chemical Co., Chicago. The com- 
pany also has appointed Barbara 
Cochran to assistant in marketing 
planning and research work on 
consumer products purchased by 
women. Miss Cochran previously 
was new product analyst of Swift 
& Co. 


‘Bride's’ Boosts Lantry 

Charles M. Lantry, formerly on 
the New York sales staff, has been 
named eastern advertising man- 
ager of Bride’s Magazine. 


SNUG & COZY 
—General Petro- 
leum is launching 
a newspaper, tv 
and outdoor ad 
campaign to pro- 
mote its Mobil- 
heat heating oil 
in the Northwest. 
Color pages like 
this one, faced by 
distributor lis t- 
ings on opposite 
pages, will run in 
Sunday supple- 
ments from now 
through Novem- 
ber. Stromberger, 
LaVene, McKen- 
zie, Los Angeles, 
is the agency. 
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all through the house: 


clean, safe Mobilheat 


Mobitheat 


Southern California? 


When you're in 


the Examiner...you’re 


When it comes to Los Angeles, media 


men don’t meditate. They buy— 


The Examinér. And with good reason: 


7 out of every 10 copies are home-delivered! 


Los Angeles Examiner 


Over 344,000 every day 
Over 708,000 every Sunday 


In short: the Los Angeles Examiner today 

is a market-must. It enables you to reach not 
only Los Angeles County (now No. 1 in 
National Retail Sales) but Southern California! 


Want more facts and figures? 
Ask the HAS-man nearest you! 


Represented by Hearst Advertising Service Inc. 


| Noontime Tete-a-Tetes 
with Agency Heads 
Go to CFAC Winners 


Curcaco, Sept. 18—Three Chi- 
cago agency executives will be 
lunching (separately) with three 
charming young adwomen this 
week or next, and they won’t have 
the old excuse that “it’s business.” 

At the opening session of the 
1956 advertising workshop spon- 
sored by the Chicago Federated 
Advertising Club and the Women’s 
Advertising Club of Chicago, three 
lucky adwomen held winning tick- 
ets in the “raffle” of seven agency 
}executives for a two-hour lunch. 

The fortunate adwomen and 
their respective prizes follow: 
| Dorothy Larrison, Advertising Di- 
vision Inc., “won” W. H. Adler, 
president of William Hart Adler 
Inc.; Rose Copeland, J. Walter 
| Thompson Co., “won” Melvin 
|Brorby, senior vp of Needham, 
Louis & Brorby; Adele Walpert, 
Continental Casualty Co., “won” 
Arthur E. Tatham, board chairman 
|of Tatham-Laird. 

Other winners and their prizes: 
Lawrence E. Hessemer, Caples Ad- 
vertising Co.—E. H. Weiss, presi- 
dent of Weiss & Geller; Paul Os- 
'taff, Multiprint Co—John W. 
Shaw, president of John W. Shaw 
Advertising; Walter J. Marston, 
Unistrut Products Co—E. E. 
Smith, vp of Young & Rubicam; 
and Roger B. Morrison, recently 
discharged from service—H. H. 
Haupt, vp of Batten, Barton, Dur- 
|stine & Osborn. 

Allstate Appoints Two 

Allstate Insurance Co., Skokie, 
Ill., has appointed John H. Dear 
Jr. advertising manager of its 
| southeastern zone, with headquar- 
ters in Atlanta. Mr. Dear formerly 
was public relations and advertis- 
ing director of the Citizens & 
Southern National Bank of Atlan- 
|ta. Allstate also has named Wil- 
|liam Bellamy to the public rela- 
| tions staff in its Skokie home 
office. Mr. Bellamy formerly was 
with the Journal, Kankakee, IIL., 
and the Pilot-News, Plymouth, Ind. 


Simoniz Offers 25¢ Refund 

Simoniz Co., Chicago, is offering 
consumers a 25¢ cash refund on 
Simoniz non-scuff floor wax dur- 
ing a special fall promotion. All 
the consumer has to do is buy any 
size can of the wax and mail the 
capliner to Simoniz. The company 
will refund 25¢. The offer is ad- 
vertised every week on “Arthur 
Godfrey Time” and Art Linklet- 
ter’s “House Party.” The offer ex- 
pires Oct. 31. 


Hal Roach Names Shea 

Frank J. Shea, formerly with 
John Sutherland Productions, has 
| been named director of eastern op- 
‘erations of the commercial divi- 
\sion of Hal Roach Studios in New 
| York. 
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Orchids of Hawaii 
Takes Root in U.S. 


Consumer Market 


New York, Sept. 18—Orchids of 
Hawaii Inc., grower and shipper of 
flowers and plants for promotional 
purposes, is going into the mass 
market this fall with a line of 
brand name (Ka Hula) plants and 
flowers. National consumer ad- 
vertising is being planned and the 
company, with headquarters here 
and its growing fields in Hilo, T.H., 
expects to do a $2,000,000 business 
this fall alone. 

First of the line is the Ka Hula 
ti plant, now already in general 
distribution. The company has ap- 
parently scored an important coup 
with this plant by winning for it a 
Good Housekeeping seal of approv- 
al, effective Oct. 1. This marks the 
first time the seal has been granted 
to a horticultural product, the 
company says. 

Other plants and flowers soon 
to be merchandised under the Ka 
Hula name are live baby palm 
trees, live baby Christmas trees, 
mistletoe, Irish shamrocks, live 
philodendron, Hawaiian air plants, 
live ivy plants and a line of bou- 
tonnieres for men. 


® Test marketing and test adver- 
tising are currently being done in 
about 15 cities to help determine a 
pattern for forthcoming national 
advertising. Present expectation is 
that spot radio will probably be 
used heavily, with some spot tv 
and newspaper ads. Herbert W. 
Frank Inc., New York, handles the 
account. 

Until now, Orchids of Hawaii 
has specialized in using its prod- 
ucts, particularly its orchids, as 
sales promotion pieces and as pro- 
motional merchandise. In recent 
months, however, the company has 
enjoyed tremendous sales of its ti 
plants in grocery stores, the com- 
pany reports, and evidences are, 
according to Kei Yamoto, the com- 
pany’s general manager, that the 
Ka Hula line can easily be sold as 
straight merchandise in grocery 
and variety stores in addition to 
being used as promotional mer- 
chandise. 

And where does the name Ka 
Hula come from? Nothing as poetic 
as a girl’s name or any such. Or- 
chids of Hawaii had some research 
done to determine the most Ha- 
waiian-sounding name to the pub- 
lic ear. It developed, unsurprising- 
ly, that “hula” was most effective. 
But as it happens, telephone books 
show long listings of the name 
Hula, a common Czechoslovakian 
name. So the Ka, which doesn’t 
mean anything in particular, was 
added to lend a more distinctly 
Hawaiian-sounding name. Ergo, 
Ka Hula. 


Court Orders Food 
Companies to Open 
Records to FTC 


BALTIMORE, Sept. 18—Three 
food companies—McCormick & Co., 
Crosse & Blackwell Co. and the 
Pompeian Olive Oil Corp.—under 
investigation by the Federal Trade 
Commission for alleged violation of 
the Clayton Act—were ordered by 
Federal Judge Roszel C. Thomsen 
to make their business records 
available to the investigators. 

The three companies are being 
charged by the FTC with price dis- 
crimination practices in reimburs- 
ing a food distributor to compen- 
sate for advertising expenditures 
in promoting their products. This 


practice, in effect, lowers the!) 4 


prices for some customers, dis- 
criminates against others and vio- 


lates the spirit of the Clayton Act, © 


the FTC officials say. 
s To complete their investigation, 


the FTC ordered the three compa- | a 
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Blackett Named VP fore joining the Frank agency two 

Hill Blackett Jr., account super-| years ago, Mr. Blackett was an 
visor, has been named a vp of | account executive of Grant Ad- 
Clinton E. Frank Inc., Chicago. Be- vertising, Chicago. 


nies to produce certain records of|Cormick & Co. In ordering the 
business transactions. Company of- | officers to make the records avail- 
ficers refused to make records able, Judge Thomsen directed fed- 
available en the grounds that the ‘eral officials to exert care to pre- 
Clayton Act did not give the FTC vent business secrets from leaking 
specific rights to subpoena records. out to competitors. 
The FTC then took the case into. 
federal court. ’ 

The three company officers in- {Joins Reader's Digest 
volved in the case are Samuel| David W. Cogswell, formerly 
H. Hoffberger, president of Pom- with The Saturday Evening Post, 


peian; John T. Menzies, president |has been named manager of the 
of Crosse & Blackwell, and Charles | new advertising office of the 
P. McCormick, president of Mc-| Reader’s Digest in San Francisco. 


Loing Eusineas 4 Ww pleasike 


in Grand Rapids, Lansing and Battle Creek 


It is no secret to smart merchandisers who want to 
establish successful sales in Michigan that the Federated 
Newspapers in Grand Rapids, Lansing and Battle Creek 
are essential. In outstate Michigan these markets rank 
third, fourth and fifth in food sales per family. The Grand ‘ (, ; ate? 
Rapids Herald, the Lansing State Journal and the Battle Ee - = j ae 
Creek Enquirer and News cover them completely. Be sure A ¥ ae ® 

they are on your list. 


in FITTN —the specialized book 
11.047 selected tep tackle dealers and jobbers. 


FISHING TACKLE TRADE NEWS- 


J 
WILMETTE 
“TILLINOHS 


Be 
Mi 


“Three Michigan newspapers that are always on our advertising 
list are the ‘Grand Rapids Herald, the Lansing State Journal 
and the Battle Creek Enquirer and News. We have found them 
to be highly productive in results because of the excellent 
coverage they give our advertising messages, and the reader- 
influence they command. There’s no doubt about it, these 


Federated Newspapers do a fine job.” 


ALAN R&. RYAN, 
Advertising & Sales Promotion Manager, Hekman Biscvit Company 


“There is no profit for anyone when products stay on the sheif. 
And thanks to the Federated Newspapers in Grand Rapids, 
Lansing and Battle Creek that’s not a problem in those three if 
markets. Our advertising programs in the Grand Rapids Heraid, site 
the Lansing State Journal and the Battle Creek Enquirer and : 
News really produce in this ‘“‘Heart of Michigan’ . . . a multi- 
million dollar market that is mighty important to us.” 


EDWARD L. SENG, 
Division Operations Manager, Canada Dry Ginger Ale, inc. 


“There is no question in my mind that our merchandising and 
advertising programs are largely responsible for the position 
that our product, New Era Potato Chips, has enjoyed as the 
number one brand in Michigan for more than 25 consecutive 
years. And when it comes to advertising in Michigan, we rely 
on the Grand Rapids Herald, the Lansing State Journal and 
the Battle Creek Enquirer and News for the kind of coverage 
and readership that has helped us to maintain our position of 


leadership ” | 


R. V. DANCEY, 
Director of Sales, Nicolay-Dancey, inc. 
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American Gas 
Assn. Will Spend 
$2,300,000 in TV 


New York, Sept. 19—-The Amer- 
ican Gas Assn. wili become a ma- 
jor tv advertiser early in 1957. The 
association, which increased its 
print media advertising budget this 
year from $750,000 to $1,200,000, 
has raised an additional budget of 
$2,300,000 for tv advertising in 
1957. Print media advertising will 
be continued next year at this 
year’s level or more, Norval D. 
Jennings, advertising manager, 
told AA. 

It is expected that the associa- 
tion’s tv program will start in 
January. A special industry tv 
committee, under the chairman- 
ship of Frank H. Trembly of Phil- 
adelphia Gas Works, has raised the 
necessary budget, with all seg- 
ments of the industry contributing. 
To date, this includes 200 utilities, 
manufacturers and pipe line com- 
panies. 


® Current plans call for tying in 
with the best tv opportunity 
available, either a top-rated half- 
hour program, every other week, 
or a suitable participation show of 
high quality. 

According to Henry Lowe, vp 
and management account super- 
visor of Lennen & Newell, the as- 
sociation’s agency, “the gas indus- 
try tv program will be a national 
network show appearing from 
coast to coast, that will appeal to 
the entire family, with a particular 
slant toward the housewife. It will 
be of a nature that will reflect 
creditably on the gas industry, and 
be in keeping with the industry’s 
importance and prestige in our 
way of life and economy. 

“Naturally,” Mr. Lowe said, “it 
must have a high rating and a 
correspondingly large audience, 
and must hold this level of quality 
and success during its life. It will 
include a repertoire of high qual- 
ity commercials, although individ- 
ual companies will have the option 
of using these or of substituting 
their own.” 


® Gas companies will be supplied 
with a variety of filmed commer- 
cials from a central bank prepared 
by Lennen & Newell. Then the 
companies can draw on their sup- 
ply of commercials to suit local 
conditions, timing the commercials 
to aid their local appliance cam- 
paigns. 

It is expected that a substantial 
portion of the national commer- 
cials will be used throughout the 
country. A local utility, however, 
will have the option of substitut- 
ing local commercials as desired. 

In releasing information on the 
association’s forthcoming ty pro- 
gram, Mr. Jennings emphasized 
that it is an extension of AGA’s 
expanded advertising program. 
The program was augmented this 
year, following the selection of 
Lennen & Newell as AGA’s agency 
to replace McCann-Erickson (AA, 
Nov. 21, ’55). 


s The larger part of the associa- 
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tion’s advertising currently is in 
magazines. While all of it, accord- 
ing to Mr. Jennings, is essentially 
consumer advertising, it is broken 
down into two parts. Part one, for 
example, is addressed to household 
users of gas appliances, and the 
advertising is concentrated in 13 
consumer magazines. Part two is 
addressed to industrial and com- 
mercial users of gas appliances. 
This advertising appears in about 
20 business, industrial and institu- 
tional magazines. Ketchum, Mac- 


Leod & Grove is the agency that 
handles the latter phase of the 
association’s advertising program. 

During the ten years that AGA 
has been a national advertiser its 
advertising and promotion budget 
never exceeded $750,000 until this 
year. In 56 the budget was upped 
to $950,000. In the spring, Mr. Jen- 
nings and Daniel M. Daley Jr., vp 
of Lennen & Newell, solicited and 
got the support of a number of 
additional gas equipment manu- 
facturers as participants in the 
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association’s current advertising 
program. This lifted the budget an 
additional $250,000 for an over-all 
total of $1,200,000. 


® The association’s 56 advertising 
and promotion includes 12 sepa- 
rate campaigns: A gas laundry 
promotion featuring automatic gas 
water heaters and automatic gas 
clothes dryers in February and 
March; a spring range promotion 
in April and May; a refrigerator 
promotion in June and July; a 


commercial cooking promotion in 
September, October and Novem- 
ber; an “old stove round-up” Au- 
gust through October, and a holi- 
day promotion in November and 
December. In addition, a gas kitch- 
en program and a Mrs. America 
contest run year-’round. Three 
campaigms have optional timing, 
namely the house heating, air con- 
ditioning and incineration pro- 
grams. 

While AGA’s national advertis- 
ing does not tie in with all of these 


We have since learned that in actual sales results, 
the nagazine at the top of our media list is 


The quotation is from a statement by Donald Hamilton, 
Jr., Sales Manager of Gray Manufacturing Company, 
Hartford, Conn., maker of the well-known Gray Audo- 
graph, PhonAudograph and Telephon: Dictation Systems. 


And that’s not all he said. 


We took a fresh look at our overall advertising last 
fall, and acted on the suggestion of our agency, 
French & Preston, Inc., that we give Nation’s Business 
a real test. The result in inquiries was so high that 
Nation’s Business was prom 
ule for the following year. We have observed that a 
respondents to our advertise- 


high percentage of the 
ments in Nation’s Business are business owners— 


y installed on our sched- 


ing decisions. 


executives with authority to make immediate purchas- 


Gray is one of over 70 manufacturers of business ma- 
chines and office equipment to discover the results to be 
had from advertising in Nation’s Business. Another says: 


“Nation's Business produces the most leads . . . inquiries 


from Nation’s Business convert to sales at the highest 
rate of any magazine on our schedule.” 

If you have something to sell to business that requires 
top-level approval, Nation’s Business reaches your pri- 
mary sales target. For out of its 775,000 readers, 550,000 
are owners, partners or presidents—people who make 
the major buying decisions for their companies. 
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particular promotions, many utili- 
ty companies support by local ad- 
vertising the association’s promo- 
tion program in all of these 
categories. This is done through 
local newspaper, radio, tv and 
outdoor advertising, plus direct 
mail. 


® Basically, the national advertis- 
| ing program covers the four sea- 
sons only. The AGA’s promotion 
department runs seven basic cam- 
paigns and supplies association 


members with kits for handling 
local advertising. 

An interesting angle in connec- 
tion with AGA’s advertising is that 
every piece of copy and art work 
has to be okayed by its PAR (pro- 
motion, advertising and research) 
committee. This means that copy 
has to be prepared and passed by 
the committee at least six months 
in advance of scheduled insertion. 
But inasmuch as members of the 
committee are advertising man- 
agers or officers of utilities with 


advertising experience, little dif- 
ficulty develops. 

This is usually accomplished in 
two meetings. At the first, the 
agency and advertising department 
present their proposals. The adver- 
tising is then prepared according 
to a known objective. Then the 
committee looks over the finished 
result, and approves, suggests 
changes, or disapproves, with rec- 
ommendations. 

Another thing about AGA ad- 
vertising, which some people do 


not realize, is that it is all brand) 
name advertising. Specific man-| 
ufacturers’ products are shown and 
new equipment or improvements | 
in equipment are highlighted. 


Four A’s Plans Chicago 

Region Meeting 
Initial plans have been made for| 

the two-day annual meeting in| 

Chicago of the central region of} 

the American Assn. of Advertising | 

Agencies, to be held Oct. 4-5. 
Highlight of the meeting will be 
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Photograph courtesy of Gray Manufacturing Company 


| Nation’s Business 


Significant, too, is the fact that the geographical dis- 
tribution of Nation’s Business readers parallels popula- 


der 50,000. 


But regardless of circulation, distribution, cost per 
thousand, or any other yardstick you choose, the fact 
remains that advertisers in Nation’s Business get results. 


tion, giving you 257,000 readers in cities of more than 
50,000 population and 518,000 in cities and towns un- 


In many cases these results far exceed those obtained 
from any other magazine. That’s why total advertising 
linage is up 22% for the first nine months of 1956. 
Action in business results when you advertise in Nation’s 


Business to the men who own America’s business. 


Adgif Company, Division of Scripto, Inc. (pens and pencils) 
Bankers Box Company (record storage units)................ 
Deluxe Metal Furniture Company (vertical filing systems) 
Detex Watchclock Corporation (tape-recording watchclocks)............ J. M. Kesslinger & Associates 
Felt & Tarrant Manufacturing Company (Consumer Division)............... N. W. Ayer & Sen, inc. 
Globe-Wernicke Company (steel equipment and systems)... .... 
Harter Corporation (posture chairs) 
International Business Machines (electric typewriters) 
Listo Pencil Corporation (marking pencils) 
Master Addresser Company (duplicators)............. 00.0.0 0 000000 ; 
Moore Business Forms, inc. (business forms and systems)................. N. W. Ayer & Son, inc. 


All-Stee! Equipment, inc. 
American Photocopy Equipment Co. 


Ralph C. Coxhead Corp. 
Crame Posture Chair Company 
Currier Manufacturing Company 


ess 


OFFICE EQUIPMENT AND FURNITURE 
New Advertisers . . 1956 


775,000 PAID CIRCULATION 
Including 75,000 executives of busi- 
ness members of the National Chamber 
of Commerce and 700,000 other leaders 
of the American business community 


a paid for their personal sub- 


: The Nieland Agency 


Plus these long-term office equipment and furniture advertisers . . 1955-1956 


AAA Adding Machine Company Gestetner Duplicator Corp. 
Acco Products, Inc. Gray Manufacturing Company 
Addressograph-Multigraph Corp. Heyer Corporation 

R.C. Allen Business Machines Indiana Desk Company 


Inserting & Mailing Mach. Co. 
International Business Mach. Corp. 


Apsco Products, Inc. (Data Processing Division) 
Arsco-American, Inc. Kellogg Switchboard & Supply Co. 
Autopoint Company Marchant Calculators, Inc. 
Charles Bruning Company, inc. Mercury Business Machines Co. 
Burroughs Corporation Mittag & Volger, Inc. 
Cardmaster Company Monroe Calculating Machine Co. 
Carter Motor Company Bert M. Morris Company 
Connecticut Telephone & Electric Corp. Mosler Sate Company 
Copease Corporation National Blank Book Company 
Copy-Craft, inc. Olivetti Corporation of America 
Oxford Filing Supply Company 


Ozalid Div. of General Aniline & Film Corp. 


A. B. Dick Company Photostat Corporation 
Diebold, Inc. Pitney-Bowes, Inc 

Ditto, Inc. Remington Rand 

Dub!-Chek Corporation Rex Rotary Corporation 
Eastman Kodak Co. (Audio-Visual) Oscar Shank Associates 
Eastman Kodak Co. (Verifax) Shredmaster Corporation 
Elliot Addressing Machine Co. Smith-Corona, Inc. 
Executone, Inc. Spear Engineering Company 
Facit, Inc. Stromberg Time Corporation 
Felt & Tarrant Mfg. Co. (Comptometer) Thornton Company 

Friden Calculating Mach. Co. Tiffany Stand Company 
General Binding Corporation Underwood Corporation 
General Pencil Company Victor Adding Machine Company 


ADVERTISING 
HEADQUARTERS: 
711 THIRD AVENUE 
NEW YORK 17, WY. 


Washington, Chicago, 


Philadelphia, Cleveland, Detroit, 


Los Angeles, San Francisco 


JOHN V. TARLETON, formerly art di- 

rector on the Liggett & Myers ac- 

count at Cunningham & Walsh, 

has been appointed director of ad- 

vertising art of Eastman Kodak 
Co., Rochester, N. Y. 


—— 


a series of workshop sessions on 
the creative side of advertising, 
media, marketing and research. 


TOP RATINGS 
@ 55% Share-of-Audience in 
Metropolitan Portland. 
@ 84% More Audience than 
Station B. 

@ 151% More Audience than 
Station C. 

@ 86% Preference at 45-Mile 
Radius. 

Sources: June 1956 Portland ARS 

1956 Salem ARS 


MORE PROOF KOIN-TY iS YOUR 
BEST BUY IN THE OREGON MARKET 


KOIN-TV: 
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What every media 


about “romance”... 


CIRCULATION GUARANTEE 
ard TIME <<, ouch yg (avadivacecncdsapesces . 2,500,000 
2. TRUE CONFESSIONS 


3. Modern Romances 


FACT. NO. 5° 


COST PER M—1 PAGE, IT, B/W 
1. TRUE CONFESSIONS ($3,250) 
2. Modern Romances ($2,635) 
3. True Story ($6,952) 


COST PER M—CHILDREN UNDER 5 


1. TRUE CONFESSIONS (817,362) ... $3.98 


2. Modern Romances (619,808) 
3. True Story (1,545,435) 


FACT NO. 12, 


COST PER M— WOMEN READERS 18-34 
1. TRUE CONFESSIONS (963,950) ....$3.37 
2. Modern Romances (721,619) 
3. True Story (1,649,752) 0.00.0... ccc 4.21 


FACT NO. 2 


CIRCULATION DELIVERED 6/30/56 

2,575,725 
1,339,937 
1,016,079 


1. True Story 
2. TRUE CONFESSIONS 


3. Modern Romances 
| 


COST PER M—1 PAGE, 1T, 2-COLOR 
1. TRUE CONFESSIONS ($3,900) 
2. True Story ($8,345) 
3. Modern Romances ($3,295) 


COST PER M—CHILDREN UNDER 18 
1. TRUE CONFESSIONS (2,264,494) ..$1.43 
2. Modern Romances (1,656,209) 
3. True Story (4,275,704) 


FACT NO. 13 


COST PER M—MARRIED WOMEN READERS 18-24 
1. TRUE CONFESSIONS (346,371) ....$9.38 
2. Modern Romances (252,045) 10.45 
3. True Story (615,460) 
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‘buyer should know 


The romance field, by anyone’s figuring, is a large and significant audience of young 
housewives and mothers who just aren’t duplicated any place else. To reach these 
young women who regularly buy food, clothing, eosmetics, babies’ and children’s items 
— for themselves and their growing families — all three leading romance books should 
be included in your space plans. But, if you have to limit your choice to only two 
romance magazines, TRUE CONFESSIONS must be one of them. Here are facts 


that prove it... 


PERCENTAGE SINGLE COPY SALES TO 
TOTAL CIRCULATION 


1. TRUE CONFESSIONS (1,219,522) 91.0% 
2. Modern Romances (682,008)... 67.1 
3. True Story (1,360,711) . 


| 
| 
| 


COST PER M—1 PAGE, IT, 4-COLOR 
1. TRUE CONFESSIONS ($4,550) . $3.40 
2. True Story ($10,081) ................0005. 3.91 
3. Modern Romances ($4,025) ............. 3.96 


COST PER M—WOMEN READERS 18-24 _ 
1. TRUE CONFESSIONS (495,120)... $6.56 
2. Modern Romances (375,888).............. 7.01 
3. True Story (876,262) 0.0... 7.93 


FACT NO. 14 


COST PER M— MARRIED WOMEN READERS 18-34 
1. TRUE CONFESSIONS (745,370) .... $4.36 
2. Modern Romances (544,915).............. 4.84 
3. True Story (1,282,208) .................-... ... 5.42 


PERCENTAGE SINGLE COPY SALES GAIN OR LOSS 
1. TRUE CONFESSIONS (+19,743) +1.6% 


2. True Story (—5,273)........... ap aebtoae —06.4 
3. Modern Romances (— 55,537).......... —75 


Jan.-June ’S6 vs. Jan.-June 'SS 
COST PER M—CHILDREN UNDER 2 
1. TRUE CONFESSIONS (348,384) ... $9.33 


2. Tepe Story CRCAFS1D..in i ccs. 10.80 
3. Modern Romances: (243,859).............. 10.81 
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This Week in Washington ... 


By Stanley E. Cohen 


mark of the economy ax is evident | @7eas. 


This is a 70-page version of the | 


* . Cc 
Economy Ax Cuts into Assn. Directory ae Neon canes 7 4 ieen eae with STINSURIOS te tae ree ote sold in glass containers, the 


Washington Edite ae fo et my out their pro-|and Sen. Magnuson says the situa- 
ashington r posa or pulling vhf tv assign-| tion should be kept that way. 600 
WASHINGTON, Sept. 20—The| ™ents out of predominantly uhf| 000 to $164,000,000 


in “Directory of National Trade! He was particular! 
Associations,” just published by ear that FCC’s 
the trade association division of ™ended 
the Department of Commerce. | conditional grants it has issued es-| according to a report on “non-| containers in the milk business and | 25, D. C 


y annoyed to Sales of vending machine opera-/ Agriculture D rtmen: eport 
staff has recom- tors, totalling $573,000,000 in 1954, | searchers tell us that me big| the office ee ee 


tablishing @ first vhf service in|store retailers” 
Peoria, Springfield and Hartford the 1954 censu 
and a second in New Orleans. ‘bacco products 


Proce sold in paper containers 
; has increased substantially. If you 
tionery sales were up from $55,-| want to know more eoraiecas 
‘ er habits in milk buying, you can 


+ . + . 7 a re o i 
: quest “Changing Patterns in Flu- 
Vending Machine Sales Grow: Bottles, Milk Men Lose Ground: |id Milk Distribution,” marketing 


nal decision on de-intermizture,| census. Candy, nuts and confec- 


“thaw” the | were nearly triple the 1948 figures, trend toward %-gal. and gallon. tg " Prd ong — a Paden 


+ 


department’s valuable “National ? 
Associations of the U. S.” The de- 
flation was achieved by omitting 
more than 2,000 non-business as-_ 
sociations, such as farm, consumer | 
and professional groups, and by . 
editing out the descriptive infor- 
mation about the 2,000 business 
associations which remained. 
Despite these drastic measures, 
“Directory of National Trade Asso-_ 
ciations” should be in demand. It 
provides an up-to-date mailing list | 
of associations covering 3,000,000 
businesses in all phases of man-— 
ufacturing and distribution. Chief 
officers are identified, and it is| 
possible to spot the larger associa- | 
tions by watching for a symbol! 
which marks the organizations | 
with larger-than-average staffs. 
Commerce officials are hopeful 
that the larger book, “National 
Associations of the U. S.”—which | 
sold for $3.50—can be revised in 
another year or two. Meanwhile 
you can get “Directory of National 
Trade Associations” for 40¢ from 
the superintendent of documents, | 
Washington 25, D. C. 
° a J 
Rep. Klein Aims for Bench: 
Rep. Arthur Klein (D., N. Y.) has! 
decided to end his 15-year con-| 
gressional career in order to run 
for New York’s state supreme 
court. 
As third senior Democrat on the 
House committee on interstate and. 
foreign commerce, he was an ef- 
fective chairman of a subcommit- 
tee which actively probed the end-— 
less cycle of newsprint price hikes. | 
His aggressiveness was also de- 
cisive in the defeat this year of 
legislation banning advertising of 
alcoholic beverages. While other 
committee members were inclined 
to “play along” with dry witnesses, 
he levied embarrassing questions. 
In addition, he chided foes of the 
bills for failing to make their 
views known. Because of his will- | 
ingness to fight back, foes finally | 
came to life and made it clear that | 
drys were a vocal minority and) 


j 


were not necessarily speaking sf 


the nation as a whole. 
e . ry | 

Home Builders Look to U. S.: 
Home builders, who have been! 
mumbling angrily about the impact 
of Federal Reserve’s “hard mon- | 
ey” policy, can’t seem to agree on | 
a remedy. 

They complain that FHA and GI 
mortgages are virtually unattain- 
able, because lenders are unwilling | 
to make 20 or 25-year loans at) 
4% %. But after a caucus here last | 
week they said only: “It is up to 
the government to find a way out. 
The government created the prob- | 
lem, and it ought to solve it.” | 

New figures frorn the Bureau of 
Labor Statistics show no further 
decline in housing starts in August. 
But builders warn that the 20% | 
drop for the first eight months of | 
1956 below the first eight months 
of 1955 is only the beginning, un- 
leas the government finds a way to 
channel more money into mort-/| 
gages at terms within reach of or-| 
dinary wage earners. 
. ° e 


FCC Gets UHF Reminder: Sen. 
Warren Magnuson (D., Wash.), 
who is out west trying to get re- 
elected, turned his eyes east long 
enough last week to dispatch a 
long communique to the Federal 
Communications Commission 
warning the members not to fall: 
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Sterling Drug Head 
Foresees $2 Billion 
Drug Sales by 1960 


Wuire SuLPHuR Sprincs, W.Va., 
Sept. 19—Sales of prescription 
drugs and “over-the-counter” eth- 
ical pharmaceuticals in drug stores 
will hit the $2 billion mark by 
1960, J. Mark Hiebert, president of 
Sterling Drug Inc., predicted here 
today. 


Addressing the annual meeting 
of the Federal Wholesale Drug- 
gists’ Assn., Dr. Hiebert noted 


'that sales in 1955 were slightly 


more than $1.5 billion, of which 
prescription drugs accounted for 
$1,233,000,000. The number of 
prescriptions went up 42% be- 
tween 1948 and 1955 and dollar 
volume rose 225%, he reported. 
Commenting that the prescrip- 


five factors: 

L The record take-home pay of 
the public. 

2. Population growth rate of 
240,000 per month. 

3. The rising number of chronic- 
ally ill persons and the present 
14,000,000 who are 65 years of age 
or older. 


Columbia U. Group 
Sets Ad Directors’ 
Seminar for Feb. 11 


New Yor«, Sept. 19—Columbia 
University’s American Press In- 
stitute will hold its fifth seminar 


4. Advances of medical science 
and the development of “wonder” 


tion drug market is “growing like | drugs 


Jack’s beanstalk,” Dr. Hiebert 
based his $2 billion prediction on 


consciousness. 


5. The public’s increased health- | 


'for advertising directors and their 
‘assistants on newspapers under 
75,000 circulation from Feb. 11-22, 
1957. 

The seminar is announced in the 


for AVIATION’S TECHNICAL MANAGEMENT 
—serves aviation’s research and 
development organizations and the 
producers and users of aircraft, missiles, 
power plants, systems and components. 


This rocketing missile is symbolic of the dynamics of avia- 
tion—and symbolic, too, of the publication serving avia- 
tion’s Technical Management. Here are some of the marks 

of a dynamic publication. 


DYNAMIC advertiser acceptance 


in 1956... again advertisers continue their swing to AVIATION AGE 


+261 pages 


AVIATION MAGAZINE 


ADVERTISING VOLUME GROWTH 


Janaary — Jane [986° 


+53 pages +44 pages 


“Regular display advertising—%th page or more Source: Conover-Mast Research Department 


DYNAMIC circulation coverage 


AVIATION AGE reaches more engineering and management personnel. 


9,770 


*Source: Dec. 1955 ABC, BPA statements 


A Conever-Mast Publication 
205 East 42nd Street, New York 17, N. Y. eo 


[> 


DYNAMIC editorial package 


The September issue of AVIATION AGE bears a distinctive new cover ...a cover 
which reflects the modern pace of aviation and is in keeping with the new executive 
responsibilities of technical management, served by AVIATION AGE. 


This redesigned cover is the latest in a continuing series ef improvements made in 
the AVIATION AGE editorial package. During the past 12 months alone, a number 
of new features have been added—articles are grouped and labeled according to 
specialized fields—typography and layout have undergone considerable study and 
substantial improvement. The steps have been taken in accordance with Conover- 
Mast’s policy of making AVIATION AGE more readable and useful in every con- 
ceivable way ... the most dynamic publication in its field. 


BPA 


f 
§ 
<7 


7 pages 


For more details 
about the aviation 
market and its 
coverage by 


AVIATION AGE 
see the Service-Ad 
insert in SRDS 
(Class. 7) er contact 
your nearest 
AVIATION AGE 
representative 


15 


institute’s tenth anniversary bul- 
letin, which also contains the dates 
of seven other seminars for ex- 
perienced newspaper men and 
women and a listing of 1,578 news- 
paper people who have attended 67 
seminars in the past ten years. 


s Open to all dailies, the seminars 
are limited to 27 members and are 
conducted as round table ex- 
changes. All programs are individ- 
ually planned to meet the needs of 
members. There are no formal 
education requirements for appli- 
cants. 

The advertising seminar will 
cover topics such as administra- 
tion, production, copy, rates and 
special problems like discount 
houses and shopping centers. Oth- 
er seminars and their dates are as 
follows: 

City editors, Dec. 2-14; circula~ 
tion managers, Jan. 7-18; publish- 
ers, editors and chief news execu- 
tives on papers under 50,000 cir- 
culation, May 20-31, and women’s 
page editors, June 10-21. 

Further information and nomi- 
nation forms may be obtained 
from the American Press Institute, 
Journalism Bldg., Columbia -Uni- 
versity, New York 27. 


Promotes FFV Cookies 

Southern Biscuit Co., Richmond, 
has started’ a campaign for FFV 
cookies and crackers, using radio 
spots and r.o.p. newspaper space. 
The cookies, which now are made 
of vegetable shortening, have been 
repackaged. Radio is being used 
in 17 markets and newspapers in 
six. Hilton & Riggio is the agency. 


‘Business Week’ Names 2 

Richard L. Waddell, formerly 
management editor of Business 
Week, has been named marketing 
editor. Lee Geist, staff writer, has 
been appointed management edi- 
tor, succeeding Mr. Waddell. 


LINES OF 
RETAIL GROCERY 


The Riverside Press & Enterprise pub- 
lishes more retail grocery advertising 
than 3 of the 4 Los Angeles newspapers. 


L. A. EXAMINER 840,583 Lines* 

L. A. TIMES 1,348,836 Lines* 

L. A. MIRROR-NEWS 925,766 Lines 

L. A. HERALD EXPRESS 635,761 Lines 
*Dally and Sunday 


RIVERSIDE DAILY PRESS 
AND ENTERPRISE 


1,193,444 
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THREE BIG A 


= Only the Journal—An 


™ the Highly Competiti 


; The largest home audience A growing apt 


of any evening or standard- siastic new if 


size morning newspaper. by expansi«t= 
ments intrc§ 


WHAT OUR 60th ANNIVERSARY MEANS TO YOU... 


Sixty years ago this month, the Evening Journal was first publish- 


ed in New York. Within one year, its circulation bounded to an 


unprecedented high. From that day to this, the Journal-American ' 


has remained New York's favorite evening paper, first in home 


readership, first in influence where buying decisions are made. 
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ADVANTAGE 
inerican Brings You in 
live New York Market | 


apudience of enthu- The steady, time-proven sell- pg 
vV ifamilies, attracted ° ing power that comes from 4 
idbns and improve- sixty years of consistent é 
‘pduced this year. circulation leadership. : 


Average daily circulation for the first eight months of 1956 exceeded 


700,000—a gain of 40,000 families over the same period last year. On Sunday, 
circulation topped 890,000 —an increase of 15,000 families over 1955. 


i 
> 


Daily and Sunday, the expanded and improved New York Journal-American 
is more dynamic, more influential than ever before. More and more, 
the Journal-American is a must on any advertising schedule for deep and 


dominant home penetration where it pays off best. 


merican 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE INC.—OFFICES IN 15 PRINCIPAL CITIES 
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Color, Ability to ‘Teach Through Eye’ 
Are Magazines’ Assets, Williams Says 


(Continued from Page 2) 
azines, newspapers, etc.; state- 
ments such as the size of the 
Shrinkage that was destined to 
take place in magazine and news- 
paper advertising due to radio. 
Much the same thing has happened 
in these past seven years since 
television started and has devel- 
oped,” he said. 

“But how wrong have been these 
predictions and statements. You 
know so well the circulation and 
printed media growth over these 
years; the tremendous expansion 
in the use of your media during 
these periods when radio and tele- 
vision have developed. 

“It proves once again—what has 
been demonstrated so often—that 
competition actually broadens a 
field and helps an industry. It is 
the old story that the more fertiliz- 
er one plows into the ground, the 
bigger the crop. 


@ [Magazine representatives] 
“have an opportunity for an ad- 
vertiser that does not exist in any 
other available medium at present. 
At least not to any real extent. To 
emphasize this fact, I shall use a 
personal experience. 

“In my early days in the Na- 
tional Cash Register Co., I had the 
great privilege and opportunity of 
working closely with John H. 
Patterson, founder of that com- 
pany. Mr. Patterson taught me the 
little I may know. In my book... 
he was a genius. 

“He was the ‘father’ of ‘scien- 
tific selling’ in this country and 
the world. Many great companies 
today have been built and oper- 
ated on our old NCR basic selling 
fundamentals. Such companies as 
International Business Machines, 
General Motors, Addressograph, 
Toledo Scale, Burroughs and many 
others. 

“Mr. Patterson was a great 
teacher: he taught things in a way 
that made it impossible to forget. 
He used to say, ‘Always teach 
through the eye. The nerves of the 
eye are 22 times as fast as the 
nerves of the ear. 


a “*What goes in the eyes cannot 
come out of the back of the head. 
But what goes into this ear does 
come out of this ear...’ 

“As a graduate engineer I used 
to struggle with his statement that 
the nerves of the eye are 22 times 
as fast as the nerves of the ear. 
However, we believed that—just 
as we believed in him. 

“Demonstrating NCR systems in 
our offices, we used selling pads 
and crayons and taught through 
the eye. When I worked in that 
company first as a salesman, I used 
to tear a piece of wrapping paper 
off a merchant’s roll when I was 
talking with him in his store about 
turn-over, window displays, fhark- 
up and those other things that in- 
terested him most. I would write 
with a pencil on this wrapping 
paper and hold the merchant’s at- 
tention. 

“T have often wondered whether 
you men really realize what you 
have and play enough on the great 
point you possess that others can- 
not give. Today, newspapers and 
especially magazines are the only 
media where one can get a really 
good color reproduction of pack- 
ages, label identification, food rec- 
ipes, products, etc. 


s “One day it may be possible to 
have this in color television; but, 
in my judgment, this is still some 


time in the future. 

“When you have something that 
the other fellow does not have, it 
is good business to push it, use it| 
and ‘cash in on it’ to the maximum. | 
I wonder if you are really doing | 


that today. If not, then go to it. It 
is only good business to do so.” 

Turning to a discussion of the 
advertising business and of Erwin, 
Wasey in particular, Mr. Williams 
said: 

“When I joined Erwin, Wasey 
nearly 24 years ago, there were 
four of us partners at that time— 
Lou Wasey, Obie Winters, Art 
Kudner and myself. 

“I came into the agency business 
after a number of years in practi- 
cal ‘down-to-earth’ selling and 
merchandising. I had operated 
businesses—department stores and 
the National Cash Register Co.— 
where I had to make sales and 
profits for stockholders. I had 
learned through experience that 


to obtain maximum sales and- 


profits, it was necessary to obtain 
all the help one could get from 


every possible source. 

“I had been on ‘the other side 
of the fence,’ for I had apportioned 
and approved advertising budgets 
running into many millions each 
year. And that was when the dol- 
lar bought more and was worth 
more than it is today. It had been 
drilled into me that every dollar 
spent must return at least $1.10, if 
a business were to prosper and go 
ahead. I had learned and knew 
that advertising is selling. 


s “Immediately upon entering 
Erwin, Wasey, I made a careful, 
cold-blooded study and analysis of 
that business and the agency busi- 
ness. I was amazed to discover the 
manner in which Erwin, Wasey— 
and practically all agencies—were 
being conducted at that time. At 
first I could hardly believe what I 
saw and found. 

“I found that most agencies 
were headed—and their policies 
set—by men who had had very lit- 
tle actual selling and business ex- 
perience. Some of these head men 
were so-called ‘creative men’; 
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some had never sold anything and 
did not know just what made a 
customer spend her money. Most 
of them had never had to run a 
business on strict business princi- 
ples to make a reasonable profit 
after performing an 


service for the clients. 


# “I found that in years when 
considerable profits had been 
made, the partners took out large 
dividends—sometimes practically 
all the profit. They did not appear 
to realize that the advertising 
agency business—like any busi- 
ness—has good years and some not 
SO good. 

“They did not realize that a 
business requires a ‘cash cushion’ 
—a surplus in the banks—to tide 
it over bad times and thus make 
secure the positions of loyal, hard- 
working men and women. I found 
that when accounts were lost, sal- 
aries were reduced and people lost 
their jobs. To me this was a ‘mon- 
key business.’ 

“After having obtained all these 
facts from a personal study, I 


called Wasey, Kudner and Winters 
into a meeting with me. I told 
them the facts I had found; that 
the business was what I termed a 
‘monkey business’; and if I were 
to continue in the business with 
them, certain definite changes 
must be made; that the extrava- 
gant entertaining of clients and 
new business prospects was un- 
sound, as it took money away from 
the service that a client should 
expect and have. 


“From that date, Erwin, Wasey 


eash cushion has been built up. 
Today this guarantees the contin- 
uance and future of Erwin, Wasey 
and all in our Erwin, Wasey fam- 
ily. 

“Erwin, Wasey is among the 
larger agencies, but we are not the 
largest, and have no ambition to 
be the largest. One goal is before 
us always—we want to be the best 
agency; staffed with happy, com- 
petent people working together as 
a team.” 
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Mendelsohn Gets 
Marlboro Shirt's 
Footloose Account 


New York, Sept. 19—Almost 
every year, it seems, Marlboro 
pg Co., Baltimore, changes agen- 

es. 

This year it took along the ac- 
count executive to the new shop— 
David J. Mendelsohn Advertising 
Agency. And the account exec 
brought along four more accounts 
from the old agency—Lester Har- 
rison Inc. 

The prime mover in this year’s 
move is Charles Stone, the account 

executive. It was he who effected 
. the switch of all five accounts 
from Harrison to Mendelsohn. 

The clients following in Mr. 
Stone’s footsteps, in addition to 
Marlboro, are: Putnam Mills, Max 
Udell Sons & Co. (Gramercy Park 


clothes), Samuel Kaplan & Sons 
(Temp-Resisto linings) and Davis 
& Catterall (Valencia fabrics), all 
of New York. 

Mr. Stone has been servicing the 
four latter accounts for a number 
of years, first at the old Chernow 
Co. and then at Harrison. He 
joined Chernow in 1951 as an ac- 
count executive, becoming a vp in 
1954. Last year, when Sam Cher- 
now merged his agency with Har- 
rison, Mr. Stone and the agency’s 
40-odd fashion accounts came 
along as part of the deal. 


= Last May, however, Sam Cher- 
now and all his accounts pulled 
out of the Harrison shop. Mr. 
Stone and his accounts remained 
there until three weeks ago, when 
he joined Mendelsohn as an ac- 
count group supervisor. } 


Mr. Stone did not latch on to vertising Agency, Philadelphia, an | delsohn, 
agency it selected in 1954 to re- stated that the company will run 
pointed Harrison to handle its ad-| place Joseph Katz Co., Baltimore.|an “expanded spring, 1957, cam- 
In 1953, Marlboro appointed Katz | paign” for its sportswear and dress 
o replace Leonard F. Fellman As-| shirts, with use of Sunday news- 
| paper supplements, magazines and 
Marlboro’s appointment of Men- | business papers. The account bills 


Marlboro until the shirt maker ap- 
vertising last September, a few | 


months after the Chernow merger. 


Marlboro named Harrison to re- sociates, Philadelphia. 


place Feigenbaum & Wermen Ad- 


Brorby Rine 
CONFABULATION—Melvin Brorby, senior vp, and William E. Malone, 
account supervisor, of Needham, Louis & Brorby, are pictured with 
Clyde S. Rine Jr., vp in charge of sales and merchandising of Palm 
Beach Co. The occasion was Palm Beach’s annual sales convention. 


it 


announced this week, 


the back door 


front door is open 


Sell the 170,000 executive- 


engineers who specify 
the equipment and materials 


purchased by industry 

Only Engineering Society 
publications take your product 
story directly to 170,000 executive- 
engineers in charge of design, 
production and operation in 
industry. Because they are educated 
for this responsibility, they hold key 
positions in making the decisions 
that control the type and kind of 
equipment, materials and services 
purchased by their company. 
Written by and authoritatively 
edited exclusively for engineers 

in specific fields, these publications are 
circulated to accredited engineers. 
When they are exposed here, your 
product facts enter your best 
markets by way of the front door 
... and are registered with the men 
you must influence before you 
make a sale. 

No other publication, or group 

of publications, can deliver this 
audience...at such low cost. That’s 
why your advertising dollars work 
hardest when you invest them in 
Engineering Society publications. 
Proof? Call any of the publications 
listed below. 


7,000 


METALS 


Mining and Metal- 
lurgical Engineers 


11,000 @ 


Published by the 
American institute of 
Mining and Metal- 
lurgical Engineers 


40,000 @ 15,008 


ENGINEERING 

Published by The Published by The 
American Society of American Society of 
Mechanical Engineers Mechanical Engineers 


79 


$100,000, at the outside. 

Meanwhile, Sam Chernow has 
reestablished his shop under a new 
name, Chernow Advertising Agen- ; 
cy, at 53 E. 34th St. He told AA he 
now handles about 15 accounts, 
mainly in the women’s fashion 
field. 


® Moving in and out of agencies— 
particularly Lester Harrison Inc.— 
is an old game for Mr. Chernow. 
He was with Harrison before start- 
ing his own agency in 1943. In 
1950, he folded his agency and 
moved his 20 accounts to Williams 
Advertising Agency, where he be- 
came board chairman. Six months 
later, Mr. Chernow, disenchanted 
with Williams, took his 20 accounts 
and reactivated his own agency. 
Mr. Stone joined forces with him 
at that point. 

When Chernow hooked up with 


|Harrison again in March, 1955, it os 


was reported that the combined 
agency had billings of more than wi 
$3,000,000. With the departure of 
the Stone and Chernow clients, 
Lester Harrison is left once again 
with only a small amount of com- ee 
missionable billings. Fe 


s For many years, however, the 
agency has operated a successful 
catalog division, and this is be- 

lieved to be the mainstay of its 
business. It does catalogs for some AL 
35 stores, including Gimbel Bros., = 
Carson, Pirie, Scott & Co., Filene’s, im ( 
Hecht Co., Mandel Bros., John 
Wanamaker and the Fair. 

Harrison moved off Madison 

Ave. last June, to 210 E. 50th St. 
The Mendelsohn agency moved he: 
onto Madison Ave. (244) last year. Pe 


Plans Newsprint Damage Study * 

A subcommittee to set up a re- ~ 
search study of factors causing [ie 
damage to newsprint between mill 
and press room has been estab- 
lished by the committee on pre- 
vention of newsprint damage of 
the American Newspaper Publish- 
ers Assn. John L. Blake of the 
Scripps-Howard Newspapers, New 
York, is chairman. A fund of $45,- 
000 to finance the study will be « 
raised. 


Martin-Senour Boosts Andrews 

Thomas S. Andrews, formerly 
regional director of the eastern di- 
vision, has been appointed to the 
new position of director of mar- 
keting of Martin-Senour Faint Co., 
Chicago. 


Explanation: -- 
TULSA, Ne. 2 Market 3% 
Plus 
MUSKOGEE, No. 3 Market 
Equals 
OKLAHOMA'S BIGGEST 
MARKET! 
and only 


has complete facilities to serve vi 
BOTH Tulsa and Muskogee. 2 
* STUDIOS IN BOTH CITIES . 
© 316,000 WATTS 

* BILLION DOLLAR MARKET 
Ask Your 


Avery-Knodel 
Representative 
Channel 


Mike Shapiro, Managing Director 
L. A. (Bud) Biust, 
TULSA BROADCASTING CO. 
Box 9697, Tulse. Okla. 
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There’s No Market Under the Sun 
Like Southern Arizona 


TUCSON 2nd IN THE NATION FOR 
GROWTH IN BUSINESS ACTIVITY 


For the 5th time in 5 months, Tucson remained 
in the top 10 in America! July 1956 showed a 
gain of 19% over July 1955—a record second 
in all the nation! Direct your advertising to this 
vital, = market! Only Tucson News- 
papers reach all of Southern Arizona. 


Statistics from Rand McNally Business Trend 


Burdge Ottley Vaden 
AFA DISTRICT WINNER—Arthur E. Burdge, of Atlanta, immediate past 
governor of the seventh (deep South) district of Advertising Fed- 

e cu e eration of America, congratulates T. Hunt Vaden, also of Atlanta, 
i eee SES aiid -, ie tiene PL we a3 ro of The Southern Co., which won the 1956 AFA district advertis- 
'! . : ing award. Watching is John K. Ottley, of Liller, Neal & Battle, At- 
Represented Nationally by Cresmer & Woodward, Inc. lanta, Southern Co.’s agency. 


Southern Co. Is 
Deep South AFA 
Top Award Winner 


Baton Rovuce, Sept. 18—The 
Southern Co., of Atlanta and 
Birmingham, yesterday won the 
1956 advertising award of the 
“deep South” district, Advertising 
Federation of America. 

Arthur E. Burdge, of Atlanta, 
: immediate past governor of the 
Drive home your message the world over with ADa aula ait Gunnin 28 Oe 
maximum impact. Place it in the International advertising award committee, said 
Editions of LIFE. the award is in recognition of the 

- : Southern Co.’s series of “report to 

With the largest page size and the finest repro- the nation” advertisements in na- 

; : i tional magazines, business publica- 
duction, they present your product in the best Guns sed enemies, 
possible light to more readers per copy than any “The Southern Co. series has 
j j j been a continuing report on all the 
other international magazine. soned ania al Geen ae ae 
velopment in the part of the South 
it serves,” Mr. Burdge said. “The 
advertisements are telling the na- 
tion in words and pictures of the 
great advances being made in the 
South in industry, agriculture, 
business, education and many oth- 
er fields of endeavor. 


® “It is a well-conceived and well- 
executed program which has 
brought great distinction of the 
Southern Co. and its operating 
companies and noteworthy atten- 
tion to the South.” 

Operating companies in the 
Southern Co. system included in 
the award are Alabama Power Co., 
Georgia Power Co., Gulf Power 
Co. and Mississippi Power Co. 

Southern Co. advertising is han- 
dled by Liller, Neal & Battle, At- 
lanta. 


CED Names Neal President 

Alfred C. Neal, Ist vp of the 
Federal Reserve Bank of Boston, 
has been appointed president of 
the Committee for Economic De- 
velopment, New York. It is a new- 
ly created position. Wesley F. Ren- 
nie, who has been executive 
director of CED since 1949, al- 
though retiring, will continue to 
serve the non-profit research and 
educational organization in a con- 
sultative capacity. 


Browning Joins Wilson 

E. J. Browning has joined Rob- 
ert E. Wilson Inc., New York, as 
an account executive. Mr. Brown- 
ing, at one time with Warner-Chil- 
cott Laboratories, New York, pre- 
viously headed his own export ad- 
vertising agency. 


LIFE INTERNATIONAL, published in English Their estimated total audience exceeds 4,500,000 parses tes ony a York 
around the world and LIFE EN ESPANOL, printed readers. Join other leading companies the world has volunteered to serve as “task 
in Spanish, for Latin America, deliver a combined over who have invested more advertising linage force” agency for the promotion of 
net paid circulation of over 600,000 concentrated in each of these magazines than in any other Advertising Week, Feb. 10-16, ac- 


at upper-income levels. U.S. overseas edition. cording to Ben R. Donaldson, 
chairman of the board, Advertising 


Federation of America. 
ef 
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Eastern Office: 110 E. 42nd St., New York 17 @ 
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Of Metropolitan Detroit’s Business 
Originates In Six Key Counties* 


/ 


These six counties, with more than $5 billion 
in retail trade, account for 52% of Michigan’s 
population, 55% of its retail sales. It is here 
that advertisers concerned with “dollar re- 
turns” concentrate their campaigns. In this 
same area 96% of the Detroit News week- 
day circulation is concentrated, with 58,000 
more copies than any other newspaper. On 
Sundays the News circulation superiority rises 
to 116.000. 


Wayne (Detroit) , Oakland, 
Macomb, Washtenaw, Monroe, Livingston 
Comprise the Detroit Retail Trading Areca. 


These advantages, well known to successful 
media buyers, have given the Detroit News 
overwhelming advertising leadership. In 1955, 
The Detroit News carried more than half of 
all newspaper advertising in this market. The 
other two newspapers divided the balance. 


It pays to concentrate your selling in the six- 
county Detroit area, with The Detroit News. 
No Detroit paper effectively covers the rest 
of Michigan. 


The Detroit News 


THE HOME NEWSPAPER 


largest Weekday ond Sunday Circulation of oll 
Michigan Newspapers (ABC 3-31-56) 
Weekday 459,1460—Sunday 573,275 


Chicago Office: 435 N. Michigan Ave., Tribune Tower, Chicago, Ill. 
Pacific Coast: 785 Market Street, San Francisco, Calif. e Miami Beach, Florida: The Leonard Co., 311 Lincoln Road 
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Advertising Age, September 24, 1956 


SALESMEN—T hese two animated car- 
toon characters personify health 
and pep for Butter-Nut bread on 
a tv spot schedule. Their voices 


will also be used on radio spots. 
Honig Cooper Co., San Francisco, 
is the agency. : 
Chaney Donforth Manchee Conlon 

PARTY—Batten, Barton, Durstine & Osborn, Min- and Twin Cities office manager, Dave Danforth and 
neapolis, celebrated acquiring the Minnesota Dairy Fred Manchee, exec vps from New York, and Lew 
Industry Committee account by flinging a whing- Conlon, manager of the dairy committee. The pretty 
ding. Here, toasting each other in the available— _ girl is Princess Kay of the Milky Way, sometimes 
and appropriate—beverage are Bobb Chaney, vp known as Barbara Bossus. 


% 


LOOK COOKS—When Look held its 

: editorial planning conference at 

ee Pal aaa the Waldorf in New York, about 

Stewart - 7s ; } :. oer . ff 100 people were present. Among 

PROBERS—The Royal Commission on Broadcasting has been making ; : os ” the Lookers-ahead were Don Per- 

headlines in the course of its tour of Canadian cities to look into . . ot ae : kins, vp and advertising director; 

the future of radio and tv. Members of the three-man commission ioe : William Arthur, managing editor; 

are Edmond Turcotte, former ambassador to Colombia; Chairman : og te ms Jim Milloy, Washington vp, and 

R. M. Fowler, president of the Canadian Pulp & Paper Assn., and 4 a ato ; a a ‘ S. O. Shapiro, vp and circulation 
James Stewart, president of the Canadian Bank of Commerce. The é, 3 director. (Story on Page 86.) 

hearings will conclude in Ottawa next month, and the commission 
is expected to submit its report to Parliament early next year. 
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Colvin Treyz Waszilewski 


TALKING IT OVER—Aft a reception given by RCA Recorded Programs relations director, Television Bureau of Advertising; Oliver Treyz, 

during the National Assn. of Radio & Television Broadcasters re- president, TvB; Vince Waszilewski, manager of government relations, POCKETFUL—A new dump display 
gional convention in Minneapolis, were W. B. Rogers, KDUB, Lub- NARTB; Ralph Evans, WOC and WHO, Davenport, Ia.,and T. A.M. for D.L. Clark Co. candies features 
bock; N. L. Bentson, WLOL, Minneapolis; William Colvin, station Craven, FCC commissioner. (Story on Page 3). the Clark kangaroo. 


METALWORKING. 
THE WORLD'S 
GREATEST 


1960 


Compbell Rowland Decker —Pelott Tymick 

CRYSTAL BALL—Speaking before a group of agency executives in Chicago, Walter J. ing products increases by $41 a year. Advertising men photographed at the meeting, 
Campbell, editor of Steel, forecast that metalworking sales will almost treble, reach- which was sponsored by Steel to show expected developments in the metalworking 
ing $372 billion by 1975, and that advertising expenditures will quadruple in the market, are Walther Buchen, president, Buchen Co.; Harvey A. Scribner, president, 
Russell T. Gray Inc.; H. G. Rowland, advertising director, Steel; Arthur L. Decker, 


same period. He based his estimate on the U.S. Census Bureau’s forecast of a 221,- 
000,000 population in 1975, and findings that per capita consumption of metalwork- vp, Buchen Co.; L. C. Pelott, representative, Steel, and Henry Tymick, vp, Buchen Co. 
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month after month... 


1512 million’ men and women‘“live by the book’ 


...and the book is Better Homes and Gardens 


4.250.000 COPIES EACH MONTH 


* %* et ee 


Dad building something in his workshop, Mom trying 
out a new recipe—BH&G readers act on ideas they see in 
“the book”. Associated with reading the ads and articles 
in an average issue of BH&G, 6,950,000 readers reported 
taking 27,100,000 actions! 15,500,000 people read an 
average issue. One third of the 123,800,000 people in the 
U.S. 10 years of age or older read one or more of every 
twelve issues. That’s 44,150,000 readers of Better Homes 
and Gardens — and over 40% of them are men! Meredith 


Publishing Company, Des Moines 3, Iowa. 


1 


during the year... 


of America 


reads Better Homes & Gardens ! 


*A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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Agency Changes Name 
Jewell Advertising Agency, mal 
Francisco, has changed its name to | 
Jewell-McDonald Advertising. 
| 


.CLIP THE CLIPPER’ 


Like many other BIG NAME firms, you, too, 
can clip monthly Clipper art for striking, origi- 
nal layouts that can be produced in a jiffy. 


MULTI-AD SERVICES, INC. 


Box 805M Peoria, Iilinois 


Dixon Promotes McMillin 


David C. McMillin, formerly as- 
sistant sales manager, has been ap- 
pointed sales manager of the pen- 
cil division of the Joseph Dixon 
Crucible Co., Jersey City, N.J. He 
succeeds Harry J. Erickson, who is 
retiring. Mr. McMillin joined the 
Dixon sales staff in 1952. 


Helm Joins McGraw-Hill 

Albert E. Helm, formerly account 
supervisor with Bert Garmise As- 
sociates, New York, has joined 


McGraw-Hill Publishing Co., New 


York, as circulation manager of 


Food Engineering and Electrical 
Wholesaling. Before his association 
with Garmise, Mr. Helm was cir- 
culation promotion copy chief for 
Hearst Magazines, New York. 


Putnam Joins Mellott 
Robert Putnam, formerly senior 


editor of Forbes, has joined the| ‘Sears, Roebuck 


editorial service department of 
Mellott, Thomsen, Pitney & Co., pr 
consultant, New York. 


Advertising Age, September 24, 1956 


August Sales of Chain Stores 


August 8 Months 
1956 1955 


181,149,143 = 132,694,175 +36.5 
1,006,260,316 795,060,243 +26.3 
373,387,540 342,424,004 + 9.0 
1,358,711,359 1,328,125,727 + 2.5 
.4 $2,919,508,358 $2,596,304,149 +12.4 


% Gain 
or Less 


% Gain 
1956 1955 or Loss 


35,931,884 26,142,097 7 


FOOD CHAINS 


hE 


Ska8 
5 

BB 
FS $ | 


2,013,081,136 1,866,646,393 + 7.8 
71,511,713 64,004,453 +11.7 
607,991,891 548,025,967 +10.9 
$2,692,584,740 $2,478,676,813 + 8.6 


a58 
BRSR 


S 
be 


38,822,751 
136,674,257 
175,497,008 $ 


2 


VARIETY AND MISCELLANEOUS 
"American Stores .. 249,548,393 +19.9 


71,879,061 +11.2 
54,479,690 + 2.6 
19,016,914 +115 
59,108,801 + 8.2 
189,430,479 +10.2 


Green, W. L. .... 9,060,873 
‘Interstate Dept. Stores 5 

4,407 
28,194, 
13,396, 


. 


126.170,000 +10.9 
18,905,219 +12.9 
441,091,883 + 5.4 


Group Total .... $ 500,268,203 $ 453,000,786 +10.4 $3,269,120,303 $3,032,928,503 + 7.8 


Combined Total . $1,303,925,576 $1,181,074,047 +10.4 $9,056.710.409 $8,270,526,660 + 9.5 


“Five weeks and 26 weeks. Four weeks and 36 weeks. ‘Seven month period. ‘One month peried. 
‘Four weeks and 21 weeks. ‘Five weeks and 35 weeks. “Six month period. 


Griswoid-Eshleman Adds One | Redbook, with headquarters in 
The U.S. Ceramic Tile Co., Can- Chicago. He succeeds Jerry Mitch- 

ton, O., has appointed Griswold- | ell, who resigned in April. 

Eshleman Co., Cleveland, to han-| 

dle its national consumer and trade arris rook 

advertising and sales promotion ower = & Whiteb 

starting Jan. 1. For the first time, ntercontinental Hotels, New 

York, has appointed Harris & 


the promotion activities of U.S. a , 
: | Whitebrook Advertising, Miami 
Ceramic and its affiliate, Sparta | peach, as its agency. Intercon- 


vero will be combined in tinental, which manages 11 hotels 
P : in Latin America, is planning a 


q consumer magazine campaign in 
Redbook’ Names Brooks 


four colors for early January. The 
John Brooks, formerly with | account was previously handled by 
Family Circle, has been named 


Koehl, Landis & Landan, New 
western advertising manager of 


York. 


Signs of SCOTCHLITE 


SALES ACTION! 


How to make s “take-off” after your product: Sell it with 
the 24-hour IMPACT of ScorcuuTe Reflective Sheeting. It 
never hides in the dark. It's over 200 times as bright as white 
paint. And it gives you high readership—at the /owest cost-per- 
thousand known! Find out how durable, easily-maintained ScoTCH- 
LiTg Sheeting can actually give your outdoor displays the look 
of spectaculars. For a free demonstration write Minnesota Mining 


& Mfg. Co., Dept. AA-9246, St. Paul 6, Minnesota. 


get 


3M “SCOTCHUTE” Reflective Sheeting is a registered trademark of Minnesota Mining & Mfg. Co, 
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NUMBER 8 IN A SERIES 


TEDDY ROOSEVELT AND THE ROUGH RIDERS — Library of Congress 


The turn of the century saw America coming into its own asa _—_‘Today, in the forefront of the fight for these rights and privileges 
world power after the quick but decisive victory in the of Americanism is The American Legion . . . nearly 3,000,000 


Spanish-American War of 1898. It took this country but three loyal Americans whose dedication to the preservation of these 
ideals knows no bounds. Through 17,000 Legion Posts, they exert 


short months to emerge victorious ...and to assume its rightful . ri Re 
me ¥ a tremendous influence upon their communities, upon every facet ~ 
position as the fountainhead of world progress in the fullest or 4 nerican life : 


sense of the word. 
| THE WISE BUSINESSMAN, with his own great stake in this very 


The great moving force behind this victory —and behindevery same program, can see the great identifiable audience that is 
represented by The American Legion Magazine as an important 
factor in the economic system of America. And particularly, in 
his own advertising picture as the best way of reaching this 
important group of influential community leaders. 


if 


victory for this country, whether during war or peace — was a 
f group of brave and determined men . . . whose vision and fore- 
4 sight was matched by their courage and ability to get things 


done. They brought into being a new, and even more dynamic, 


| more energetic leadership that continued the struggle for _ For products or for services, the potency of The American Legion 
| Liberty and Union. Magazine in building sales is inescapable. Your advertising 


messages will find ready acceptance among America’s decision- 


Everyone worked toward the same’ goal, with an identity of | ™akersin... 


| ‘ 
| purpose that soon became a synonym for the unquestioned he Simeutan 
Ze ef 


leadership that was to be America’s. Strong, self-reliant, pur- 
poseful Americans forged this greatness . . . and defended it L E (GS I O N a 
against the challenge of outside forces and developed the tre- _ 


mendous strength of principle that we know today. | 
e Y 


AMERICA’S LARGEST IDENTIFIABLE AUDIENCE OF PURPOSE. 720 FIFTH AVENUE, NEW YORK 19,N.Y. 


< eee or ee nee EB oar eet BeESE ed ee 2 ee eo ela A ee — 23 _ . a ; fi * i teak 3 a as Pe gi 7 me me * [os 
oe ape 5 eg ¥ 3 ay . —~ ‘ re 
<s “ ‘ a rs 4 # 
' e Wa 
> ee 
| ‘ by A Poke . : 
v - K x z 3 A 2, 
' : 4 _ : > ‘ 
| by ey Meteo Fit Shay 
a ne oe ye gies : 
it - + A - & é _<—e ee He s' cs 4 
i = ° 5 Tae + A . : 
i pes : ts, kee ee + ° ° 
{ aes wae e > ; ‘ to 
Ye ree ae ia ‘ shit 
*, pala. hie os : ete 4 Ps : ; 
} 4 . ee, ; a 4 " Ry ‘ 
it a 3, me Xe 
' . ~ . ee? 7 i 7 
. ei . : - :. 
o 9 UR a = | P oe a 2> | 
} 3 , y ) 4 : > —_—" “i sa) o & a,.~ . - th 
: Ey A 4 ‘ ; : i ba . : 
‘ ae % . oe? * eae CF aoe => * < a rh ea ‘ 
; 4 ra - as aS hee Saat . fy | —s | ae. a ee ® “tt 
$ SS oe a RO. slU——e go Sé ) Oe ee : 
| > oa, J Pg Tk 6 wy §-. we a — |. re a a aie. |) + a eee . . 
v “i a, ~ ¥ oh et OR ee _ ym P 2 . hos —* a  — Pip eee a ee ~ 
——— | ig’ = 73 be ; ee Eee a 
' tt " ? 4 ee oh. eee ees : an Po Ry, ee ee ia, es a * 
A ae ” oh ieee ys, ge 4 —" . ae ame r een ar 5 i i. wales 2 ae ae 
i te > 3 Ac ee eae p y .. ee Bet ; ee ee ;, 
' e. - x es ae eee! sae ¥ J 4 ee ae ae oe eT a 2 
I Lf vi , ee 4 ke ——— = =—©$ ; fe : 
ete : Seas F et eo eget 0 ae L 
t.: + ee wens me ae i : J a ee ee ee ee Fes > ee ae : + + ‘ 
r} : - “tee As . i Bes aed fr Na g f . sie 3 . PO or ; } ‘Ss ne v ; 
a 4 ea ‘eee . Se Se) ; as The ye . , > me ; rd 
; a > —— Fe - ae ‘ ) else ae ee Ea Hw ‘oe | 
: . . ery — BA oes wa rn 4 > er a A ‘ + * : ; and ~y.* dae a ‘ 4 , OEM ae = “ 
| ee. (kk eh CC ~~ eae... 0 ae ee 
oP ae TI a ig Ree ee, (oF areas 2 : ar oe 4 read 
’ “i ga a. fs > oS a". = rs pe Sears S| ES “aa Le bss 3 
, ‘ 2 CS a es ae me \' - . | “See EE = 
, = eft re % Uper ag = és a Be ae ee ee. ef oer a * ; , 
; ‘ Cie ba + ee. n eee son A. =e .— % aegis ee ee. et. a9 / f 5 . ae Hi > 
: a 3. ea ; ie ; ‘. : bo, ne. Pee a ; i _ — 4 
} Ss ei - |.» i m ; a i =, Soe ee ae M ia 2. Se : 
' * itis ke + ’ we oy carey 44 Le _ ef oe fe, . ° ; = wl . pa 
| rg ee . + a oe et Se ta E Rok A eas a diets Page Oe * 
wot fo ae Sea : 7 Sic a? er. = a oF y eee re 
a aie ee oe ee 5 « SDs Si | RS ‘ ee wal 2 ge he | ee: : 
; 5 “ &.. gies : a. Rete Ly eae A es ek ” 4 pea Mere: — .. 4 3 oN meaty ‘ x 
+ ¥ om.) % —— ll (fl > ee ee ' Ras 2) va aay <—: | ong ' - ae : 
ae - oe . Le ae ' Set nd 2G te Moe F S Ly caer ss ; 
warns 5 foe Ey: 4 . cae es. i= a ie mS RS oS : ae a ee Sy ae ‘* oo s yy OR eat anche 7 f 
1% : te 2 fede ish eek oe @ eee ae? +. oe . > a be ie ae Se eae : i ee "e ¢ 
j cll “onsen i. ee eS r i UA Re ee, RB res aa J . 06 RD @:;. - 
i Sad) see F iar > a ie eee a bers as oe SS . 2 oe ee ; , 
‘. 47S cS ee ke RAS a i ee fe ogee Oe ae ‘ees 
: mea. flo fe oe a , Ham oy Sr Sila ae ; ee ene 5 ue a 5 
mes bees. i | aa Si eee 3 s 
eS = £3 ae ee EE SN fe m ek Be ; 
ere oe ee _ 2 pos gee. Se: ea eee sf Ree ee ee eS : pe os 
ae ™ Mp 2 Je 5 ee . 22.5 or. ee Re 58 - ” 
a. * gas Be ed #% ‘ae 2" ce me oe eee on ae ae caer. eas ms PR ae ? 2 tee ea, } 
ce om i a ae » ee = 4 7 re py ate ie aya Se on es ey pS af ele oan — .s Bs a ¥ te 
as . a . Pi . oi. aoe wey ea Rt ro) SS eee a we Wi eee ee Tee, - a ae s aa co rad yes *s . 
Se TN ey ee eM, ee a ae oan, Gas, & ae pe Se 4 ae 5 eas e: ‘ 
el ee Se Fa NA += Re : 2 
: Ti oe m ee SS espe: ie | ig ae a eee oe “at Sr» SRE nae : ie Sac, * 
gi. ae % Ps oe = So (BROS Re oe, ve eS Lo a | ‘face % Any <7 ie ac. 
ee 0 Oe (le g + ae | 
Mg ia ee PE a > ft ae ce i ae ss) a: 2 Os Ste yma 9 ; os . re es ee oe: 3 7 P 
. a a a  * oy Ra Sa Pel a, eas eee _ it y be 6, , re Ss is #3 a3 ig i 
= ete hi: - “+ 2. aig i ae eo b, wage. 2 ie °* 4 #3 z ‘ a aa : ‘earths: as Bs - soap! “ 
wee ae ‘ eee eer . eae og ai “ . , 7. A a me ee oe i aE. ae yes 3 
. ‘ yar | —— a = oo a F een: a ee ie yt Poe eee ee thee 5 stat . 
— “a Se PaaS -* ”" ; pes oie € fies —— Fe: a 2% a oe pei 7 sce a a 
4 ba cf eee i (iii. i 9) rr we Pa tee FG ee yo age Se oy r. 
ay’ oe ) l(t ee .- = ee ae 7 yee! Prccscrieens E 
| ; ‘ - ae cod a ee, —_— 2 Oe ie ak ae oan Be ees 5 
! e mH Se: | AA ys. a es Pe y oo a, | 2 Siaae: rep be ah ee 
P a %., \ aN’ : { ra nae ged (ee i we ee *" aw, | le Ae oe ¥ J aN fi, re F 
¥ 7 : = a 5 gee ae. ae ean Sad i . ny ~™ / ra bed sia. as Pee se - ee = 
fr’ bens 5 Ie >») a Se met er — ae i. oe Lie 13 cin te ee apes — a ; 
j es. em r ae ae ae ie 5 ee ‘ 2 ee -_ _ | Sa i . 
as “ : io Rk ns a : ass ape aul eee * a a = ales F age : 
iS - ee a ce lag, SS Se ee eit s ioe m a a , ; es] sf 
. e $2 = te” 5 jan camer >t an 2 ee 5.4 i, 3 oa Sere ae ai: a c i ! 
if e >” - — : ae” ee Pein Ny ' » * ae : ra OP es ace at ; 
«the P ae ~ , eee Liga eee e Bi ; og ae Z Ra EEE Pe > mete : 
: a 2 eg cay be : eo eet P ie a mp er oe od nt : Frost ss d 
— 4 ’ r ee = st athe "2 i t~" Se. > 7: c 
» : f , oe " ~ J ‘ ie eet ko Se : : a 
ee — 
| 
; - 
\ ‘ 
° * a i 
eee 
b oy 
J 
‘ 
H 3 
| x 
- RES 
i 
f 
, 
’ 
5 
{ - 
: 5 
e 
| /) O/ s 
Ke” Y Y Z : 
' “, 
} , 
~ . ae EN, 
: os Me” 2: Cre SP a pe 


New Parker 61 Gets 
‘Out of This World’ 
Christmas Ad Push 


JANESVILLE, Wis., Sept. 19—An 
out-of-this-world theme will be 
used to introduce Parker Pen Co.’s 
new Parker 61 to consumers. The 
first ad, a color spread in Life for 
Nov. 7, shows the pen against a 
“moon scene,” with the earth 
hanging in the sky. The ad is 
headed, “Unlike any pen in this 
world—or any other!” 

Following ads in the series also 
use scenes from “outer space.” Be- 
sides Life, ads are scheduled for 
Newsweek, The New Yorker, The 
Saturday Evening Post and Time. 

Parker’s new pen has a self- 
filling feature. The pen is filled 
by removing the barrel, inserting 
the top end in the ink and holding 


No. 70 of a series 


The NEWS of the Rockies 


Averaging more than 500 PAGES of 
classified advertising a month speaks 
volumes for the interest and respon- 
siveness of News readers. 


Sutker 6/ 


Sy eee An he MO oh we 


MOON SCENE—Parker Pen Co. is using an i siiaiiidiencite theme 

to introduce its new Parker 61 for the Christmas-buying season. 

This color spread, scheduled for Life, Nov. 7, starts the consumer 
campaign. Tatham-Laird, Chicago, is the agency. 


it there for about ten seconds. Fill- 
ing is accomplished by capillary 
action; the pen has no moving 


parts. The absorption ena above 
the tip is covered with a hydro- 
phobic material which eliminates 


ROL IANS 


A filter-tip cigarette now ranks 
among all brands sold in lowa 


The 1956 lowa Brand Inventory (now 
available) shows some remarkable 
changes in brand preferences among 
Iowans. And, a significant similarity be- 
tween Iowa city-town and Iowa rural 
buying habits. For example, a filter-tip 
cigarette now ranks second in percent 
of use in the state among both rural 
and urban groups. 18.5% of rural folk 
use this up and coming new brand— 
19.7% of city-town inhabitants. Signifi- 
cant too, we think, this fast rising brand 
is advertised consistently in the Des 
Moines Sunday Register;all Iowa's 
newspaper. 


To sum it up: in lowa today farm and 


urban dwellers tend ‘to live alike, buy 
alike, respond alike to advertising stim- 
uli. Together they constitute a single 
large, monied market—2% million 
people who earn 444 billion a year from 
farm and factory. Oh yes, they read 
alike, too. The Des Moines Sunday 
Register is truly all lowa’s newspaper, 
covering the entire state better than 
most metropolitan newspapers cover 
their city of publication. 


Your free copy —1956 lewa Brand 
Inventory —is available on request. It 
shows percent of use by product and 
brand of 171 different products from de- 
odorant to detergent, toothpaste to tele- 


vision sets, from 1950 to 1956—broken 
down by city-town and rural. Write on 
your company letterhead to Research 
Department, Des Moines Register and 
Tribune, Des Moines, Iowa. 


DES MOINES 
REGISTER anv TRIBUNE 


Gardner Cowles, President 
Circulation: Daily 364,744—Sunday 525,147 
Represented by: Scolaro, Meeker and Scott 

New York, Chicago, 
Detroit, Philadelphia 
Doyle and Hawley 

Los Angeles, San Francis.o 


the need for wiping after with- 
drawal. 


® The ads stress that with the new 
capillary ink system, the Parker 61 
writes “...even when it’s upside 
down or high in the sky.” 

In all, Parker plans five differ- 
ent 61 ads before Christmas. Park- 
er’s 51 also will remain in the line. 

In addition to the magazine 
campaign, Parker plans a retailer 
cooperative program for Christmas 
—Parker’s biggest, according to a 
company spokesman. Prices of the 
pen are $20, $22.50, $25 and $27.50. 

Parker’s merchandising materi- 
als are primarily in white with 
touches of gold, red or charcoal. 

‘One promotional gimmick is 
aimed at the consumer who wants 
to be “first.” A tiny engraved 
shield, “First Edition,” on the pen 
cap marks the first lot of 61 pens 
on the market. 


® A group of Parker and agency 
executives are currently touring 
the country to publicize the new 
pen. This “publathon” is hitting 
the big cities across the country. 
Tatham-Laird, Chicago, is the 
| Parker agency. 
} 


Cowles Tells Staffers 
Profit Is Secondary to 
Improvement of ‘Look’ 


New York, Sept. 18—Gardner 
Cowles, president and editor of 
Look, told about 100 staff members 
of the magazine—here last week 
for a special editorial planning 
conference—that “we are willing 
to forego large present profits to 
build the property for the future.” 

The way to build it up, he added, 
“is to plow back all but modest 
profits in any given year to im- 
prove the magazine still further.” 


® Mr. Cowles said that Look has 
“just about doubled” its circula- 
tion since World War II, moving 
from 2,300,000 to 4,200,000, and has 
gained 650 advertising pages, near- 
ly 70%. He reported “making a 
consistent profit after taxes, and 
this profit could be even bigger 
if we weren’t constantly striving to 
improve our product.” 

At the meeting, first of its kind 
in the magazine’s history, staff 
members also heard of the opening 
of an editorial office in San Fran- 
cisco early next month. 


GF Pushes Children’s Rain 
Gear as Chocolate Premium 

“Just in time for fall rains,” the 
Walter Baker Division of General 
Foods Corp., White Plains, N. Y., 
will offer a child’s yellow slicker 
and rain hat as a premium for 
Baker’s instant chocolate flavored 
mix. A $2.95 retail value, the rain 
gear can be obtained for 75¢ and 
the Baker trademark or a facsim- 
ile. An in-store display, complete 
with raincoat and hat, will be of- 
fered to participating retailers. 
Young & Rubicam, New York, is 
the agency. 
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Hazel-Atlas Becomes Division 
of Continental Can Co. 

Continental Can Co. and Hazel- 
Atlas Glass Co. have merged, and 
Hazel-Atlas will become a division 
of Continental Can. Under terms 
of the merger, shareholders of 
Hazel-Atlas will receive 46/100 
share of Continental common for 
each share of Hazel-Atlas. 

The anti-trust division of the 
Department of Justice had sought 
an order restraining the merger, 
but Federal Judge Sidney Sugar- 
man denied the request. 


McVey to ‘Christian Herald’ 


William J. McVey Jr., a former | 
eastern advertising manager of the | 


Christian Herald, New York, has 
rejoined the Herald in an adver- 
tising executive capacity, special- 
izing in the development of new 
advertising accounts. Most recent- 


ly he has been president of McVey | 


Associates, publishers’ represent- 
ative. 
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SAN DIEGO IS BIGGER 


This $10,000,000 Research Laboratory — soon to 
be built in San Diego — lends powerful impetus 
to this area’s dramatic expansion in the fields of 


NOW —- THE ENGINEERING 
AND SCIENTIFIC RESEARCH CENTER 
OF THE NATION 


pure and applied science. 


To sell this booming market — third largest in 
the West — invest your advertising dollars in 
the saturation coverage of the San Diego Union 


and Evening Tribune. 


COPLEY newsparers 


15 “Hometown” Newspapers covering 
~ San Diego, California — Northern Illinois — Springfield, Illinois 
4 and Greater Los Angeles. . . 

Served by the COPLEY Washington Bureau and the COPLEY News Service 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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IT’S GOOD—A life-size reproduction 
of a football referee draws atten- 
tion to this floor stacker for Brown- 
Forman Distillers Corp.’s Early 
Times bourbon. A free football 
booklet is offered, where legal, 
from a pocket in the stacker. 


Meeker Co. Shifts 
Staff Responsibilities 
After Office Move 


New York, Sept. 19—Several 
appointments and promotions have 
been announced by the Meeker Co., 
radio-tv station representative, 
which recently moved to larger 
offices at 521 Fifth Ave. 

Three veterans with the compa- 
ny have been named vps. Louis J. 
F. Moore was named vp in charge 
of the radio division; his counter- 
part in television will be Edgar B. 
Filion. Carl Jewett is vp in charge 
of midwest operations. All are new 
titles. 

At the same time Vic Piano, 
who has been with Meeker four 
years, was appointed director of 
sales development and promotion. 
Other appointments from within 
the company: Charles (Chuck) 
Standard as eastern sales manager 
for tv, and Norman Cissna as man- 
ager of sales development for the 
midwest area. Additions to the 
company include Paul Murray, 
formerly with WTTV, Blooming- 
ton, Ind., and Mimi von Zelowitz, 
previously with Young & Rubicam. 


Marquette Classes Make 
Survey of Milwaukee Radio-TV 
Results of a “Survey of Radio 
and Television Listening Habits 
Among Milwaukee County House- 
wives,” conducted by two classes 
at Marquette University, Milwau- 
kee, have been released. The sur- 
vey was taken by the class in radio 
research and the class in mar- 
keting research, under the direc- 
tion of Joseph M. Staudacher, as- 
sistant professor of speech, and 
Parker M. Holmes, associate pro- 
| fessor of marketing. 
| Major purpose of the survey was 
‘to determine the radio and tv 
habits of Milwaukee County house- 
|wives, as opposed to listening 
| habits of all family members. Sec- 
ondary objectives were to deter- 
j}mine to what extent housewives 
|recognize the sponsors of their 
| favorite programs, and the general 
| attitude of housewives toward ra- 
|dio and tv commercials. 


| Simoniz Names Doscher 

| Simoniz Co., Chicago, has ap- 
| pointed William E. Doscher mar- 
'ket research manager. He former- 
ly was with J. Walter Thompson 
'Co. and before that was with 
Needham, Louis & Brorby. 
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Servers: wn ee aerED. 
Eo 
new 3 
Concept of plant coverage — guaranteed to 


P go to all of the plants that do 90% of the 
| business. 


hew 


Circulation principle—readership based 


e 

solely on buying responsibility—and proved © ) PF 
W 

O 

r 


a” 
DW 
oF 


pe ae 


by nationwide continuous identification by 
Western Union Survey Department. 
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new 


a Editorial designed by sicitidisiclesile Robert 
_ -""""“Ganning (writing), John Peter (visualiza- 
tion) , supervised by brilliant editor John 
: "Haydock — for fast easy reading by the 


2 
© 
>) 
oon 


is the magazine with the fastest. pick-up— 4 - <) 


a : 2 


~ metalworking industry whose problem a : a: ) eo | 
tis baie gp yours ~ toe Ginch topecgl & jee. Pe © ‘ “= 
little time to read it. | : @ : 
< Cover to cover editorial innovations that 3 2 lh the 
~~ gave the reader’s time: Take just three min- : | 3 i k 
utes of your time to see why Metalworking “a 4 ii 
"hie qi 


first to be read in the ee field. 


>. 


‘x 7 


now * » © Out October ist, | 
40% more advertising -° | 
Metalworking for the first time... se f j : 


-.. See for yourself how big things are fia 
» - pening in the new Metalworking, ~ 3 


i Us 
more than a third from new advertisers in ‘ Ih. ae 


Mig x 


THE TIME SAVER MAGAZINE 
795 Boylston Street, Boston 16, Massachusetis 


* a eek 
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ee 


NEW YORK+-506 Fifth Avenue, New York 17, N. Y., MUrray Hill 2-6256; CHICAGO — 338 North 

‘, Michigan Avenues Chicago, Illinois, FInancial 6-0822; CLEVELAND—8905 Lake Avenue, Cleveland 2, 
oe Ohio, WOodbine 41-7788; DETROIT — 6560 Cass Avenue, Detroit 2, Mich., TRinity 3-6666; LOS 
ANGELES — 9137 Kelton Avenue, Los Angeles 34, Calif., BRadshaw 2-1456; SAN FRANCISCO — 
Monadnock Building, Room 274, 681 Market Street, San Francisco, Calif, YUkon 2-302 
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Roto Paper Price Up TV Stetien og yoru Pittsburgh Agency. 
ternational P: Saks Cu, Station WHAM-TV, Rochester, 
seein York, has Pei al its priee N. ¥., Das changed its call letters Outdoor Operator 


f oto r by $3 to $140 2 wer. and ik now WROC-TV. x 
paver nae Create ‘Ike’ Signs 


PittTsBuRGH, Sept. 18—Sykes Ad- 
vertising and Pittsburgh Outdoor 
Advertising Co. have entered the . . 
national Presidential election bat- 4 for PRESIDENT v4 
tle in “spectacular” fashion. BACK pe 
The agency and the outdoor HIS TEAM VOTE E REPUBLICAN 
company have erected a Times- ee. 
Square type sign 100’x27’ which 
flashes the universally-familiar 
slogan “I Like Ike” in colors of 
red, white and blue. The sign is 
at Liberty Ave. and 11th St. 
The three words flash in rapid 
succession, all from the one word 
Sales “Like.” The “I” shows white, the 
over “Like” comes in blue and the “Ike” 
flashes red. The sign was erected 
$775,000,000 for the Republican executive com- 
in 1955 mittee of Allegheny County. 
More than 1,000 indoor collap- 
eee sible miniature signs on the same 
Goi “words within words” principle 
ng have been delivered to buyers 
up throughout the U.S. Sales of the 
! miniature signs jumped when they 
now were endorsed by the Republican 
|National Committee at the recent 


ae FOUR LETTERS, THREE WORDS—This electric sign, a miniature of a large 


0 Se 

‘Th ! ae spectacular installed in downtown Pittsburgh, flashes the slogan, 
KC = N- \ V/ yr in Plant A smmunities “I Like Ike,” in red, white and blue. The three words flash in rapid 
/ = succession, all from the one word “Like.” The signs were designed 
Quaker Oats Co., Chicago, has and created by Sykes Advertising and Pittsburgh Outdoor Adver- 

© 833 ft. tower eMax. power,100 kw, increased its 1956-57 budget for tising Co. 
© Channel 6, VHF ° Full Time plant community newspaper ad- 
vertising by nearly 40% over the 
1955-56 budget. in September. Ads will range from | National Key Uses 
~ A total of 27 newspapers in 23 | 400 to 600 lines, and most will fea- 
markets are included in the cam-| ture the pictures of local employes. New Trademark in 
paign. The series will consist of|J. Walter Thompson Co. is the * 
Inine ads, one a month, beginning | agency. Ist Magazine Drive 


CLEVELAND, Sept. 18—The Na- 
tional Key Co., which claims to be 
“the world’s largest seller of re- 
placement keys sold at retail,” will 
launch the key industry’s first na- 


eo 
j tional campaign this fall. 
ee The campaign, which will run in 
Life and The Saturday Evening 
Post, has three main objectives: 


e To urge the purchase of extra 
keys to save time and money. 


e To introduce National Key’s new 
trademark, a personified key sym- 
HAMILTON COUNTY TIMES-STAR St sae tay whet ll 
displayed in all of the company’s 
retail outlets. 


CINCINNATI LEADS EVENING FIELD their’ iey-cutting machines into 


more prominent locations and give 
a them better displays. 


BY 14,000 CIRCULATION! scp ad care me 


“Buy an extra 
key. It’s insurance against loss of 
time and money.” The ad also 
States that “Mr. Key guarantees 

‘ highest quality, dependable work- 


4 EN-TV 175 3rd. Temple Texas if 
OWNED AND. OPERATED BY BELL PUBLISHING co. 


manship, perfect satisaction.” It 
lists 22 variety and syndicated 

THE CINCINNATI chains that carry National keys. 
A minimum of five insertions is 

3 lanned. The first Life ad brok 
T ‘ RA a S 5 T A a Hamilton county accounts for 80%, of the popula- ee aaak ded tae ek dae 
= tion... 83% of the effective buying income and ep will run after the first of 
a n 85% of the retail sales in the Cincinnati Metro- — on intensive wear of a 

ho ’ rect mail, the company 
dominates its me politan Area. Source: 1956 Sales Management. . cies & Pongo Bons Hirer 
: ee — Bo Neg weeks. These 
mailings progressive in 
market because it ar character; each subsequent one 
will divulge more details about the 
national push. 

All stores will also receive a 


merchandising kit including win- 
dow streamers, easel counter cards, 


* WRITTEN, OWNED and EDITED dor and window. drain 


and buttons for salesmen. All sales 


BY CINCINNATI PEOPLE! a wi ete hay 


Blaine-Thompson, New York, is 
the agency. 


Masters Joins ‘Gas Industries’ 
Gene Masters, formerly head of 
the research department of Gas & 
Butane-Propane News, has joined 
Gas Industries Equipment & Ap- 
pliance News, Chicago, as circula- 
ATISING REPRESE "MARA & ORMSBEE, NEW YORK, CHICAGO, DETROIT: SAN FRANCISCO, LOS ANGELES on ers a tig ae tune of 

t A ’ Ind: is schedul 

sense dest Mere es eT ORIDA REPRESENTATIVE! McASKILL & HERMAN, MIAMI BEACH ert oo 
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Want to make more sales in Delaware Valley? 


Get your copy of “The New 
Philadelphia Story.” It is a documented 
study of this changing market, 
spotlights the important part played 
by the new Philadelphia Daily News. 
Tells how to sell the entire 

Delaware Valley, instead of only 

the Philadelphia City Zone. 

Shows how to add lush cities, where no 
Philadelphia daily has significant 
coverage, at no extra cost. Cities like 
Trenton and Camden, New Jersey. 
Wilmington, Delaware. 

Norristown, Chester, Allentown. 


LOOK WHAT’S HAPPENING IN PHILADELPHIA! 


Call your nearest Reynolds-Fitzgerald 
office or mail coupon for your 

free copy. Get the facts about 

the new Philadelphia Daily News 

and you'll “see the bright difference” 


. 


in sales! 
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Phila. 1, Pa. 


I would like to have a FREE copy of “The New Philadelphia Story” with 
documented facts on the new way to sell the entire Delaware Valley. 


Name 


Address 


City. Zone. 


State Phone 


——— 0 reer Peace By a 2 ies Ss ae aoe - 
f ; " é ; ‘ ae Ne Say ta at Sit | sa 
. . ft ae 
a 
ne a re ee Pt ER eee RN Po OS A . : —" : 
San af ee Rana a ===**SC*C*~*~* : 
a ogee SE EOS ES oe ne , £ A . = 1s : ene 
oe et ce . DAILY : 2 
| NSN = WV Se. = 
se TR. SSRs —— - - Pies ~~ oe 
Chel NEWS) Ww. twist on th | i 
be. . = ie atl . 
£ cent bailder civ aden 3 4 . oe ee i. ae 
xe * fk). 3 oe f - ee nn a ONES Rie ls eT tng ee ee 
ine. Becomres chairman of board. oi er \ eat Pe 4 ; 
. = en : eur bas tea 5 he e 
«NAMES BARRY T. savnee, eae oe. ore 3 = ey Hei ri E 
dent; Bernard A. Bergman, t a ere ee U 
4 David M. Podvey, general manag a, ee ee re : a 
F , 242 ‘vy Pas ee em ok " pity 
MANAGEMENT TEAM strong o@ ; * eee ta “a Kg ee 
FS po : jae eo tet 5 ae 
. | | $ ce 0 le “hs 
: e . ee * ge os , s % <_e = ing a. Bs ‘ ~" hol 
4 : BR Se ee eS ‘ 
be Mee ye ee Pee io aa La « 
ae ee prt et ee ¢ fa *s 
i % a Pie 4 
culation manager of the Evening oe. pap oa ‘ : re ) 
: iotee gat TV Guide, appointed ae % wn 5 : ‘ 
5 manager - telat ce ne . 
** pep? oo we x. : 
NEW PRESSES ordered for installa. ee ae : . 
tion Spring, 1966. Gives Daity News : “aoa Ee | r 
: increased capacity it needs for em : m eee Hemet 5 : 
panding Grculation pattern. : > - Sea ay yo re 
ees ‘ ae BREE eG ny ia aYe a 
NEW TRUCK FLEET to service ere «i, | jae, coed se , be 
4 se > See aS fs ote ea é 
John T Condon Jr. named i as Cee ee Ry cs, : e* 
mong director A veteran of tht Oe eee i ae ae Beat 
News sales staf and one of the ee ee sie a 
4 vyeungqest of directers bs 1S SURI ‘ei 3 so 1a sas ee 7% x eye 
CLASSIFIED ADVERTISING DE: i Ree 
ARTMENT rovitslized with nowty : 
S vantages of modern-size newspaper — “ 
e Low coat, bigh visibitty: Copy — : 
; slant amphesizes “how not to get f = 
& buried” theme ” ” 
a eee ese 
| : 
plete Short sentences. s - , 
“ tightly writen storie ‘ f 
Pr ; 
4 = —*: 
| 2 ai 
f 
hy pul 
P , 
. ‘ y a. 
y 
é . 
a rs em ee ee ee ee ee ee ee Ks 
A 
' PHILADELPHIA DAILY NEWS : 
ee ) : 
| f ” 
BP : 
- 
I a a a eirmsasnnestennrpstaseeh oan 
: 
} é 
rr 
4 z 
{ f 
: ; - ‘ ' ME Ba in PR eat a, 
reeves eT Se ee fe ie =a Boe ETS 2 Lee) ee ee ee): i RE ee recs ey Sk Pe Cat erg 


‘Bonds your advertising 
GUTDOORS — 


Bermingham, Castleman & 


Bi | Pierce, New York, has been ap- 
| pointed 
| publicity and sales promotion for 


to handle advertising, 


Maison Julien, New York, new 


iproducer of instant and frozen 


soups and sauces. 


Few ew Be et eB eee see 


mail or distribute advertising, sales promotion 
material at LESS cost, with NO headaches! 


| 
! 
@ The next 30 seconds may be worth $30 to you on your next ship- ! 
ment of point-of-purchase, advertising, and sales promotion material, i 
phonograph records, books, pamphlets, etc. | 
@ We can save you both time and money. Our unchallenged reputa- § 
tion for schedule-prompt, precision-perfect, economical distribution of §j 
advertising and sales promotion material has earned for us the title of g 
Qualified Efficient Distribution experts. 1 
@ And our present clients (Standard Brands, Inc., Grosset & Dunlap, ' 
Inc., Wonder Books, Inc., Educational Audio Visual Co., Inc. and others) ' 
are strong testimonia!s to the efficient service we perform. i 

For the solution to your specific distribution problem, write or phone: i 


TI 1 
[Q igh senvice con CORPORATION on Sioing Soe ' 


**Complete Mailing 
ond ee be Service”’ 


| Bermingham, Castleman Adds | | Dole Names Nelson Eddy 


Nelson H. Eddy, formerly direc- 
tor of sales coordination of Best 
Foods Inc., New York, has joined 
Dole Hawaiian Pineapple Co., San 
Jose, as marketing research man- 
ager. At the same time, James F. 


Bell III, with the marketing divi-| 


sion since 1954, has been named 
Mr. Eddy’s assistant. 


Petersen Names Cockerell 
John Cockerell Inc., 


Chicago, | 


has been named midwestern ad-| 
vertising representative of Peter-| 
sen Publishing Co., Los Angeles. | 


Cockerell will represent Motor 


Life, Hot Rod, Motor Trend, Car} 
Craft, Rod & Custom and Water} 


World. 


Hollihan Joins Petry 

Garrett E. Hollihan has resigned 
as sales manager of the western | 
division of ABC Radio to join the| 
Los Angeles office of Edward Pet- 
ry & Co., station representative, as 
a radio sales executive. 


| 


Advertising Age, September 24, 1956 


|DONALD C. COTTRELL 


WESTERLY, R.I., Sept. 18—Donald 
C. Cottrell, 64, president of the 
Cottrell Co., printing press manu- 
facturer, died Sept. 16 at Westerly 
Hospital. Mr. Cottrell was to have 
retired as president of the company 
at the end of the month. He was a 
third-generation member of the 
family that established the C. B. 
Cottrell & Sons Co. here in 1855. 
He became president in 1949. 

In 1953 Mr. Cottrell headed the 


"i negotiations under which the Cot- 
Bi trell Co. was acquired by the 


NIGHT SCENE—This center piece for) 


a Seagram’s V. O. window display 

|represents a busy street scene in 

the shadow of an illuminated “bul- 

| letin.” The back drop of the V. O.| 

|sign is a penthouse view of the 
New York skyline. 


Birthplace of the Mighty Mississippi 


THE FATHER OF WATERS .. . DIVIDER OF MARKETS! 


And when they spend those dollars, their 


Up Itasca State Park way in Minnesota, 
where the Mississippi River begins to flow out 
of Lake Itasca, it isn’t much more than a trickle. 
But how it does grow before it gets to the Twin 
Cities! That’s where a mature Ol’ Man River 
slices right down the middle of the St. Paul 
and Minneapolis markets! 


What’s more, the 446,300 people on St. 
Paul’s banks have the habit of digging down 
for their retail dollars (more than half a billion 
of them a year!) and dropping them right into 
the tills on their own home side of the river. 


How does YOUR product rate? 


For a comprehensive study of the brand 
preferences and buying habits of the 
people who make the St. Paul Dispatch- 
Pioneer Press their buying guide, get 
your copy of the new 1956 St. 
Consumer Analysis Survey. 
copy, contact your Ridder-Johns repre- 
sentative or write, using your company 
letterhead, to Consumer Analysis, Dept. B. 


buying guide is the 
Press .. . the ONE 


blanket every single 


St. Paul Dispatch-Pioneer 
AND ONLY newspaper to 
prosperous inch of the St. 


Paul “half of the Twin Cities market. 


There’s no getting around it. 


If you want 


to make a big advertising splash on the St. Paul 
side of the mighty Mississippi, you need the 


Dispatch-Pioneer Press. 


NO OTHER NEWS- 


PAPER can offer you more than just a tiny 


sprinkling. 


Paul 


For your 


FAMILY COVERAGE 


—St. Paul City Zone— 


17.0% 


Source 
Occupied 


MORNING 


Dwelling Units, 1950 Census 


SUNDAY 


Dispatch-Pioneer Press—A.B C.— 3-31-56 
Other TC. Dailies—-A.BC— 3-31-56. 


ST. PAUL DISPATCH- 
PION ess 


OTHER TWIN 
CITY DAILIES 


DISPATCH: 


REPRESENTATIVES 


NEWSPAPER 


ST. PAUL - 


° RIDDER-JOHNS, INC. 

© NEW YORK - CHICAGO . DETROIT 
m SAN FRANCISCO . LOS ANGELES 
. MINNEAPOLIS 


| Harris-Seybold Co., Cleveland. 

Mr. Cottrell was a director of 
|the Connecticut Manufacturers 
™' Assn. and the National Printing 
_| Equipment Assn. 


WILLIAM O. McKAY 

| Boston, Sept. 18—William O. 
McKay, 66, chairman of the Great 
| Northern Paper Co., Millinocket, 
Me., died Sept. 14 at the Massa- 
|chusetts General Hospital after a 
short illness. He joined the paper 
company in 1908, became assistant 
general manager in 1926, vp of 
manufacture in 1928, a director in 
1936 and president in 1946. 


GUSTAVE SPIELMAN 

| New York, Sept. 18—Gustave 
_ Spielman, 76, who retired in 1950 
| as vp of the Robert Wilson Paper 
|Corp., died Sept. 14 in Columbia- 
|! Presbyterian Medical Center. Born 
in Vienna, he was at one time 
general director of the Leykan- 
Josephthal Paper Co. in that city. 
He came to the U. S., in 1938 and 
shortly afterward established the 
export department of Robert Wil- 
son Paper. 


ROBERT EK. EDMONDS 

New York, Sept. 18—Robert K. 
Edmonds, 57, a vp of McCann- 
Erickson, died Sept. 12 at Doctors 
Hospital after a brief illness. He 
had been in the advertising busi- 
ness for 30 years. Before joining 
McCann in 1953, he had been with 
Campbell-Ewald Co., MacManus, 
John & Adams, and Young & Rubi- 
cam, all in New York. 


CHARLOTTE D. ADAMS 

New York, Sept. 18—Mrs. Ghar- 
lotte Druoet Adams, 66, a writer of 
articles for women’s magazines 
and at one time associated with 
the old Frank Presbrey Co. as a 
copywriter, died Sept. 15 at Roose- 
velt Hospital. 


LUCY B. DAWSON 

Cuicaco, Sept. 18—Mrs. Lucy B. 
Dawson, 86, who worked for 24 
years as a receptionist for J. Wal- 
ter Thompson Co., died Sept. 14 in 
Barrington Rest Home. She re- 
tired from the agency ten years 
ago. Mrs. Dawson lived in River 
Forest, Ill., until she entered the 
rest home four years ago. 


WILLIAM F. HURD 

New RocuHELLe, N.Y., Sept. 18— 
William F. Hurd, 56, manager for 
20 years of the local branch of 
General Outdoor Advertising Co., 
died of a stroke Sept. 14 at New 
Rochelle Hospital. After taking an 
engineering degree at Purdue Uni- 
versity, Mr. Hurd practiced his 
profession for several years in the 
Midwest and for a time was build- 
ing inspector of Indianapolis. 


CBS-TV Film Sales Names Two 

CBS Television Film Sales has 
appointed William Perkinson, for- 
merly supervisor of the Chica- 
go office, manager of its Los An- 
geles office. Bernard J. Johnston, 
previously with Louis Block Ad- 
vertising Agency, has been named 
to the Chicago staff of the tv film 
distributing company. 


Sutton Names Andrews 

Sutton Publishing Co., White 
Plains, N. Y., has appointed Harry 
O. Andrews manager of its Cleve- 


land office. 
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MAN OF LETTERS 


SALES CONVENTION 


GOOD PROVIDER 


+* TIME’s readership is the biggest con- 
centrated audience of best customers 
and influential people in the United 
States today. Nevertheless, Richard 
Taylor exaggerates... not all TIME 
readers are big game hunters. 
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| Plans Bible Promotion 

| World Publishing Co., Cleve- 
land, plans to promote Bibles as 
Christmas gifts this fall. The pro- 
motion is being pushed to the book 
| trade through trade paper adver- 
|tising and direct mail. The con- 
paid subscribers are among a pte cme campaign kicks off with a 
specialized high buying power color page in Life, Nov. 26, plus 
segment of the building industry | two-page color inserts in 14 re- 


who read MB because MB alone : 
covers their needs editorially. | ligious publications. Point of pur- 


5 So. Wabash, Chicago 3 


masonry building 
singularly different... 


Masonry Building's over 20,000 


|chase materials and cooperative|Four-color inserts in magazines 


,advertising are available for local | and trade publications will be sup- 
|promotions. Lang, Fisher & Stas-| ported by b&w advertising. 


hower, Cleveland, is the agency. 


Sherwood Electronics to Cody 

Sherwood Electronics Labora- 
tories, Chicago high fidelity 
equipment manufacturer, has ap- 
pointed Cody Advertising, Chica- 
go, to handle its advertising. The 
company has slated expanded ad- 
vertising for fall and winter to 
support a series of new products. 


Among the nation’s 


standard metropolitan areas, 
Dallas is ranked... 


st 


in retail sales 
per household 
by SRDS... and 


GOBLINS ARE COMING—Mars Inc. 

Tricks or Treats boxes for that autumn evening when small witches 

and wizards get away with blackmail. Shown here are the boxes 
for Mars’ 3 Musketeers, Snickers and Milky Ways. 


, Chicago, has designed special 


CoL_umMsus, Sept. 20—Refriger- 
/ators with square corners instead 
‘of curved ones, designed to blend 
‘neatly with standard wall and 
| base cabinets for a “built-in” look, 
will be introduced by Westing- 
house this fall. 
| The refrigerators are manufac- 
/ tured in multiples of three inches, 
/as are most kitchen cabinets. 
| Westinghouse believes, however, 
| that many women still prefer the 
|rounded design, and a portion of 
| the company’s ’57 line will retain 
|its curves. 

Rounded refrigerator tops were 
‘introduced by Westinghouse in 
1938, before the days of standard- 
ized kitchen cabinetry. 

Other reasons for rounded re- 
frigerators recounted by Westing- 
house: 


_e Rounded tops assured that there 
would always be necessary ex- 


in retail saies 


per family by 
Sales Management 


Unstreamlining Enters Refrigerator Scene; 
Westinghouse Builds Square-Corner Models 


items slid off the top. 


le Starting with its °39 models, 


Westinghouse was using a new 
metal fabrication process which 
made the cabinet out of one piece 
of steel. This limited the amount 
‘of bending that could be done on 
| refrigerator corners. 

| None of those reasons remain 
valid today, the company says. 


Foot Savers to Byer & Bowman 

Julian & Kokenge Co., Colum- 
bus, O., maker of Foot Saver 
shoes for women, has appointed 
Byer & Bowman, Columbus, to 
handle its advertising. A campaign 
for next spring will include mag- 
azines, direct mail and display ma- 
terial. Aubrey, Finlay, Marley & 
Hodgson, Chicago, formerly han- 
dled the account. 


Yet, these same authorities place Dallas 28th in Buys Hartford Paper 


consumer spendable income per household, 37th in 
effective buying income per family! 


haust space atop the unit, even if! The West Hartford Publishing 
pectin pe + mays was placed es. which owns the News, West 

| Hartford, Conn., has bought the 
e People got in the habit of using Gazette, East Hartford. Both are 
refrigerator tops as extra storage weeklies. The purchase price was 
space, and the clutter sometimes | not disclosed. John G. Rohrback, 
fell unnoticed behind the unit,| business manager of the News, has 
blocking the vital “breathing” been appointed general manager of 
area. With rounded tops, most) the Gazette. 


- | « @* 
a “American Restaurant's ‘‘Pace of 
_ Leadership’’ Keeps Increasing! 


Dallas’ business gets its extra bigness from the bonus 
buying of out-of-town customers — from North Texans who 
come to Dallas for the metropolitan advantages only 
Dallas affords them. Their purchases in Dallas are responsible 
for a third of the city’s retail sales volume. 


1951 TODAY 


ABC PAID 


Circulation 27,535* 34,957* 


To increase the purchases of your product in Dallas, 
place your advertising in The Dallas Morning News. 
With 22.6% larger circulation and greater, more selective - 
coverage of the entire Dallas Market, The News alone 
delivers both Dallas and the appreciable bonus of 
Dallas-buying North Texans. 


Reader Renewal 
Percentage 46.50%* 54.62%* 


Advertising 


Page Volume 995°* 1031** 


*ABC Publisher's Statement, 
Ending June 30, 6 Months 
1951 ond 1956, 


ONLY THE NEWS COVERS THE BIGGER DALLAS MARKET! 


**Year ending June 30, 
1951 and 1956. 


TEXAS’ LARGEST DAILY NEWSPAPER: 
CIRCULATION 212,708 (ABC Publisher's Statement; March 31, 1956) 


Member, Metro Sunday Comics Network 


a ee 
teuUcan KESAMAKT magorine 
a j PATTERSON PUBLISHING COMPANY ~ jae 


a 


Ss SOUTH WABASH AVENUE CHICAGO 3, ILLINOIS 


CRESMER & WOODWARD, INC., National Representative © New York @ Chicago © Detroit © Los Angeles @ San Francisco @ Atlanta 
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(a months ago, W. T. “Bill” Stuart started 
the staff of Electrical Construction and Maintenance 
off on a major project. It came to light in May... 
a feature article, “Modern Electrical Systems De- 
sign.”’ So complete, so necessary to working electrical 
contractors, designers and installation men, the 
article has already become a “‘must”’ in its field... . 
will soon be issued as a hard-backed McGraw-Hill 
Book Company text. 

Did those months in the field pay off? Judge for 
yourself. Letters like this began coming in almost as 
soon as the magazine appeared. “May I have a 
second copy? Mine disappeared.” ““Somebody ‘bor- 
rowed’ my copy before I even saw it.” ““How about 
another copy; mine’s gone.” Even in the EC&M 
editorial offices, the file copies are under lock and key. 

To be high on the ““Wanted List” is nothing new 
for EC&M. Readers report frequent reference to 
issues a decade and more after publication. And it 
,all starts with “Bill” Stuart, Editor. Bill has been in 


his present assignment for 16 years, came to it from 
six years in the field for the same magazine. Prior to 
that, he learned the electrical contracting business, 
as he puts it, “with tools and tape” —first as a work- 
ing electrician, then as superintendent and chief 
estimator for a leading electrical contractor in his 
home city of Rochester, N. Y. Today, Bill not only 
serves as editor for EC&M, but also is an editorial 
consultant to the McGraw-Hill Book Company. 
Despite the demands on his time, Bill manages to 
spend more than half of it in the field where the jobs 
—and his magazine’s story materials—are. 

This gives EC&M what Bill calls “presence’’. He 
or one of his staff has been there, brought his knowl- 
edge of the technology of the job to his reporting. 
Feature article many months in the making, or spot 
news story that breaks overnight, it comes to 
EC&M from on-the-scene digging. 

Day-to-day familiarity, gained by living with 
readers’ problems, is typical of McGraw-Hill editors 


What? 
20 Months © 
to Write 


One Feature? 


* 


—and the magazines they head. Because these 
editors know what they’re writing about, because 
their books keep ahead of the field, McGraw-Hill 
magazines are subscribed to by more than a million 
men in business and industry. In the sixteen special- 
ized fields they serve, 485 full-time editors are 
responsible for 34 publications that are ‘“‘must”’ read- 
ing for the men who specify and buy the products 
and services you sell. Collectively, McGraw-Hill 
subscribers represent a market potential of billions 
of dollars yearly. 

Because the men who edit these McGraw-Hiil 
magazines always work for the individual subscriber 
—because the magazines they produce are written 
and edited to help individuals in their day-to-day 
jobs—material appearing in their pages is read, 
believed, acted upon. 


And that includes your advertising in McGraw-Hill 
magazines. 


McGraw-Hill 


PUBLISHING COMPANY - 


INCORPORATED 


330 WEST 42nd STREET, NEW YORK 36, N. Y. @® 


Over a million men in business and industry pay to read McGraw-Hill business publications 
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“INTER-LOCKED MARKET” FOR 
PLUMBING & HEATING 
AIR CONDITIONING & VENTILATING 
S$ EQUIPMENT ¢ APPLIANCES 
Our 10th Year ¢ NEEDHAM 92, Mass. 


| Vincent Joins K&E in L.A. 

| Cal Vincent, formerly advertis- 
| ing and sales promotion manager 
|of Graybar Electric Co., Los An- 
|geles, has joined the Los Angeles 
| office of Kenyon & Eckhardt as 
executive on the Los Angeles RCA 
distributor’s account. 


In the 
WHBF 


coverage area are 


1,102,500 


Auto Execs Exhibit 
Optimism at Press 
Showings of ‘57 Cars 


Detroit, Sept. 18—The new pas- 
senger car model press preview 
season is under way. Then, if ever, 
optimism and confidence flow un- 


a \interrupted and unchecked from 


|company presidents and sales ex- 
| ecutives. 
First of the 1957 model cars to 


aew | be shown the press were the Lin- 


people with an EBI per capita of 


$1627 


They're able to spend 1 and % billion 


(S.M. Buying Power) 
Represented By 
AVERY-KNODEL 


coln and Studebaker. Details of 
these cars must be kept secret until 


Ben Mills, general manager of 
the Lincoln division of Ford Motor 
Co., is justifiably proud of the 
record of his product in 1956, 
|} which showed a 37% sales increase 
lover 1955. 
| Mr. Mills and his sales manager, 
|Herbert D. Daniels, foresee anoth- 
ler 40% increase in sales of 1957 
'models, and during the year they 

| believe the luxury cars will gain a 


Advertising Age, September 24, 1956 


deeper penetration of the passen- 
ger automobile market. Currently, 
the luxury cars have something 
like 4% of the market. 


® With rising economy and more 
persons entering the $10,000 to 
$15,000 a year salary bracket, Mr. 
Mills thinks the future of the lux- 
ury cars, including Lincoln, is par- 
ticularly bright. 

Mr. Daniels said Lincoln’s ad- 
vertising budget is based on a per 
ear sale ratio, but forecast an in- 
crease of “no less than the car sale 
increase figure” for 1957. 

Mr. Mills and Mr. Daniels said 


| sold with factory-installed air con- 
ditioning units. 

“Recent tests have indicated 
that air conditioning in automo- 
biles will grow spectacularly in the 
|next few years,” said Mr. Mills. 
|“Car owners now realize that the 
| advantage of air conditioning is 
jnot confined to cool comfort, but 
|includes quietness, health, lack of 
fatigue and safety.” 


In this compact 


9-COUNTY 
GREENVILLE 


MARKET 3 


South Carolina's 


STATE DEVELOPMENT BOARD 
cites Greenville area 5-year 
growth in plants, Payrolls, and Jobs 


. . . Greatest in any 


South Carolina market. 


The Greenville News and 
Piedmont have complete cov- 
erage of South Carolina’s rich- 
est market . . . the only such 
coverage offered advertisers 


by any medium. For latest 
contact 
your nearest WARD-GRIFFITH 


market information, 


office, or write us. 


Represented Nationally by 


WARD GRIFFITH CO., 


INC. 


ille Pus 


Bdous . 
dustry; 
i in Stria] 


MORNING ond SUNDAY 


GREENVILLE PIEDMONT 


DAILY CIRCULATION 99,084 


25% of the 1957 Lincolns would be | 


At South Bend, Harold E. 
Churchill, president of Studebaker- 
Packard Corp., said his company 
is aiming at making a profit in 
1957 on a production of 150,000 
Studebaker cars and trucks. The 
company lost more than $29,000,- 
|000 last year and has been in the 
red this year. 


® Mr. Churchill made his predic- 
tion at a press preview of 1957 
Studebakers. He made no estimate 
of how many Packards would be 
produced next year. A 1957 Pack- 
'ard model is expected to get into 
|production in December and will 
be announced in January. 

The 1957 Studebakers will go in- 
to production next week. He said 
they would be re-styled and offer 
major engineering and safety in- 
novations. The Studebaker Golden 
Hawk will be equipped with a su- 
percharger to provide greater ac- 
celeration and passing power. 

“One bright aspect in our mar- 
keting picture is that, with both 
general market weakness and our 
corporate financial difficulties no 
longer a factor, there is every rea- 
son to believe that sales accept- 
ance of Studebaker-Packard prod- 
ucts will catch up with the styling 
acceptance they already have,” 
said Mr. Churchill. 

He forecast that the 1957 auto 
market will contribute directly to 
the corporation’s comeback. Cor- 
poration dealers, Mr. Churchill 
said, are in the best position since 
1951 to take advantage of a 6,500,- 
000 car market. 


es “With the product ready to 
achieve an increasing sales ac- 
ceptance, practically nonexistent 
stocks of 1956 models and new 
models getting to dealers a month 
earlier, we see the company and 
its dealer organization off to a fast 
start in the new model sales year,” 
said Mr. Churchill. 

He said his company was willing 
to spend “$50,000,000” to see this 
ambitious program through a suc- 
cessful conclusion. 

“We have approximately $50,- 
000,000 in working capital for this 
comeback program to start sales 
upward while quickly steamlining 
and consolidating all company 
manufacturing and administration 
activities in South Bend on a hard- 
core operating basis,” Mr. Church- 
ill said. 

“During 1956 the industry suf- 
fered what I believe to be the last 
of a series of shocks in the post- 
war period. Out of this we will see 
a new pattern emerging which will 
mean an orderly rising market 
over a long term. 

“There is no question that a 
smaller company such as Stude- 
baker-Packard has a very realistic 
opportunity to compete on its own 
terms and make a profit,” he con- 
cluded. 


Miller Pacific Names 2, Adds 2 

Miller Pacific Co., San Francis- 
co, has named Stuart C. Mercereau 
an account executive and Donald 
L. Plath production chief. Mr. 
Mercereau was formerly with 
Charles von Loewenfeldt and J. T. 
True Inc., San Francisco. Mr. Plath 
previously operated his own agen- 
cy in Spokane. The agency also has 
been appointed to handle public 
relations and promotion for Bon 
Ami Co. and United Dye & Chem- 
ical Co. 


Urges Retail 5-Day Week 

John R. Hauf, vp, John B. Hauf 
Inc., Albany furniture store, has 
invited “forward-looking” retail 
stores in that city to “give serious 
consideration” to the adoption of 
the five-day week. Mr. Hauf is- 
sued his invitation as he an- 
nounced that the furniture store 
will resume its regular fall sched- 
ule—closed Mondays. Mr. Hauf 
believes that the five-day week is 
inevitable, and should be accepted 
and promoted. 
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Product-design engineers make markets grow 


They created super-machinery | 
to build super-highways 


OMPARE the marathon pace of 
today’s road-building machinery 
to the sluggish “inch-along” methods 
of just a few years ago. Horse-drawn 
scoops, old-style cement batching, te- 
dious hand-finishing—all replaced by 
high-speed, road-building marvels. 
Developed by America’s design engi- 
neers, these products account for a fair 
share of the construction equipment 
industry’s $1,838,000,000 investment. 


Today, more than ever, product- 
design engineers are doing big things 
for products and people. They’re creat- 
ing NEW MARKETS AND MAKING 
THEM GROW. 

These product “idea men” hold the 
responsibility for America’s design 
progress. They are the men who eval- 
uate and select materials, equipment 
and methods to effectively execute 
Company projects. Because Product 


Engineering authoritatively presents 
new developments of interest and im- 
portance to them — more than 33,700 
product design engineers have made 
Product Engineering the pace-setter 
publication in its field. To reach these 
men who make markets grow, adver- 
tisers put more pages, and invest more 
dollars, in Product Engineering than 


any other design magazine. 


In the $34-billion original equipment market 


» 


y.........makes sales grow 


The McGraw-Hill Magazine of design engineering 
Product Engineering, McGraw-Hill Bidg., New York 36, N.Y. 
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"| did it myself, 
and |'m glad!" 


Homelovers are an active breed. They're 
buyers and sellers and decorators and 
remodelers. And do-it-yourselfers, of 
course. One of their bibles is the ‘For 
and About Your Home” section in the 
big, Friday edition of the Chicago Daily 
News. It’s packed with information about 
everything from how to massacre weeds 
to where to buy a louvre door. The 600,- 
000 tamilies who read the Daily News 
read it in their homes. What could be 
better for real estate advertisers, appli- 
ance advertisers, and all advertisers? 
They'll tell you how much they appre- 
ciate and profit by the fact that— 


The CHICAGO DAILY NEWS 
HITS HOME 


‘Post’ Will Carry 
32-Page Section on 


Home Improvement 


| PHILADELPHIA, Sept. 18—As 
|plans get under way for the 1957 


|Operation Home Improvement 


Advertising Age, September 24, 1956 


‘campaign (AA, Sept. 10), the ’56|™ 


ledition of the promotion reaches 


‘a peak next week, when 34 na-| 
1,800 dealers | 


and The Saturday Evening Post | 


[tional advertisers, 
join in a national fall “Home Im- 
provement Fair.” 

A 32-page section in the Sept. 
29 issue of the Post will promote 


ucts available to home owners. 
At the same time, 1,800 lumber 
dealers, builders, plumbing and 
heating contractors, appliance} 
dealers, public utilities and lend-| 
ing institutions will launch indi- 
vidual drives on a local basis. 
The Post section will feature 
advertising on building materials, 
home equipment, heating, plumb- 
ing, adequate wiring, kitchens, 


bathrooms, major appliances, 
‘hardware, financing, redecoration 


and insurance. 


® Each of the dealers paid ae 
for an elaborate 40-piece kit of 
tie-in materials prepared by the 
Post and sent out earlier this 
month. Included in the kit are 
streamers, posters, product pen- 
nants, sales talkers and suggest- 
ed newspaper ads and ideas. 


Northam Warren Introduces 
Cutex Hand Cream with Offer 

Northam Warren Corp., Stam- 
ford, Conn., will introduce a new 
Cutex hand cream in October with 
a free trial offer. Each 59¢ jar of 
cream is packaged with a free 29¢- 
size jar. If not satisfied after using 
the free small jar of hand cream, 
the customer may return the large 
yar to the company for a full re- 
fund. Starting in mid-October, this 
“88¢ value for 59¢” will be fea- 
tured in cooperative newspaper 
advertising in about 15 cities coast 
to coast. Ads will be 600 to 400 
lines and carry the retailer’s name. 

The new product, according to 
the company, contains “sheer lan- 
olin” and silicones which protect 
with “raincoat action.” J. M. 
Mathes Inc., New York, is the 
agency. 


Lady Esther Uses Color for 
New Putf Magic Powder Set 
The Lady Esther division of 
Chemway Corp., Chicago, is run- 
ning color half pages in the Octo- 
ber Good Housekeeping, McCall’s 
and Seventeen and November Sev- 
enteen and True Story to introduce 
a new tortoise shell set of comb 
and compact for its Puff Magic 
pressed powder. Spot television 
will also be used. The compact is 
available in 59¢ and $1 sizes. 


| 
| 


According to Milton Samuels, 
general manager, this set will) 
bring the 59¢ price line into drug 
stores for the first time. Dancer- 
Fitzgerald-Sample, Chicago, is the | 
agency. 


Cummings Joins Terrytoons 

Rita Cummings, formerly pub-| 
licity director of UPA Pictures, 
has been named publicity director 
of Terrytoons, a division of CBS 
Television Film Sales, New York. 
She will cover all phases of Terry- | 
toons’ activity, including theatrical | 
cartoon production, tv program-| 
ming, character merchandising and 
tv commercial production. 


Colonial Buys ‘Dr. Christian’ 

| Colonial Stores, Atlanta, Ga., 
‘has bought the “Dr. Christian” 
| film series for presentation in 15 
southeastern tv markets. The su- 
/permarket chain bought the show, | 
which is syndicated by Ziv, as a| 
replacement for “The Great Gil-| 
| dersleeve.” Liller, Neal & Battle is) 
|the agency for Colonial. 


| 


the expanded services and prod-| i 


— 
- + ee 
“ See. 


PARTY-SIZE—T his 
150 lb. water- 
melon is the first 
Green Thumb 
Award winner of 
the National Gar- 
den Seed Bureau. 
Lois Conway, 30 
lbs. lighter than 
the melon, holds 
the type of seeds 
from which it 
grew. The melon 
was grown by O. 
D. Middlebrooks, 
Hope, Ark., who 
will receive 150 
packets of garden 
seeds in addition 
to the award. 


Buyer of Radio Can 
Call NBC Spot Sales, 


Hear Show on Phone 


New York, Sept. 18—NBC Spot 
Sales thinks the best way to sell 
a radio show is to let time buyers 
listen to a sample. 

Which is just what the repre- 
sentative is doing for its ten sta- 
tions through its new “radio- 
phonic” spot buying program. Ex- 
cerpts from 75 local broadcasts 
carried on the stations have been 
recorded and placed on file at 
NBC Spot Sales’ offices here. 

If a time buyer thinks WRCA’s 
“Tex & Jinx” or WRC’s Al Ross, 
for example, might be a good buy, 
but would like to know more 
about their programs before mak- 
ing up his mind, there is a simple 
course of action open to him. He 
can pick up his phone, call NBC 
Spot Sales in New York and ask to 
have a sample of the shows played 
to him over the phone. 

Eventually the on-the-phone 
monitoring service will be provid- 
ed from other major cities in 
which the representative has an 
office. But for the present, “Radio- 
phonic” audition records are lo- 
cated in New York only. 


= The representative’s list of sta- 
tions includes NBC’s five owned 


stations—WRCA, New York; 
WRCYV, Philadelphia; WRC, Wash- 
ington; WMAQ, Chicago, and 
KNBC, San Francisco—as well as 
WAVE, Louisville; KSD, St. Louis; 
KOA, Denver; KOMO, Seattle, 
and KGU, Honolulu. 


Towne Gets Riverside Division 

The Riverside metal division of 
H. K. Porter Co., Riverside, N. J., 
has moved its advertising account 
from St. Georges & Keyes to W. L. 
Towne Advertising, New York. 
The division makes an extensive 
line of phosphor bronze, nickel sil- 
ver, and other non-ferrous alloy 
mill stocks. 


Venard, Rintoul Adds One 

Venard, Rintoul & McConnell 
has been appointed national repre- 
sentative for KWFC, Hot Springs, 
Ark. The station formerly was 
handled by Gill-Perna. The radio- 
tv station representative also has 
appointed John J. Sweeney, for- 
merly with Young & Rubicam, to 
its New York sales staff. 


Offers Vizusell Catalog 

L. .A. Darling Co., Bronson, 
Mich., manufacturer of display and 
merchandising equipment, is offer- 
ing a new 40-page catalog illus- 
trating and describing Vizusell 
merchandising equipment. Ask for 
catalog No. 325R. 


... aware of the printing methods that 
will be used . . . determined to produce 
not just a “plate,” but an engraving 


that is precision itself—and produce it 
on-time to meet your schedules. 
Whether it’s a simple line cut, or a 
complicated.color job... if it’s a DOT 
engraving, it’s as close to perfection as 
human skill and pride of workmanship 
can make it. So, next time, call DOT 
ENGRAVERS for complete satisfaction. 
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WCAU 


PHILADELPHIA 


Good show, John Facenda, let’s call it a day. 
This man is really amazing. His 11 p.m. news on WCAU-TV 
rates an impressive 20.3 average in ARB for the first six 
months of 1956. Name any other three newscasters heard in 
Philadelphia—network or local. Their combined 

ratings will be less than that of Facenda’s nightly chat to 
851,000 faithfuls. One-time newspaperman John Facenda 
does 16 news shows a week. Eleven TV, 5 radio and 

they all click. The reason? Call it sincerity, magnetism, 
personality. Personality—that’s what makes 


John Facenda the outstanding newscaster in Philadelphia. 


That’s what makes WCAU, too. 


WCAU, WCAU-TY The Philadelphia Bulletin Radio and 
TV stations. Represented nationally by CBS Spot Sales. By far Philadelphia's 
most popular stations. Ask ARB. Ask Pulse. Ask Philadelphians. 
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The Houston Post's Second Annual 


Top Ten 


Yours For 


Brands Houston Post Study 


The Asking 


MB The new 1956 consumer inventory reporting the 
Top Ten Brands in Houston homes and stores is just 
off the press. It shows the Houston market — for foods, 
beverages, household products, drugs, sundries, toilet- 
ries, appliances, automobiles, and many other products. 

This is the second annual Top Ten Brands study 
made in Houston by Dan E. Clark, II & Associates, Inc. 


OUSTON POST. 


Written and Edited to Merit Your Confidence 


Represented Nationally by MOLONEY, 


Compare this new 1956 study against the 1955 study 
for product trends in Houston. This is a highly valuable 
advertising tool for national manufacturers, advertising 
agencies and distributors interested in local and national 
shifts and trends in product preference. 

To get your free copy, write The Houston Post 
or see your Moloney, Regan & Schmitt representative. 


REGAN & SCHMITT 
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THE NATIONAL NEWSPAPER OF MARKETING 


» C. M. on Attenticn-Getters 


Coming: Closed-Circuit TV Displays? 


Local TV Programming on Rise 


Woolf Relays ‘Arm Chair Critics’ 


Canada Finance Minister Tells Reasoning 
Behind Tax on ‘Foreign’ Magazines 


The 20% tax on advertising in foreign-owned magazines which 
circulate a special “Canadian edition” in Canada, proposed by the 
Canadian government, which was adopted by parliament in August, 
has caused a great deal of discussion in both Canada and the United 
States. For that reason, and because the subject is of such prime in- 
terest to advertising men as well as to publishers, ADVERTISING AGE 
presents here a digest of the arguments advanced on behalf of the tax 
in a speech to the House of Commons in Ottawa by Canadian Finance 
Minister Walter Harris. Most U.S. readers will probably have con- 
siderable sympathy with the problem he outlines, however much they 
may disagree on his method of solving that problem. The following 
is a digest made by the Financial Post of what Mr. Harris said to 


the House of Commons. 


In proposing a magazine tax we are not 
proposing any tax or tariff on the ordinary 
editions of magazines as published in 
their home countries. Those magazines 
will continue to flow freely into the hands 
and homes of Canadians. However, we 
are concerned with the so-called special 
editions of magazines which are much the 
same in their reading content as the edi- 
tions of the same magazines published 
abroad but which, in a way that seems to 
us unfair, are making inroads into the 
revenues available from magazine adver- 
tising in Canada. 

The position of Canadian magazines has 
been brought to the attention of the Gov- 
ernment and Parliament on many occa- 
sions over a considerable number of years. 
Particularly during the past four years 
the growing difficulties of Canadian mag- 
azines have been urged upon us. We have 
attempted to give them some positive help. 
The various government departments 
were asked to give special attention to 
Canadian magazines in placing their ad- 
vertising whenever that medium was ap- 
propriate. We considered assistance in the 
form of special concessions on postal 
rates, but decided that once again the 
amounts involved would not prove signi- 
ficant. We have continued to watch de- 
velopments closely. 


s We have seen two things which have 
given us real cause for concern, one re- 
lated to circulation and the other to fi- 
nance. First, a word or two about circu- 
lation. We have in Canada only a dozen or 
so magazines of general interest which 
are widely read, including those published 
in the French language as well as in Eng- 
lish. I am speaking of course of the sort 
of magazine one finds on any well-stocked 
newsstand; I am not speaking of the 
numerous magazines catering to special- 
ized trades, professions and other groups 
in the community. 

Since the war a few of these general 
interest magazines have gained circula- 
tion, one or two quite spectacularly; oth- 
ers have made little progress; one or two 
have disappeared entirely; and two have 
cut down their frequency of issue. In the 
aggregate their circulation has increased, 
but this increase cannot compare with the 
increased circulation in Canada of general 
interest magazines originating abroad. 
Thus the proportion of Canadian to non- 
Canadian magazines read in Canada has 


been falling steadily. This is the main 
point of concern. 

Shortly after the war about one third 
of the magazines of general interest read 
in Canada were Canadian; four years ago 
the proportion was down to one quarter; 
last year it had fallen to one fifth. I won- 
der if there is any country in the world 
where only one fifth of the magazines of 
general interest are of national origin and 
four fifths originate abroad. 


® The second point which has impressed 
itself upon us is financial. We have re- 
ceived figures over the years indicating 
quite clearly that the publication in Can- 
ada of these magazines of general interest 
is not profitable. The figures we have re- 
ceived were of course obtained in confi- 
dence but I can assure the House that 
they were disturbing. I can disclose that 
for the year 1955, when business in gen- 
eral in Canada was good, and when our 
leading Canadian national magazines had 
larger aggregate circulation and larger 
advertising revenues than ever before, 
those published in English made not a 
profit at all but a loss estimated at 2.4% 
of their total revenue. 

Those published in French are too few 
to quote percentages but the House can be 
assured that their position was about the 
same as that of the English magazines. 

Canadian magazine publishers would be 
better off tinancially to drop a number of 
their general interest magazines and con- 
centrate on the profitable lines of their 
business; and without some assistance to 
make these magazines profitable, that is 
what they can be expected to do. Failure 
to grant this assistance would not mean 
that these publishing houses will go out of 
business, although some of the smaller 
ones might, but it would certainly result 
in the eventual disappearance of a sub- 
stantial proportion of the few remaining 
Canadian magazines of general interest. 


= Before trying to find remedies for the 
ills, we tried to diagnose them; and it 
soon emerged that they faced two quite 
different forms of competition from 
abroad. One may be described as over- 
flow circulation; the other is the special 
edition. 

I believe that, given a fair chance, the 
Canadian magazines should be able to 
stand up against the overflow into Can- 
ada of magazines published abroad for 


irculation in their home markets. True, 
those magazines are usually prepared for 
tar larger markets, at far greater expense; 
they pay far more for their articles and 
their stories; and they can spend more 
money on their pictures. 

Nevertheless, attractive and interesting 
though they may be, they are not Cana- 
dian; they are addressed to a somewhat 
different audience; they advertise a some- 
what different range of goods. 

So the Canadian magazine, with its dis- 
tinctively Canadian material, should be 
able to hold its own against them in the 
Canadian market. It may tell its story less 
expensively, but Canadians want to read 
it and will continue to want to do so as 
long as it can afford to put out a vigorous 
and attractive product. 


= This is where the other type of compe- 
tition, the competition of the special edi- 
tion, is so damaging, for these editions can 
and do cut at the financial foundations of 
the Canadian magazines—their revenues 
from advertising. 

How have the two special editions (of 
Time and Reader’s Digest) fared within 
this group? We find that eight years ago 
these two special editions attracted about 
18% of the advertising revenues of the 
group, last year they attracted 37%. 

The two special editions that I have 
mentioned are not the only ones in the 
field. Of recent years several women’s 
magazines, of the type usually distributed 
through chain stores abroad, have decided 
to put out special editions on sale in Ca- 
nadian stores. The names of these special 
editions now on sale here are: Family 
Circle, Woman’s Day, and Everywoman’s. 
Similarly Parents’ Magazine puts out a 
special edition for Canada. These editions 
sell advertising space to cover the Ca- 
nadian market. If these sales of advertis- 
ing were included in the figures of maga- 
zines of general circulation, the proportion 
of Canadian generai-interest magazine 
advertising now going into special editions 


would be about 40%. 

However, that is not all. Before decid- 
ing to impose the new tax, we had learned 
that at least two other well-known maga- 
zines published abroad were making plans 
to put out Canadian editions in order to 
attract Canadian advertising. Further, in 
connection with one of these projects, a 
well-known publisher of trade papers 
abroad was known to be considering the 
establishment of a branch in Canada; thus 
the field of trade papers too, which has so 
far been relatively profitable and in 
which there have been only one or two 
small editions, would be open to serious 
invasion by special editions. 

The publication and circulation of Ca- 
nadian magazines is a thread in the fabric 
of our national life. If we wish to see Ca- 
nadian magazines continue, we must find 
some technique for arresting the inroads 
into advertising revenue made by these 
special editions. A special edition printed 
in Canada constitutes as much a threat to 
the existence of Canadian magazines as 
does a special edition printed abroad. It 
is for that reason that we propose that 
the tax should apply to special editions 
wherever they may be physically pro- 
duced. 


= It is extremely doubtful that there is 
any country in the world so situated in 
this particular regard as Canada. We are 
next door to a tremendous market and a 
tremendous outpouring of magazines of 
all kinds, whether for reading material or 
for advertising. I think the House will 
agree that under these conditions it is 
only to be expected that our own publica- 
tion industry would have difficulty, but 
this is particularly true when our lan- 
guages are alike, our tastes are alike and 
our pursuits, whether by way of recrea- 
tion or occupation, are much the same. 

Therefore I should like to say that this 
tax cannot in any sense of the word be 
called an anti-American tax. 

If the North American continent is to 


Just Looking... 


I don’t know in which advertising 
agencies John Crosby’s linguistic spies 
hang out, but it seems to me they are 
playing way out in left field. 

While they have been kicking the 
ball around and racking up their quick 
reactions—or, perhaps, sleeping on 
them first—they have missed the big 
picture completely. 

Net-net, their advertisingese is 
strictly for the rustle pile. 


® If these glossological sleuths of Mr. 
Crosby’s will just listen a little more 
closely, or maybe circulate in a better 
type of agency, they will be amazed 
at what they hear. 

They will find, for example, that 
when an advertising man wishes to 
say, “Let’s meet again in the morning 


By Walter O'Meara 


and talk some more about this,” he is 
quite likely to say, “Let’s meet again 
in the morning and talk some more 
about this.” 

If he wants to ask, “What do you 
think is the best course for us to take?” 
he may even say, “What do you think 
is the best course for us to take?” 

It is not at all unusual, in other 
words, to find an advertising man say- 
ing what he has to say in very much 
the same way that any other intelli- 
gent and educated man would say it. 

And if you can think of anything 
that might be more amazing to Mr. 
Crosby’s undercover investigators into 
the folksay of the advertising business 
—and would make *worse copy, inci- 
dentally, for Mr. Crosby's usually pret- 
ty wonderful column—name it. 
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be strong—as we all ought to hope it 
would be—that should mean that Canada 
and the opinions of Camada could and 
should be independent and that, if we are 
to have a public opinion in Canada other 
than that which we would gain from our 
newspapers and our own discussion, it can 
only be fostered and continued by a pe- 
riodical industry which would have criti- 
cal opinion on many subjects, both inter- 
nal and external. If we foster that, then 
our own independent opinion will be the 
more valuable, but if that opinion disap- 
pears we have nothing then to offer ex- 
cept a repetition of the ideas of someone 
else, and I do not think that the House 
would like that under any circumstances. 

In some of the editorial comment im- 
mediately after the budget address that 
idea that we were putting a tax on ideas 
was given a good deal of credence, but 
that idea is dissipated with the knowledge 


of what the tax is intended to do in con- 
nection with the magazines on which it is 
to apply. No one has suggested that we are 
impeding the flow of ideas, indeed I do 
not think that assertion can now be made 
in the light of what is intended by the 
legislation. 

The present so-called special editions 
did not start in Canada until 1942 or 1943 
and this is not a problem with which Mr. 
King had to contend, nor even Mr. Ben- 
nett for that matter. We have it on our 
hands now because it has developed in 
that time and it has developed in a way in 
which 1 do not think anyone in either 
1931 or 1935 could have foreseen. 

The tax is made necessary because of 
the fact that the peculiar nature of the 
special editions makes the editorial cost 
of producing material in Canada infinitely 
lower than that of the Canadian publica- 
tion. 


Looking at Radio and Television ... 


Here Comes the (Film) Cavalry 
Over the Hill 


By The Eye and Ear Man 

As fall shows start in television on net- 
works, with a pattern of mediocrity and 
sameness that defies progress, an in- 
creasing number of independent stations 
are presenting proportionately higher 
quality product—and to a degree that 
ultimately -will threaten to surpass net- 
work programming leadership in major 
markets. 

The same pattern existed in radio. At 
first the networks clearly dominated lis- 
tening in every market. Then, in some 
areas, stations demonstrated that an ag- 
gressive local station could top a network 
station. The pattern evolved until now 
the radio networks must fight hard to 
survive. 

The alert advertiser in television must 
now reappraise opportune buys on a mar- 
ket-by-market basis to see whether he 
can justify skyrocketing costs of time and 
talent on network shows as opposed to 
participations on better independent pro- 
grams. 


® The principal cause of the renaissance 
in local programming is the highly com- 
petitive scramble of major motion pic- 
ture companies to put their pre-1949 
product into tv. Some of this product is 
excellent and stands a strong chance to 
top the regular tv shows. 

Note carefully that M-G-M_ traded 
product for ownership in an important 
Los Angeles station. Note, too, that little 
“networks” are being formed as manu- 
facturers, publishers, and _ individuals 
invest in five stations. This above all 
may lead to a schism between networks 
and affiliates unless the networks offer 
the stations considerably more percent- 
age than the present 30-40%. 

Other product which is available for 
programming consists of foreign and do- 
mestic syndicated film and a wealth of 
top tv programs no longer on the net- 
works, which for reason of having been 
shown when there were few tv sets or 
in an unfavorable time, are still good 
product. If this combination of good 
movies and well-balanced new or slight- 
ly used half-hour films is properly pre- 
sented, with an intelligent sales plan 
allowing the advertiser discounts equiva- 
lent or better than network discounts 
plus a plan for frequency of messages 
delivered, it can well supersede network 
advantages—particulariy for an adver- 
tiser with sales predominantly in metro- 


politan areas. 

The networks are their own worst 
enemies. Too often they are arbitrary and 
cavalier with affiliate and customer alike. 
As costs force advertisers to share pro- 
grams or sell out portions of programs 
seasonally, control of programs continues 
to rest in the hands of a few network ex- 
ecutives. This control has been discussed 
in this column from time to time with 
the conclusion that this control should 
be tempered, even though programming 
balance is essential to good networking. 


# A sound method of tempering network 
program control cannot be agreed upon. 
Therefore, the rise of the independents is 
being cheered on by the victims or sup- 
posed victims of network programming 
tyranny. Instead of being treated as nec- 
essary evils, buyers of time and programs 
are being treated by independents as 
customers. They are even being courted 
and wooed. And they like it. 

Instead of waiting hat in hand to see 
His Eminence, the network arbiter, who 
barely has time to allow the advertiser 
to spend $4,000,000 a year for a mediocre 
program in a mediocre time, the same 
advertiser can even sit in his own office 
and listen to a pitch by the independents. 


® The cities of New York and Los An- 
geles are the vanguards of this program- 
ming experiment, of course. With seven 
stations struggling to survive in each 
area, ingenuity mothered this progress. 
But similar signs can be expected in many 
or most of three or four station markets— 
possibly in a year. New stations, too, will 
be won over to this independence by suc- 
cess stories. 

To be sure, national advertisers with 
good network franchises and successful 
programs will stand pat. But, it has al- 
ready been proved that local spot partici- 
pations and syndicated films can achieve 
cost-per-thousand equivalent or lower 
than network programs. The only factor 
lacking has been the failure of any local 
operation to equal the circulation of a 
better-than-average network show due to 
marginal times or inadequate programs. 
Now all that can change with the ap- 
proximately 500 to 1,000 good feature 
films available from RKO, M-G-M, 20th 
Century-Fox, Columbia, Warner and 
Paramount. 

Even the distribution of commercial 
time can be achieved more gracefully 
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turbans. 


normal that way. 
Anything wrong about that? 


Thoughts on Attention-Getters 


Frankly, we are getting a little fed up with unusual looking people. Espe- 
cially men with eye-patches and beards. And especially with Commander 
Whitehead and all his many imitators—including a number who even wear 


The school of advertisirig which is founded on the general idea of attracting 
attention, no matter what, reminds us of people so hungry for recognition they 
eventually walk down the street naked. 

This is great for getting attention. But is it basically good selling? And, yes, 
Junior, we have heard the story of the Hathaway shirt till this notable excep- 
tion, like expeditions up Mt. Everest, bores us silly. 

It is not the general fashion to wear beards, as it is not the general fashion 
to wear spats, or monocles, or derbies. Do it, and you gain attention. But is it 
favorable attention you gain? We doubt it. And we can tell you one thing. We 
like attention. But we haven’t yet worn Bermuda shorts to work in the sum- 
mertime. Practical? Yes. Cool? Yes. Attention-getting? Yes. But, for the time 
being, if you don’t mind, we’ll wear what most people are wearing. Feel more 


Drinking Schweppes after Laber Day ts the man onary F 7 } 


( 


than on the CBS “Playhouse 90” or some 
of the so-called spectaculars. Most net- 
work shows now can be termed spot car- 
riers since almost all carry multiple spots. 
There is little sponsor ownership or clear 
identification with a program. With few 
exceptions, program and product mar- 
riages have been dissolved by the televi- 
sion court of high finance. 


# And so it goes. Gleefully the adver- 
tisers await the day when the networks 


G. D. Crain Jr. Says... 


will assume the humility that comes only 
when supply and demand are in balance, 
thanks to an increasing number of in- 
dependent stations programming compet- 
itively to networks and out-dealing them 
in pricing. 

Costs of television continue to rise. For 
the first time they are rising faster than 
new tv homes are coming in. A good, 
healthy, competitive situation is needed 
to cause a leveling-off. Come on, you 
independents. Everyone is rooting tor you. 


Telephone Selling Is an Art 


The telephone plays such an important 
part in today’s selling and merchandising 
that it is somewhat surprising that there 
is so little discussion about the correct 
methods and techniques for handling 
phone conversations. 

AT&T has made “the voice with the 
smile” such an accepted part of the lan- 
guage that most business executives real- 
ize the importance of warmth and friend- 
liness in dealing with people via Mr. 
Bell’s invention. But many employes 
further down the line, beginning with 
the switchboard operator, have so little 
appreciation of the need for courteous 
and winning telephone manners that it is 
not too much to say that as many people 
are repelled as attracted by the reception 


they receive via the telephone. 

I was much impressed by a statement 
recently made by L. E. Quinn, Roura Iron 
Works, Detroit, in an ad prepared for 
Industrial Marketing by Marsteller, Rick- 
ard, Gebhardt & Reed. This is one of a 
series the magazine is running to demon- 
strate the values of industrial advertising. 
Mr. Quinn is one of those unusual indus- 
trial advertisers who sell by mail, or, 
more accurately, by a combination of tele- 
phone and mail salesmanship. 

“We make self-dumping hoppers,” Mr. 
Quinn said. “They sell for $150 to $200 
each. We employ no salesmen, so our 
advertising must do a pre-selling job and 
produce qualified inquiries. 

“We advertise in several business pub- 
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It requires the patience of Job and the wisdom of Solomon. Yet today’s 
homemaker sails through Cub Scout meetings—and other civic activities— 
with the aplomb of a career diplomat! She is aware of the vital role 
she must play, not only in her home, but in her community, state, 
and nation! Of today’s women’s service magazines, only COMPANION 
keeps these modern homemakers thoroughly interested and well 
informed. COMPANION concentrates on the significant, the helpful, the entertaining 
in a way that makes the homemaker seek it out for ideas on 
everything. COMPANION can surely give her the idea of buying your product! 


Companion sells your product to the homemaker and the retailer! 


CROWELL-COLLIER PUBLISHING CO. 
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lications reaching the industries that can 
logically use our hoppers. A consistent 
campaign of single column ads brings in 
about 100 good inquiries every month. By 
following them up via telephone and 
mail, we convert a satisfactory percent- 
age into sales.” 

A tremendous volume of business is 
done by phone—including retailers, 
wholesalers and manufacturers. A good 
example is the want-ad department of 
newspapers. Steel warehouses, selling in 
relatively small quantities to industrial 
buyers, transact a large percentage of 
their total business by this method. The 
people who handle phone sales in busi- 
nesses of this kind are often called order- 
takers, but actually they are capable of 
performing salesmanship of a very high 
quality. 


= Most salesmen of products and services 
use the phone both to make appointments 
with prospects and to service present cus- 
tomers. Because of the pressure of time, 
it is important that telephone contacts be 
handled effectively. The difference be- 
tween the approach of a good salesman, 
who emphasizes the service benefits he 
hopes to deliver, and that of the un- 
imaginative representative who offers lit- 
tle in return for the time of the prospect, 
is often glaringly obvious. 

Since leaders in the sales management 
and marketing fields are constantly em- 
phasizing the shortage of salesmen com- 
pared with the volume of business to be 
done now and in the foreseeable future, 
it seems evident that the work of the 
salesman who talks to his customer or 
prospect in person will have to be sup- 
plemented by more contacts by phone. 
In fact, some large companies are already 
talking about giving senior salesmen the 
assistance of juniors who will handle cus- 
tomer contacts in this way, thus maintain- 
ing good relations between salesmen’s 
calls, and making it possible to keep an 
account in good order with fewer expen- 
sive personal calls. 


s While the development of correct tech- 
niques in telephone selling is the respon- 
sibility of sales and marketing executives, 
the telephone companies themselves have 


t 


Salesense in Advertising... 


a big stake in this development, both 
from the standpoint of increasing tele- 
phone traffic and preventing the abuse 
of the method. (Some people are an- 
noyed by having strangers call them at 
home, usually in the evening, to solicit 
business. ) 

One of the phone companies which has 
already gone a long way in this direction 
is Illinois Bell. W. R. Scargle, advertising 
manager, has sent me a kit containing five 
booklets which deal with all phases 
of handling business by phone. They 
carry such interesting titles as “How to 
Build Business by Telephone,” “Selling 
by Telephone,” “Turning Telephone In- 
quiries into Sales,” “After the Sale,” “It 
Pays to Advertise Your Telephone Num- 
ber” and “How to Make Collections and 
Keep Customers—By Telephone.” 

While the bookicts deal largely with 
the problems of retailers, since this is 
one of the largest areas of phone selling, 
and one where improvement in methods 
is most urgently needed, the material in 
the brochures is informative and stimu- 
lating for anyone who would like to im- 
prove his phone selling techniques. 


warns in “Selling by 
the method is highly 


® The company 
Telephone” that 
competitive. 

“You will be competing with other 
telephone salesmen,” it points out. “With 
salesmen in person, with direct-by-mail 
selling and with all the other usual and 
unusual demands on your prospect’s time. 

“You will be successful only if you ob- 
serve the ‘ground rules’: 

“1. The merchandise or service offered 
must be of good quality, fairly priced and 
have a good chance of being of interest 
to the prospect. 

“2. The prospects called must be care- 
fully selected, and prospect lists reviewed 
and modified at frequent intervals. 

“3. Sales talks must be carefully worked 
out prior to calling customers. 

“4. Salespeople must know your prod- 
ucts well, know your sales and service 
policies, know and use the proper tech- 
niques of telephone selling. 

“5. Your firm must be prepared to per- 
form according to the promises made by 
your salespeople over the telephone.” 


Arm-Chair Critics Irritate 
Veteran Agency Man 


By James D. Woolf 
Advertising Consultant 

This week I turn “Salesense” over to 
John J. Tormey, an agency man whose 
long agency experience goes back to 20 
years with Lord & Thomas, once the fore- 
most exponent of the Lasker-Kennedy- 
Hopkins philosophy of 
“reason-why.” Mr. 
Tormey is now asso- 
ciated with Gilbert & 
Tormey Inc., Miami, 

Fla. 

Outraged by the “ig- 
norance” of “arm-chair 
critics,” Mr. Tormey 
asks me to “get folks 
back on the right 

Jomes D. Weel track.” Inasmuch as 
Mr. Tormey’s comments are much more 
interesting than anything I might possibly 
write, I give you his letter herewith: 

“You may have seen the enclosed clip- 
pings; one, a recent newspaper column by 
John Crosby, and the other, an unsigned 
column from the Sept. 3 issue of Time. 

“Both these refer to what is so ignorant- 
ly called ‘soft sell.’ 

“I bring these to your attention first 


because I so resent these widely read 
opinions of inexpert, arm-chair critics. 
Secondly, having read your column in 
ADVERTISING AGE for many years I am 
sure you are the champion of ‘Common 
Sense in Advertising.’ 

“It seems to me that it would be a sorry 
day for dramatic, common-sense advertis- 
ing if men and media like this should in- 
fluence the creative thinking of men and 
women in our profession. 

“And when a smart aleck like Crosby 
says, ‘The next step was to elbow the ad- 
men aside and let some genuinely creative 
people try their hand,’ I simmer. And, 
what an actor, consuming 200 cigarets in 
a commercial rehearsal, has to do with 
‘soft’ (or hard) sell in advertising, I am 
at a loss to know. 


s “When Time magazine states that Mc- 
Cann-Erickson had to spend $3,000,000 to 
find that it should create ‘soft sell per- 
sonality for the products it advertises,’ I 
think someone—preferably you—should 
devote some time and space to get folks 
back on the right track. 

“Heaven help us—and our profession, 
and our economy—if we have to resort to 


shaggy dogs, eye patches and giraffes, 
when there is a sound story to be dramat- 
ically told about why it is in the consum- 
ers’ interest to buy what we have to sell. 
It’s one thing to be laughed with and 
another to be laughed at. 

“For more than 20 years I was asso- 
ciated with Lord & Thomas in New York 
and for about ten years with its successor 
agency, Foote, Cone & Belding, where the 
fundamentals of good advertising were 
successfully practiced and dramatized— 
not violated by either laziness or gim- 
micks. 


s “So you can see why I boil when un- 
knowing experts credit the eye-patch 
with the success of Hathaway shirts— 
when in truth, other factors had so much 
more to contribute; when these surface- 
scratching reporters give such glib tribute 
to such an unsound school of Hollywood- 
type practitioners of gobbledy-gook. 

“Perhaps that is one thing wrong with 
our business—why so many accounts are 
changing agencies for no apparent reason. 
And it could get worse, so much worse, if 
we become even more stereotyped with 
irrelevant ‘symbols.’ Changes will provide 
new faces only—not new ideas, dramatic- 
ally stemming from the benefits of a 
product or service. 

“I feel so intensely about the error of 
this trend, its acceptance by too many, 


On the Merchandising Front... 
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and its promotion by those influential 
people who just don’t know, that I felt 
impelled to write you in the hope that, 
if you agree and feel to some degree as I 
do, you will recognize this as important 
enough to deserve some of the benefits of 
your experience and wisdom—in print, 
where it will do the most good.” 


* & * 


Irritating to Mr. Tormey was this ob- 
servation by “smart aleck” Crosby: 

“The next step was to elbow the admen 
aside and let some genuinely creative 
people try their hand. That took some 
doing. 

“Nevertheless, next year you will see 
more and more filmed commercials which 
film producers have been permitted to 
create, write and produce without the 
dead hand of ad people taking all of the 
fun out of the thing. 

“The admen can be indeed a grave 
problem, as any actor who has ever had 
anything to do with a film commercial 
can tell you. 

“One very well-known actor—who 
shall be nameless so that he doesn’t get 
in trouble with his cigaret sponsor—told 
me he sometimes consumed a carton of 
cigarets in front of the cameras before the 
ad people were satisfied that he had the 
cigaret pack at exactly the right distance 
from his ear.” 


Coming: Closed-Circuit TV Window Displays? 


By E. B. Weiss 

It was some years ago that I first 
pointed out the decline in the importance 
of the window as a factor in the stimula- 
tion of retail volume. I’ve seen no reason 
for revising that observation—any more 
than I see any reason 
for revising an obser- 
vation I made about 
the same time, to wit: 
personal selling is in 
a declining trend in 
our entire economy. 

The fact that we 
still have window dis- 
plays doesn’t negate 
E. B. Welss the first observation; I 

never maintained that 

window displays would totally disappear. 
The fact that we still have as many men 
called salesmen doesn’t negate the second 
observation; thousands are engaged in 
functions that are not remotely selling, 
sand anyhow I never maintained that 
salesmen would totally disappear. But 
window displays are clearly doing less 
selling than ever before and, throughout 
manufacturing, wholesaling and retailing, 
personal selling is clearly responsible for 
a smaller percentage of total volume than 
ever before (it would be a sad com- 
mentary on $7 billion spent in advertising 
if this were not so). 

Both trends will continue! 


a However, inasmuch as millions contin- 
ue to be spent on window displays—and 
billions on personal selling—it is essential 
that we continue to strive to squeeze 
from both procedures the largest possible 
volume at the lowest possible cost. There- 
fore, with respect to window display, I 
advance the following admittedly Buck 
Rogerish concept: 

1. The window display installation con- 
tinues to be a “manual” job. 

2. Yet window displays are not all 
individual creations, especially among the 
chains. 

3. On the contrary, innumerable win- 
dows use precisely the same displays, and 
thousands of others show so little indi- 
viduality that they might as well use 


the same display material. 

4. The cost of installation has mounted 
astronomically. The future trend in labor 
cost is up. Sales results are down. It 
used to be said that “our windows pay 
the rent.” Today, even with manufacturer 
subsidization, windows are now overhead. 

5. Only a tiny percentage of window 
displays are so smart, so clever, so indi- 
vidual (how many Lord & Taylor win- 
dows do we have even among depart- 
ment stores?) as to justify the individual 
approach, 

6. The bulk of our volume on most 
nationally-advertised brands is being 
done by a small group of retail giants. 
The windows of these giant retailers 
(with very few exceptions) are almost 
devoid of selling impact. 


a So there is both a need and an op- 
portunity for a completely new approach 
to window display—an approach that will 
eliminate completely all manual labor in 
the window itself and yet result in win- 
dows that are more attractive and that 
will do a more effective selling job within 
the limitations of the mounting disinclina- 
tion of the shopper to pay any attention 
to windows. 

I have a notion that it is technically 
feasible to use closed-circuit television 
for this purpose! 

If a boxing match can be televised 
into scores of theaters, I should imagine 
that a display setup could be flashed 
from a central point of a chain store (or 
from a new type of electronic window 
service organization) to a screen in hun- 
dreds or thousands of store windows. In 
brief, there would be one master display 
set up in a studio, and then beamed into 
the windows of the subscribing stores. And 
I assume that these displays could in- 
corporate not only magnificent color, but 
life, action as well. Instead of manni- 
quins there would be flesh-and-blood 
models. And, inasmuch as three-dimen- 
sional television is apparently not too far 
away, I would assume that this added 
effect could also be achieved. 

Obviously, with an installation of this 
kind the window could really become the 
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T. J. Wood, Vice-President in Charge of Sales, The Procter & Gamble Co. 


The Vice-President in Charge of Sales Knows... 


“WHY PROCTER & GAMBLE PRODUCTS 


“Knowledge that the Louisville market is one of the most 
important in the country is not new at Procter & Gamble. 
Even though the city is only 111 miles from P&G’s Cincinnati 
headquarters, we established a District Sales Office in Louis- 
ville in 1930. Our early confidence has been justified by the 
great growth of the Louisville market in the intervening 
26 years. As the population has grown, quality products, 


SELL SO WELL IN LOUISVILLE” 


forceful advertising and efficient distribution have combined 
to increase the sales of P&G products even more rapidly.” 


Last year P&G promoted its products in Louisville with 
80,000 lines of advertising in The Courier-Journal and Louis- 
ville Times . . . newspapers which invariably rank at ar near 
the top in every quality survey of American newspapers. 


x 


LebC LOUISVILLE for oll its worth! 


A Major American Market Where One Daily Newspaper Combination Reaches 99% of the People 


Che Courier-Zournal - THE LOUISVILLE TIMES 


392,500 Daily Combination ©* 313,633 Sunday 


® Represented Nationally by The Branham Company 
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show-counter of the entire store. Instead 
of rigidity there would be flexibility. 
Instead of a window change every week 
or two weeks or a month—there could 
be a daily program of window changes! 

And, ideally, through the same closed- 
circuit technique, interior display promo- 
tion could be carried on simultaneously 
and, of course, with coordination. (Right 
now, closed-circuit tv in color is being 
employed for in-store promotion in de- 
partment stores.) 

I can picture a day when some of our 
great window display houses will in- 
clude what will be, in effect, vast win- 
dow and interior display tv studios. Here 
they will have all of the electronic equip- 
ment required, all of the props, etc. They 
will have special scenario writers, sound 
effect men and other specialists. They 
will be able to furnish advertisers with 
hook-ups with subscribing stores, and it 
“may even be possible to establish “rate 
cards” based on “circulation” estimates. 


® Whether the networks themselves will 
get into this activity I don’t know. I 
rather doubt it. Perhaps one of the sev- 
eral companies now specializing in “the- 
ater television” may branch out into this 
endeavor. Perhaps some day one of these 
firms and one of the large display houses 
will merge their respective talents and 
know-how and equipment; that would ap- 
pear to be quite logical. 


| 


In any event, in the store window 
alone we have a promotional factor that 
is withering away—not only because 
shopping habits are changing, with the 
shopper doing less and less window shop- 
ping—but also because it has become a 
humdrum, dull, uninspired display in the 
vast majority of independent stores and 
in practically all of our large chains. 
(Incidentally, I imagine that when elec- 
tronic window displays arrive, the chains 
will put them to use as another form of 
“allowance.” However, at least with the 
electronic window the advertiser may get 
a fair return on his costs instead of the 
rough deal that is currently typical of 
window display arrangements with many 
of the chains.) Electronic windows will 
not change the basic trend of shopping 
habits, but they will at least slow down 
the current death march of the window 
as a retail selling tool. 

And I might add that interior display 
is—right now—also tending to lose some 
of its selling punch as store interiors 
become too orderly, too uniform, too de- 
void of interrupting notes and too jammed 
with merchandise. Electronic interior dis- 
plays could do much to restore excitement 
to store interiors as well as to windows, 
and the combination of the two offers 
potentials for increased volume and prof- 
its that should be sufficient to entice 
competent brains and ample funds to the 
development of this concept. 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in crea- 
tive advertising and advertising train- 
ing.) 

Last week we saw a Canadian Shell ad 
for gasoline with TCP (The Cat’s Pajam- 
as). Here is a full color very slick paper 
ad from the supplement to the Illustrated 
London News. (At the right, just for fun, 
is reproduced the ful] color page on the 
reverse of the Shell page. I will only say 
of that ad, it is so excellent in the adver- 
tiser’s opinion that he offers “copies” 
in the fine line of type at the bottom.) 

Such an ad as the Shell ad,'I look at 
with mixed emotions. 


The wild flower series which preceded 
this advertising must have been appreciat- 
ed by many Britishers. But I wonder if 
there was any correlation between those 
who read those ads and those who buy 
gas, and who buy Shell gas? I hope there 
was. The question is still—does this sort 
of thing do all it can to move merchan- 


dise? 


® This question would be unimportant 
were it not for the fact that a great deal 
of British advertising is this same sort 
of casual and unenthusiastic irrelevant 
thing. (The Shell ad begins: “The but- 
terfly year begins when BRIMSTONEs .. . 
flutter from hibernation into the March 
sunshine. Early summer brings the GREEN 
. brown above, green be- 


HAIRSTREAK . . 


Shell Nature Studics 16 BUTTERFLIES 
iting 1 ae 


7; tad 


You can be sure of S The Key to the Countryside 


low.”’) 

Advertising has proved itself such a 
tremendous and important essential in 
our economy, it seems a great pity that 
their advertising cannot similarly and 
equally aid the British economy. 

Early in this century an American in- 
dustrial worker was about the equivalent 
of his German, French, or British con- 
temporary, and had achieved roughly 
about the same standard of living. Today, 
the American worker turns out from two 
to five times his European opposite, and 
can buy with his income from one and a 
half to four times that opposite, for eight 
hours’ work. After World War II, Amer- 
ican per capita consumption had risen to 
150% of its prewar level. In 1951, in 
Britain, per capita consumption was still 
what it was prewar. 


® No one can put his finger on the spoke 
in the wheel of a complex economy, that 
sets the rate of the wheel’s revolving. But 
surely sparking sales volume is as apt to 
be the prelude to increased production as 
vice versa. 

Between 1950 and 1951 the increase 
in American output was more than the 
total output of Britain—yet they approx- 
imate one third of our population. 

In 1940 the American auto industry’s 
average hourly wage was about double 


“THE TRAMCAR 


that of 1934. Yet the dollar cost of labor 
per car was the same as in 1934. Adver- 
tising-selling power certainly played an 
important part in this change, along with 
the great part played by increased horse- 
power per worker in the industry. 

Any American who has not a great 
sympathy for the British, and a great 
respect and genuine fraternal regard for 
them—along with his criticism—either 
doesn’t know history, or is blinded by 
an egocentric and provincial viewpoint, 
in my opinion. 

I can criticize British advertising only 
because I yearn for a greater, stronger 
Britain economically. Such advertising as 
this (if any such must be used) may fit 
better in an economy burgeoning like 
ours, that thrives on waste and obsoles- 
ence. (I question its validity even then 
unless it somehow is frankly and honest- 
ly vignetted or geared into the advertis- 
er’s own forthright or implied product 
story.) 


Advertising Age, September 24, 1956 


But this kind of advertising as part of 
the British economy reminds me of the 
man who stopped for a smoke on the 
way to saving his mother from a burning 
house. 


® Yes—I have heard all the arguments 
about the British being different, you 
can’t sell them directly, and so on. We 
would be different, too, if we had had 
great amounts of leisurely, incompetent, 
irrelevant and immaterial advertising be- 
fore us for decades. I do not expect to see 
British advertising substantially changed. 
But if they ever overcome their many 
tough problems and become competitively 
productive on a large scale again, you 
may be sure advertising—changed adver- 
tising—will play an important part in the 
metamorphosis. 

Meanwhile, although I dislike my Brit- 
ish brother’s leisurely, lollypop, play- 
school advertising, I retain my brotherly 
affection for him. 


Like to some noble stream, true knowledge 
=, Silently strong, and its deep bosom 
es. 


When you know how the pelvis 
works, your Fat-heads will look 
livelier. 

1. This is an idea of how a real one 
looks. This was sketched from some- 
body’s X-ray. Too complex for us. 

2. You can get action in your own 
figure compositions by using a simple 
pelvis. Think of it as a scale-type ac- 
tion. 

3. A cross-bar represents the pelvis, 
hanging from the backbone and sup- 
porting the legs. 

4. Using this as a guide, draw a hu- 
man figure over it. 

5. See how, when the pelvis scale 
goes down on one side, the foot or leg 
has to move over, since it can’t go 
down through the ground (g). This 
ground level line is helpful in getting 
your bearings. 

See how shoulder line opposes di- 
rection of pelvic cross-bar line, pro- 
viding a more natural body move- 
ment. And the scale pointer (p) starts 
you on the curve of the backbone 
(see “Backbones for Copywriters,” 
coming soon). 

6. Now, suppose your headline or 
tv idea calls for a figure playing a 
guitar. It’s all here, but it’s dead. You 
know what to do: Slant the pelvis 
one way, the shoulders another, curve 
the spinal column and make him sing 
with open mouth and a music note. 
The heart shape means this one is 
singing love songs. 

For practice, keep the feet on the 
ground and adjust the rest of the 
elements. Leave perspective to A.D. 

7. For an elephant holding a pistol, 
a fashion figure for a retail ad ora 
dog with a ukelele, this will work. 


You SEZ, ITS LIMEASLCALE i 


a’ ROSE! 


DRAWTHINKS 


RITER'S | 


Next Lesson: “14 Basic Action Figures for You” 


*“The Casket,” January, 1829, Author Unknown 
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@ PRACTICAL BUILDER readers completely blanket the light 


construction industry — New Residential, Light Commer- 
cial and Industrial, Farm Building . . . and the vast Re- 
modeling and Repair market. 1957’s selling and advertising 
must be directed at this whole market, and effectively... 
or you are settling for much too little. 


PRACTICAL BUILDER delivers the biggest contractor-builder 
circulation, the most builder buying power in the light con- 
struction industry . . . and besides, offers the greatest read- 
ership for your advertising . . . at the lowest cost. 


Remodeling, Alteration 
and Repair 
3 38.3% 


D Farm Service Buildings 
21% 


PB.means Buying Power! 


P.B. is the No. 1 selection on most advertising schedules 
today because Big Selling Plans insist on reaching 
the most buying power. In the builder field, that's 
PRACTICAL BUILDER because it reaches buyers (not 
just buying influences). That's why P.B. is preferred 
by more advertisers, carries more advertising volume 
(first 9 months 1956) than any other publication reach- 
ing builders. And again for 1957 smart advertising 
money will pick PRACTICAL BUILDER. 


Practica 


” Builder 


©ilndustrial Publications, Inc. Also publishers of Building 
Supply News and other leading building industry magazioes. 


5 South Wabash Avenue « Chicago 3 
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HAYWOOD PUBLISHING CO 


Forms Standart Associates nel and facilities. Mr. Standart is| » 
Standart Associates, a new ad-| president of the new company. Of- 
|vertising and marketing service, | fices will be in the Buhl Bldg. 
‘has been formed in Detroit by J. | 
G. Standart Jr., formerly a vp of NARTB Publishes Booklet 
| Kenyon & Eckhardt. Associated; The National Assn. of Radio & 
with Standart are the Denman & | Television Broadcasters, Washing- 
Baker Advertising Agency, W. B.| ton, has published a new booklet, 
Ford Design Corp. and C. M. Inc.,|“How to Use Television,” which 
a market and consumer research | | tells American families how they 
organization in Ann Arbor, Mich. ‘can get more out of tv. The book- 
The three associated companies let was written for NARTB by Dr. 
‘will maintain their corporate iden- | Robert M. Goldenson, educator and 
tities, but are pooling their person- | psychologist. 


|'A. Hormel 
| chili, with a “snap-it” bracelet en-| 
| closed. Batten, Barton, Durstine &| _ Oct- 


| 
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Advertising Age, September 24, 1956 


| 
| 


| 
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America, 
| Shamrock Hilton Hotel, 


} 


| 


SNAPPY OFFER—Color ads this fall in| 
Sunday supplements, r.o.p. news- 
papers and Look will promote Geo. | 

& Co.’s three-pack | 


| Osborn, Minneapolis, is the agency. 


Jewel Plans Expansion; 
Offers Scholarships 
Jewel Tea Co., Melrose Park, 
Ill, plans to expand the area 
served by its food stores to include 
all cities within a 100-mile radius 
of Chicago. Heretofore, Jewel’s 
183-store operation has been con-| 
fined to Chicago and the area lying | 
within a 50-mile radius. Currently, | 
Jewel store sales are running at} 
$250,000,000 a year. In addition, 
Jewel operates home service routes | 
and a mail order business. 
Jewel is also putting into effect 
a scholarship program which with- | 
in four years wil extend financial 
aid to as many as 200 college | * 
students. Forty of these scholar- 
ships will cover tuition, books, | 
board and room up to $1,500 for 
an academic year. They will be 
awarded to parttime high school | 
students who work for Jewel in its 
present and future supermarkets, 
plants and offices in the food store 


| operation. 


ming 
Conventions 


*Indicates first listing in this column. 

Sept. 22-25. Advertising Specialty Na- 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago. 

Sept. 23-25. Advertising Federation of 
Tenth District convention, 
Houston. 

Sept. 23-28. Newspaper Food Editors 
Conference, Waldorf-Astoria Hotel, New 
York. 

Sept. 27. Magazine Publishers Assn., fall 
meeting, Westchester Country Club, Rye, 
N.Y. 

Sept. 27-28. First Annual Newspaper 
ROP Color Conference, sponsored by the 


| American Assn. of Newspaper Represent- 


atives, Advertising Agency Production 
Men's Club of Chicago and Art Directors 
Club of Chicago, Sheraton Hotel, Chicago. 

Oct. 1-3. Direct Mail Advertising Assn., 
annual convention, Hotel Statler, New 
York. 

Oct. 4-5. American Assn. of Advertising 
Agencies, Central Region, Sheraton- 
Blackstone Hotel, Chicago. 

Oct. 5-6. Midwestern Advertising Agen- 
cy Network, 4th quarterly meeting, Edge- 
water Beach Hotel, Chicago. 

Oct. 7-10. American Assn. of Advertis- 
ing Agencies, Western Region, Hotel De! 
Coronado, Coronado, Cal. 

Oct. 8-10. American Photoengravers 
Assn., 60th annual convention and ex- 
hibit, Hotel Statler, Detroit. 

Oct. 11-13. Pennsylvania Newspaper 
Publishers Assn., annual convention, 
Bellevue-Stratford Hotel, Philadelphia. 

*Oct. 12-13. National Advertising Agen- 
cy Network, midwestern regional meet- 
ing, Hotel Dinkler-Andrew Jackson, Nash- 
ville, Tenn. 

Oct. 12-14. Intercity Conference of 
Women's Advertising Clubs, Minneapolis 

Oct. 12-14. 3rd District, Advertising Fed- 
eration of America, Charlotte, N.C. 

Oct. 15-16. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

15-16. Agricultural Publishers 
+. annual convention, Chicago Ath- 
letic Assn., Chicago. 

Oct. 15-19. 53rd annual National Busi- 


| ness Show, New York Coliseum. 


Oct. 17-18. National Business Publica- 
tions, Chicago regional conference, Sher- 
aton-Blackstone Hotel. 

Oct. 18-19. Audit Bureau of Circula- 
tions, 42nd annual meeting, Drake Hotel, 
Chicago. 

Oct. 19-20. American Assn. of Adver- 
tising Agencies, East Central Region, 
Aurora Inn, Aurora, O. 

*Oct. 20-22. Screen Process Printing 
| Assn. International, Hotel Sherman, Chi- 
cago. 

Oct. 22-23. Boston Conference on Dis- 
| tribution, Hotel Statler, Boston 

Oct. 22-23. New England Newspaper 
Advertising Executives Assn. Parker 
House, Boston. 

Oct. 22-24. Assn. of National Advertis- 
ers, annual meeting, Drake Hotel, Chi- 
cago. 


Nov. 11-15. Outdoor Advertising Assn 


bal egg Hotel Ambassador, Los An- 


Mer. 13-14. National Business Publica- 
tions, New York regional conference, 
Plaza Hotel. 

Nov. 15-17. Southern Newspaper Pub- 
lishers Assn., annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fila. 

Nov. 27-28. American Assn. of Adver- 
tising Agencies, Eastern Region, Hotel 
Roosevelt, New York. 

Nov. 29. Advertising Research Founda- 
tion, 2nd annual conference, Hotel Am- 
bassador, New York. 


MEDIA DIRECTORS WHO MATCH BUDGET 
ALLOCATIONS To Comnesan.s MARKET 2 pe a ARE 


ROGER BUMSTEAD, Media Director for MacManus, John and 


Adams, New York, spelis out his 


reasons for preferring Spot for 


clients like White Rock, Good Humor, and Regent Cigarettes: 


“EVERY PRODUCT AND EVERY MARKET PRESENT THEIR OWN 
SALES AND DISTRIBUTION PROBLEMS. SPOT'S ADAPTABILITY 


—VERTICAL, HORIZONTAL, 
MAKES 


NEEDS OF SPECIFIC CLIENTS.” 


SATURATION, WHAT YOU WILL— 
IT POSSIBLE TO TAILOR 
CAMPAIGNS TO THE SPECIFIC 


SPOT SALES 
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In People-Hours/Family/Day, TV 
Tops Dailies, Treyz Tells NARTB 


(Continued from Page 3) 
Sales-minded convention where 
concern over investigations, allo- 
cations, codes and deintermixture 
was nowhere near as white hot as 
in the NARTB’s’ Washington 
headquarters. 


8 The TvB’s competitive target, 
incidentally, was not radio; it was 
newspapers. Oliver Treyz, TvB 
president and star narrator, re- 
ported on a new kind of media 
study done by the bureau’s re- 
search department. 

It measured newspapers and tv 
in Chicago, “measuring each me- 
dium with the identical tech- 
nique, employing the same kind of 
arithmetic and using all the homes 
and people in the market as a sin- 


gle base.” 
The charted results showed 
newspapers ahead in . “homes 


using” only in the early mornings 
and early evenings during the 
week, and only until noon on Sun- 
days. Over-all, newspapers turned 
out to have a slight edge: They 
were read each day in 96% of the 
homes, compared with 91% who 
viewed television. 

But a new category, “people- 
hours per family per day,” found 
only 1 hour, 46 minutes of news- 
paper reading going on in each 
family daily, compared with 9 
hours, 51 minutes of viewing. 


= Mr. Treyz also cited statistics to 
show that “television’s greatest 
relative strength lies in the 
younger, larger, postwar families 
with more mouths to feed—a bet- 
ter market for most things.” 

Conversely, he said, “newspa- 
pers have, in comparison, an old- 
age bias which places their selec- 
tivity in the least productive part 
of the American market.” 

Finally, there was the matter of 
that “undervalued” part of tele- 
vision, daytime tv. “More families 
view daytime television today 
(between the hours of 6 a.m. and 
6 p.m.) than watched all of tele- 
vision just three short years ago,” 
Mr. Treyz declared. 


# Within the convention proper, 
perhaps the most fruitful activity 
—RAB or no—was a running sales 
discussion which the small-power 
radio stations conducted for 
nearly half the convention. A 
leading subject was sports cover- 
age, especially nighttime sports, 
which were found to be a promis- 
ing competitor to television. 

Local sports were the popular 
ones, and of every conceivable 
kind, from high school football and 
baseball to semi-pro and even Lit- 
tle League baseball. Within these 
shows, the small radio operators 
appeared to be selling quantities 
of local and even regional spots. 

Another “trend” in local radio, 
it appeared, was to network-style 
dramatic commercials done locally 
for local advertisers. This seemed 
to call for ingenuity: G. B. Mc- 
Dermott, WGIL, Galesburg, IIl., 
said he is providing these com- 
mercials by having a local ama- 
teur drama group script and pro- 
duce them. 


® One of the major efforts of the 
staff of NARTB, including Harold 
Fellows, president, was to line up 
support for the association’s cur- 
rent all-out effort to enforce its 
television code. One phase of this 
effort—the systematic monitoring 
of code-member _ stations—ap- 
peared to have aroused some re- 
sentment among the monitored. 
In a plea for code support, Wil- 
liam B. Quarton, WMT, Cedar 
Rapids, vice-chairman of the tele- 
vision code review board, noted 
that two other groups do similar 
monitoring—NAFPRAT and the 


National Audience Board. 

He characterized these as “ama- 
teurs and professional busy-bod- 
ies” but warned that “they are 
heard, including in Washington.” 
He also observed that the Federal 
Trade Commission is also moving 
into the monitoring field. 

“It’s up to the industry to head 
these people off by doing what 
they do, only better,” said Mr. 
Quarton. 


NARTB PROTESTS 
OLYMPICS LIMITATION 


WASHINGTON, Sept. 18—National 
Assn. of Radio & Television Broad- 
casters is protesting proposals to 
limit tv’s access to the Australian 
Olympic Games and has appointed 
a subcommittee to guard against 
other instances where tv is denied 
equal access to news and sports 


'events. 


theater film organizations will be 
required to pay for the privilege 
of covering the Olympics in Aus- 
tralia. 

A subcommittee under the chair- 
manship of Sig Mickelson, of CBS, 
is to draft a protest which will be 
submitted to the Olympics Or- 
ganizing Committee. Other sub- 
committee members are Len Allen, 
NBC; Milton Burgh, MBS, and 
Daniel Kops, WAVZ, New Haven. 


® Members of the association’s 
freedom of inform:'‘ion committee 
praised the stand aken by CBS 
President Frank ‘ anton in up- 
holding his networ: s right to edit 
the proceedings of ‘ie Democratic 
convention. 

The committee «asked NARTB 
President Hal Fellows to com- 


oe. 


109 


| tee under Mr. Mickelson will also | ningham & Walsh; S. R. Bernstein. 

The action was taken by the as-/| constitute a standing “watchdog” editor of ApvertisINc AcE; Mrs 
sociation’s freedom of information committee to follow up other vio-| Mildred Alexander, director of 
committee after Chairman Robert | lations of freedom of access which | women’s radio and tv programs of 
D. Swezey reported that tv and occur between meetings of the) WTAR, Norfolk, and Elon G. Bor- 


full committee. 


Ferry-Morse Will Offer 
Garden Trowel Premium 


completed final arrangements for 


for Ferry-Morse Seed Co., Detroit. 


the name, “Ferry’s,” cut froin the 
front of five packets of seeds. 

The offer will be promoted in 
national magazines. Brooke, Smith, 
French & Dorrance, Detroit, is the 
agency. 


AFA Holds Meeting 

The third annual conference of 
the third district of the Advertis- 
ing Federation of America will be 


Easton Premium Associates, San 
Francisco and Los Angeles, has' sales promotion department 


conducting a garden trowel offer 


|ton, president and general mana- 


| ger of the AFA. 
Decca Appoints Goodman 
Stanley L. Goodman, in the 
of 
‘Decca Distributing Corp., New 


York, has been named sales pro- 
motion manager, a new post. He 


The trowel of aluminum is valued | joined the company in 1941 and 
at $1.25 and is offered for 60¢ with|has served as branch manager, 


merchandise manager of phono- 
graphs and accessories and market 
research director. 


Ansonia Boosts Two 

Walter G. Pearson, who has been 
with the Ansonia Wire & Cable Co., 
Ansonia, Conn., for the past six 
years in various sales and sales 
engineering capacities, has been 
promoted to director of sales. Til- 


municate its approval to Mr. Stan-| held in Charlotte, N. C., Oct. 12-14.;den E. Thompson, formerly home 
|Among the speakers will be John) office sales manager, has been 


ton. 


Mr. Swezey said ihe subcommit- | Cunningham, president of Cun-|named assistant director of sales. 


Eskimos, for instance. National Geographic families are less respon- 
sive to this boiled whale blubber confection, have a broader (and, to 
you, more profitable) range of tastes. After all, one out of four earns 
$10,000 or more a year. 
This Alaskan lassie recently smiled at more than 2,000,000 high-in- 
come homes through the pages of their favorite magazine — a giant 


audience selectively attracted 


of The 


National Geographic. 


by the worldwide editorial versatility 
hey /ike what they see there, 
proofs of their loyalty will witness: 


as these 


Median length of readership is now 13 years —with no cir- 
culation-puffing devices or bargain rates! Honest reader 
enthusiasm does it! 
A powerful force, this enthusiasm. It translates quickly into sales for 
National Geographic advertisers whose messages are read—and acted 
upon — by quality-conscious, buying-minded families. Their remark- 


able loyalty is shared by many of America’s bi 


about your 


THE NATIONAL 
GEOGRAPHIC 
MAGAZINE 


Washington 6, D.C. 


ggest advertisers. How 
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TESTED TOYS—World Toy House Inc., rack marketer of Toy House 
toys, is undertaking a national ad campaign beginning with this 
bleed, color page scheduled for the Oct. 8 Life. Trade journals will 
also be used. Hartogensis Advertising Co., St. Louis, is the agency. 


‘News Front’ to Appear in 
February as Monthly 

A monthly magazine called 
News Front will appear next Feb- 
ruary and will have a controlled 
circulation of 40,000. The maga- 
zine will go to “key officers and 
department heads in industrial and 
business companies.” The maga- 
zine will be edited and published 
by Baldwin H. Ward, formerly 
West Coast advertising manager 
of Fortune. 

The magazine, with business of- 
fices at 52 Vanderbilt Ave., New 
York, will offer “pictorial cover- 
age of the American scene as well 
as national and international af- 
fairs.” News Front, measuring 8” 
by 11”, will ask $785 per b&w page 
and $1,275 for a four-color page. 


Presto to Friend-Reiss 

Presto Recording Corp., Para- 
mus, N. J., has appointed Friend- 
Reiss Advertising, New York, to 
handle its advertising: Presto, a 
maker of sound recorders and 
discs, recently was acquired by 
Unitronics Corp., which also has 
purchased David Bogen Co. and 
Olympic Radio & Television Corp. 
Friend-Reiss has handled Bogen 
advertising for the past three 
years. Current ad plans include 
use of Skitch Henderson in a testi- 
monial campaign promoting Pres- 
to Pirouette high fidelity turn- 
tables, and campaigns for several 
new Presto products. The Presto 
account moved from Lewin, Wil- 
liams & Saylor to Shappe-Wilkes 
several months ago. 


American Motel esulne 


5 S. Wabash Ave. 


Chicago 3, Illinois 


Business Leaders 
Discuss Program to 
Push World Peace 


WASHINGTON, Sept. 18—More 
than 100 distinguished leaders 
from all facets of American life 
met at the White House last week 
to discuss a new “people to peo- 
ple” program “to help build the 
road to enduring peace.” 

Under the program, individuals 
and organizations will be asked to 
act independently of the govern- 
ment to promote better relations 
with peoples of other countries. 
The group meeting here was to 
divide into a number of special 
sub-groups to develop special pro- 
grams for specialized civic and 
economic groups. 

Among those leading discussions 
last week was Sigurd S. Larmon, 
president and chairman of the 


gether with Meade Burnet, vp of) 


Business Council for International | 
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| Understanding, a specialized sub- 


group designed to develop the 
“people to people” program among 
business people. 


® Mr. Larmon was invited to par- 
ticipate as a leader in the dis- 
cussions because the business 
council has been in the process of 
developing its program since last 
November. Composed of represen- 
tatives of companies that have 
property or business’ contacts 
abroad, it presently has 52 mem- 
bers. A meeting of its full mem- 
bership to discuss activities for 
the coming year has been sched- 
uled for Sept. 26. 

At the opening of the conference 
of the top “people to people” group 
here, President Eisenhower reiter- 
ated his belief no people wants 
war, and that people must get to- 
gether and learn a bit more about 
each other. 


|the US. 


government program. 


Mr. 
board of Young & Rubicam. To-|# Theodore Streibert, director ot| WEE! since September, 1955, suc- 
Information Agency,|ceeds Harvey J. 
RCA, he is co-chairman of the! “stressed that this will not be aj/has 
“The truth) WHCT-TV, Hartford. 


is,” he said, “the people every- 
where are tired of propaganda. 
They are suspicious of practically 
everything bearing a government 
label, however true or meritori- 
ous.” 

Among those participating, in 
addition to Mr. Larmon and Mr. 
Burnet, were Theodore Repplier, 
president of the Advertising Coun- 
cil, representing advertising; Har- 
ry Bullis, chairman of General 
Mills, representing business or- 
ganizations; Paul C. Smith, presi- 
dent of Crowell-Collier, represent- 
ing magazines; Edward L. Liscomb, 
director of public relations, Na- 
tional Cotton Council, representing 
public relations, and Dr. Frank 
Stanton, president of CBS, repre- 


|senting radio and tv. 


WEEI Names Gorman Manager 

Tom Gorman has been named 
general manager of WEEI, Boston. 
Gorman, sales manager of 


who 
of 


Struthers, 
been named manager 
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| show itself, are expected to par- 


They'll Plunge $10,000,000 into Revived ticipate actively with out-of-show 
National Auto Show, Manufacturers Predict | “*!«" ‘nctions. 


stated. During this two-week peri- | |public the automotive industry's 
od, Dec. 2-16, about 100 tv and confidence in its own immediate 
radio spots, featuring the jingle,|future and in the general long- 
“Let’s Go to the Auto Show,” will | | range advance of the entire econ- 


New York, Sept. 18—Over $10,- | will be exhibited, with American|® The travel industry is tying in 


000,000 will be lavished on the re- | 


vived National Automobile Show | Motors and Studebaker-Packard | roads and airlines serving New 


which takes over the New York 
Coliseum Dec. 8-16 under spon- 
sorship of the Automobile Manu- 
facturers Assn. 

The association itself will spend 
about $1,000,000 on the show; the 
other $9,000,000 will come from 
the individual car companies, ac- 
cording to William H. McGaughey, 
vp of American Motors and chair- 
man of the association’s show com- 
mittee. 

The association’s advertising 


budget has been set at $100,000) 


but that’s only the beginning, Mr. 
McGaughey told a press conference 
here. Cunningham & Walsh is the 
agency for the event—the 42nd 
show of its kind, but the first to 
be held in 16 years. The show was 
abandoned in 1941 when the car 
industry switched to defense work. 

All American passenger cars 


|Motors, Chrysler, Ford, General | 
all taking part. Twenty lines in all 
jare expected to be shown, with at! 
least five models for each line. 


@ Eleven makers of commercial | 
vehicles will also display their 1957 
trucks: Chevrolet, Diamond T, 


ternational Harvester, Mack, Reo, 
Studebaker, White and Willys. 

No “cars of the future” will be 
shown. 

It is expected that the show will 
replace the small individual shows 
| which the car manufacturers have 
|held in New York hotels during 
recent years. Even General Motors 
|is expected to abandon its annual 
Motorama at the Waldorf-Astoria 
and concentrate its efforts on the 
industry-sponsored show. 

The auto supply industries, 
while not having exhibits in the 


Dodge, Ford, General Motors, In- | 


|also, Mr. McGaughey said. Rail-|ing network cutaways. 
York are planning ticket and trip 
| promotions, and travel agencies 
|are preparing package tours to at-| 


be broadcast on local stations dur- | omy,” Mr. McGaughey declared. 


He also explained that the show 


Print advertising will open with | had not been revived earlier be- 
1,000-line insertions in all seven! cause there were no adequate ex- 
New York dailies and will be fol- | hibition facilities untii the Coli- 
lowed by small-space ads in met-|seum was opened this year. Also 


| tract travelers to the show from all} ropolitan and suburban newspa- | car demand was so high during the 


points of the country. 
The association is aiming for an} ‘for seven regional entertainment 
attendance of 1,000,000—about/| magazines: Cue, New York Motor- 
double the average attendance for | ist, Playbill, Promenade, The New 
|Coliseum shows so far. One big; Yorker, Where, and Winged Foot. 
drawing card will be a 30-minute! Special show supplements are 
musical spectacular, which will be| also being planned by all the met- 
| performed six times daily. It will|ropolitan dailies and by 18 sub- 
be written by Goodman Ace with urban newspapers. These supple- 
a cast of 100 and a $200,000 budget. ! ments will run between Dec. 1 and 
Theme for the show will be/9. 
“America on the Move” and adver- Display materials; including 
tising will utilize a “Fun for All posters, window cards, banners 
the Family” copy approach. land folders, have been prepared 
jalong with plates and tv slides 
# “We plan to saturate the greater | bearing the show’s thematic em- 
 ssetetameatiams area throughout the blem. 
week prior to and during the week | “Resumption of the show at this 
of the show,” Mr. McGaughey , ‘time is intended to convey to the 


ee a 


Crosley Broadcasting Corporation. a division af A See 


hmeteo 


Bomar Lowrance & Associates, Inc., Charlotte, Atlanta, Dalias 


NBC Spot Sales: Detroit, Los Angeles, San Francisco 


Sales Representatives: 


|pers. Half-page ads are scheduled | |postwar years that until now an 


| industry show had seemed a little 


incongruous and illogical, it was 
pointed out. 

Traditionally, the show is the 
kick-off for the auto selling season 
and is therefore held around Co- 
lumbus Day when the new models 
first appear. Because of the heavy 
booking at the Coliseum, however, 
the show could not be scheduled 
until December this year, but sub+ 
sequent shows are expected to be 
held in October, Mr. McGaughey 


| said. 


Todd Names Thomasma VP of 
Marketing. Browne to Sales 
Todd Co., Rochester, N.Y., mak- 
er of protected insured checks and 
check writing equipment and a 
subsidiary of Burroughs Corp., has 
appointed Leonard T. Thomasma 
vp of marketing. Mr. Thomasma, 
formerly vp and general sales 
manager, now will have responsi- 
bilities for all marketing activities 


\of Todd and its new Charles R. 


Leonard T. Thomasma Richard C. Browne 


Hadley division in Los Angeles. 
At the same time, Todd has 
named Richard C. Browne genera! 
sales manager. He formerly was 
eastern divisional sales manager. 
Robert W. Geoghegan, recently 


‘named general sales manager of 
| Todd Co. of Canada Ltd., will head 


Canadian sales and export sales. 


Bennett Elects Hoenshel VP 


Robert L. Hoenshel, merchandis- 
ing director of Victor A. Bennett 
Co., New York, has been elected a 


vp. 


THE FOSSLER 


UP TO 300 


Prospect & Customer Records 
ALWAYS WITH YOU 


Now, carry ALL your customer and 
prospect data with you in one handy 
binder. Use it to organize your calls 
in advance . . . to do a better selling 
job on every call. You never forget 
important facts or overlook a pros- 
pect or customer. 
There's a Fossler Form to fit any sales- 
mon's needs. Special forms for: 
General Industry Salesmen « Life insur- 
ance Men + Advertising Space Sales- 
men * Drug Salesmen « Food Salesmen 
* Freight Solicitors. 
Write for FREE samples of stock forms. 
Sold only DIRECT-TO-YOU by 


G.O. FOSSLER & ASSOCIATES 
164 E. Evie Street, Chicago 11, i!linols 


SUperice 7-7772 
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dia. 

“We are not satisfied with the 
mediocrity, or worse, that seems to 
typify a vast volume of the direct 
mail which we all receive,” he 
added, “just because the alterna- 
tive happens to require a lot more 
work—and much, much more 
imagination, ingenuity and initia- 
tive.” 


112 


Cleveland NIAA Elects secretary, and George O. Gould, |’ -in-Pri 

John B. Hickox, Belden & Hick-| Viking Air Conditioning, treasurer. oe A pre’ Is , 
ox, has been elected president of j 
the Cleveland chapter of the Na-| Ponter Joins Crown Cork ew Madi oe « 
tional Industrial Advertisers Assn.| Albert E. Ponter Jr., formerly Says JWT's Garvin i 
Other new officers are Richard L.| export sales manager of Rayonier | class mail (9x12”) without paying 
Burt, Yoder Co., chapter vp;/Inc., has been named manager of | Cuicaco, Sept. 18—A J. Walter |a postage premium. Thus this large 
Creighton H. Davies, D. E. Robin-|the foreign sales department of | Thompson Co. executive today re- | size is one contributing factor in 

ported on a new direct mail con-| compelling attention and respect 


son Co., associate vp; L. C. Hooper, ! Crown Cork & Seal Co., Baltimore. | 
|cept—the “spectacular-in-print.” (the moment the piece is received. 


For a number of reasons, including 
the best display of the product, it 
is full-color throughout. The ad- 
dress surface may range up to the 
|maximum size allowed for third 


24 counties West Texas & 
New Mexico 


She £1 pase Cimes 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
frees 


a 2 


MATION» LARGEST yeadt reamrowy 


| This is a large mailing piece in| 
'color, which enables an advertiser | 
|to tell a complete sales story in| 
|one shot. Pictures or art work can | 
be utilized the way they are in| 
| full-color magazine ads. The mail- 
| ing piece can run to eight, 10, 12 or 
116 pages, depending on the space 
| needed to tell the sales story. 
Charles E. Garvin, who is in 
charge of creative planning of di- 
rect mail advertising at JWT, told 
jabout the: new development in a 
|talk to the Paper Makers Adver- 
tising Assn. here. 
| Mr. Garvin described the “spec- 
'tacular-in-print” as follows: 
| “It is a mailing piece which 
jcreates the greatest possible im- 
!pact—in readership and in sales. 


s “The spectacular-in-print tells 
a complete sales story, both factual 
and emotional. If it takes more 
than a simple one-sheet self mailer 
to tell the story, we can in direct 
mail take the space we need to do 
the job. 

“Where highly dramatic artwork 
is indicated, we use it. Where wal- 
loping-big photographs are called 
for—to personify our product in 
accordance with latest findings in 
motivation research, for example 
—we make sure we get exactly 
what we want.” 

Mr. Garvin pointed out that the 
new tool brings to direct mail the 
“same painstaking care” that is 
used in creating ads for other me- 


ANN ARBOR NEWS 


There is no question about it. The record proves 
it. The Ann Arbor News is the only newspaper 
reaching the great majority of consumers in a 
market leading all others in Michigan in rate 
of population increase. 

Six days each week The Ann Arbor News 
enters 25,794* homes in this continually expand- 
ing metropolitan area which comprises all of 
Washtenaw County. Evidence of growth this year 
is found in the valuation of all construction in 
the city for the first half of 1956. This figure was 


THE BAY CITY TIMES 
THE SAGINAW NEWS 


THE KALAMAZOO GAZETTE 
JACKSON CITIZEN PATRIOT 


NATIONAL REPRESENTAHVES: A MH Fuh lO 


E. 42rd St, 
74 AS. Brice McQ AS Murket * San F 


rancisco 3. Sutter 


$23,023,211. It exceeds by more than two million 
dollars the total building value for all of 1955, 
which in itself was an all-time annual record. 
Retail sales in Washtenaw County provide ad- 
ditional evidence. At the end of the first five 


months of 1956, retail sales 


were $80,046,035, 


more than 3 per cent over the figure for the same 


period of 1955. 


A schedule in The Ann Arbor News is one sure 


‘way to reach consumers in 
highest quality markets. 


THE FLINT JOURNAL 
THE ANN ARBOR NEWS 


New York 17, Oxford 7-1280, Sheldcn 8 Newman, 435 N Michigan Ave, 
De 


1.3401, William Shurthf#, 1612 Ford Bldg 


one of Michigan’s 


*Publisher's Statement 3-31-56 


THE GRAND RAPIDS PRESS 
THE MUSKEGON CHRONICLE 


Chicago 
trot 26, Woodward 1.097 


J. Walter Thompson has used 
the spectacular-in-print for the 
Ford Motor Co. to announce the 
1956 Ford truck line. The agency 
produced a 16-page magazine-size 
newsletter which went out to 1,- 
000,000 prospects. The self-mailer 
was entitled, “Test Track News- 
letter” and was heavy on use of 
dramatic pictures. 

Mr. Garvin conceded that this 
direct mail technique might be ex- 
pensive, at the start. However, he 
added: 


s “When considering the final ef- 
fect at the sales level, it is inex- 
pensive in terms of results. The 
reasons for this are basic to the 
medium. We reach an audience re- 
stricted to those people who are 
the logical prospects to...buy our 
product. And yet we try to reach 
the maximum audience of these 
prospects—to keep our cost per 
thousand down to its most efficient 
level. 

“The trend in marketing today is 
toward less and less reliance on 
sales people to give our complete 
story. More and more, their activ- 
ity is in the area of closing the 
sale—a specialized feat in itself. 

“Through the _ spectacular-in- 
print, however, we make sure that 
everything necessary to establish 
brand preference is placed before 
the prospect—knowing that those 
people who are our real prospects 
are interested in our emotional and 
factual ‘reasons-why’ and can be 
persuaded to specify our product 
on the basis of them.” 

Mr. Garvin said the spectacular- 
in-print jibes with other trends in 
direct mail advertising, trends that 
are helping to elevate the me- 
dium’s position. 


s “People who create direct mail 
advertising are now being paid ap- 
preciably more than ever before,” 
he noted. “This increase in finan- 
cial reward, in turn, is probably 
the greatest single factor which is 
responsible for another aspect of 
direct mail’s ‘new look’—the num- 
ber of really high caliber people 
being attracted to the medium 
now, compared to the few who 
could be inveigled into it five years 
ago. 

“Still another factor involved in 
the success of certain leading ad- 
vertising agencies (and compa- 
nies) in attracting these people to 
direct mail work is the flexibility 
which the medium affords. 

“Unlike any other print medium, 
direct mail can offer a kind of 
planning freedom to writers, to 
media men and others. There are 
no set rules of what, traditionally, 
is supposed to go where; no stand- 
ard page size or number of pages. 
The only format demand is the 
consideration of visual motion and 
continuity—of taking the reader 
through one surface after another. 


s “Because direct mail as a me- 
dium for national consumer adver- 
tising is relatively new—as is the 
role now being shaped by the ad- 
vertising agencies—the precedents 
for the future use of the direct 
mail medium for consumer adver- 
tising are now being established. 

“To be in on such a pioneering 
effort,” Mr. Garvin concluded, “is 
a challenge big enough and entic- 
ing enough for any advertising 
man.” 


General Outdoor Boosts One 

James L. Whitehead, formerly 
manager of the Washington sub- 
branch at Salisbury, Md., has been 
appointed manager of the Ashe- 
ville, N. C., branch of General 
Outdoor Advertising Co. 
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‘Our Pontiac sales this year are 
ahead of ’55, thanks to Spot-TV, 


says George Pattison, 

of Pattison Pontiac Co., 
reporting results over 
WDSU-TV, New Orleans 


Ahead of 1955? That's a real achievement, 
Mr. Pattison. 


Our salesmen are mighty proud of it— and they 
have a right to be. But we couldn’t have done 
it without television. 


Why do you say that? 


Because our saturation-schecule of programs 
and spots on WDSU-TV has proved to be the 
greatest producer of buyers. We've been having 
excellent floor-traffic, and TV is what brings 
the people in. 


How long have you been using television? 


Over two years. Results have been so positive — 
so directly traceable — that 95 percent of my ad 
budget is devoted to it. 


What type of copy do you use? 


No gimmicks... but concise and specific copy. 
We blend product emphasis, including price, 
with strong institutional copy. The quality of 
the copy furnished by our advertising agency 
and the excellence of presentation by station- 
talent has contributed greatly to our success. 
Also, television permits heavy name-emphasis, 
with the result that George “Pontiac” Pattison 
is a household phrase around New Orleans. 


Is it true that you lead this entire district in ’56 
sales? 


Yes, for seven straight months we have been 
sales-leader among Pontiac dealers in the South. 
To put it plainly, we have held up our sales- 
volume and our profits by continuing our vol- 
ume TV advertising. Without it, I don’t belicve 


* Oa a a my dealership could have survived in the past 
GEORGE “PONTIAC” PATTISON, President of : os ig 7 oom Poy Se 3 year! 

Pattison Pontiac Company, New Orleans, La., the phos Og aa fan : ep 53 
dealership which all year has ranked in sales among 
the first ten of all Pontiac dealers in the nation. 


Television’s 


oy i a -T First Exclusive 
For sales building availabilities on these major-market stations...Call National 
Representative 
i 


WTVR — Richmond WBNS-TV — Columbus WBKB — Chicago WFIL-TV — Philadelphia WPRO-TV — Providence WEWS — Cleveland KFRE — Fresno 
WDSU-TV — New Orleans KING-TV — Seattle-Tacoma WXYZ-TV — Detroit KVOO.TV — Tulsa WIIC—Pittsburgh WCPO-TV — Cincinnati KGO.-TV — San Francisco 
WOW.TV — Omaha KTTV — Los Angeles WABT — Birmingham WFLA-TV — Tampo-St. Petersburg WNBF-TV — Binghamton WMCT — Memphis WABC-TV — New Yori. 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Postal Service Really Works in London, 
But Not So Well in U.S., Readers Find 


To the Editor: I have been very | 
interested in reading the two com- 


the message instead, at’a cost of | 
' tuppence ha’penny. And it always 


Wednesday, having been put in | 
| the box on Monday evening. 
Isn’t there something we can do? 
Cuar.tes G. LEEDHAM, 
Studio G, New York. 
Incidentally, this letter will be 


ments on U.S. vs. European postal | got there! That was what I never | put in the box at this building at 


service in the two most recent is-| could get used to—a letter put in| about 10 a.m. 
when the office | teresting to see when it turns up at 


sues of AA. Having just come back | 


the last mail 


today. It'll be in- 


from eight months in London pro-| closed was always in the contest- | | your office in Chicago. (It arrived 


ducing television, 
once again on my return by the 
contrast. 

In London, my major show was 
the British version of “I’ve Got a 
Secret,” which required consider- 
able correspondence with prospec- 
tive contestants. Whenever we had 
to get hold of a contestant in a 
hurry I always, being used to U.S. 


service, told my girl to telegraph | 


a message and was considerably 
stunned when she calmly mailed 


least within metropolitan London. 

Good service like that I only 
got somewhat used to in the last 
months there, and unfortunately 
this confidence remained when I 
returned to New York last month 
|—to mail an important letter across 
town. Needless to say, it got there 


I was struck jant’s hands first thing the next in Chicago the next morning, on 
morning, anywhere in England. | time—Ed.) 

And if the letter went out in the) 
morning, the contestant would be. 
on the phone that afternoon, at| 
|comments about Europe's efficient 


. 
To the Editor: I would like to 
say “Amen” to your magazine’s 


postal system. 

In this connection, I thought that 
you might be interested in seeing 
a photograph of a pair of postal 
boxes which I took in Germany 
two years ago. I, too, was struck 
with the efficiency of European 


E. STEWART CARTER, president of CARTER-JOHNSON, INC., Seattle, 
distributor of appliances to the Pacific Northwest 


Mr. Carter explains why it’s always 


“SEATTLE AND TACOMA” 
... NOT “SEATTLE-TACOMA” 


And both must have localized news- 
paper coverage. That means Seattle 
newspapers to cover the Seattle mar- 


“Some marketing men, especially in 
the East, consider Seattle-Tacoma as 
one big market) Actually, there is the 
Seattle market and adjacent to it is 


the Tacoma market.” 


continues, “Both markets have their 


ket 
Mr. Carter 


own characteristics and individuality. 


Now... 


The circulation of the 
Tacoma News Tribune is 


MORE THAN 83,000 


- DILT% 
89.1% 


City Zone Coverage . 
Metropolitan oreo . . . 


Represented nationally by 
SAWYER, FERGUSON, 
WALKER COMPANY 


exclusively, 
News Tribune to cover the Tacoma 
market exclusively.” 


and the Tacoma 


of Washington State's 


pets 


important markets 


57.9% 


FAMILIES 


in these two 


Advertising Age, September 24, 1956 


mail boxes and couldn't resist 
taking the picture. 

Next to the words “Nachste 
Leerung” (next pick up) on each 
box is a window containing mov- 


| 
| 
| 3 
| 
| 


able numerals indicating the time 
of the next pick up. These are 
changed each time the mail is 
picked up. Incidentally, 15% 
means three o’clock in the after- 
noon. The Europeans use the 24- 
hour system in reference to time 
of day, thus eliminating the use 
of a.m. and p.m. The U.S. military 
has adopted this system, probably 
because a directive announcing a 
2100-hour action leaves no doubt 
as to whether 9 a.m. or 9 p.m. is 
meant. 

The purpose of the two mail 
boxes is to provide separate boxes 
for regular mail and air mail. 
The box on the left is painted yel- 
low and is for regular mail; the 
one on the right, painted blue, is 
for airmail. 

EUGENE T. Bonk, 
Chicago. 


* 

To the Editor: You are so right 
about the Post Office. Here’s an- 
other, more recent, sample in our 
own Post Office Zone 11. 

As you know, we send two no- 
tices out for the Chicago Business 
Publications Assn. meetings. The 
second notice is a government post 
card sent to arrive not later than 
Monday morning the day of the 
meeting. This is to serve as a re- 
minder and get last minute reser- 
vations. Government post cards 
have always been given first class 
mail handling. They are first class 
mail. Put in the mail Friday night, 
they always arrived Saturday 
morning, surely by Monday morn- 
ing. I have a couple of decoys in 
to test arrival time. Here’s how 
they arrived: 

Postcard “A” arrived Monday 
afternoon, Sept. 10, 1956. (After 
the meeting.) 

Post card “B” arrived this morn- 
ing in the first mail—Tuesday, 
Sept. 11, 1956. The day after the 
meeting, 

These cards were not sent to 
another city. They were supposed 
to be delivered to the same street 
where they were picked up. It took 
four days to return a post card to 
the same street. How many more 
of these cards were not delivered 
until after the meeting was over? 
That’s a bothersome question. It’s 
certain that a certain portion of 
|this mailing was wasted. Should 
| we mail postcards a week in ad- 
vance to arrive before the meeting 
|or on the same day as the meet- 
| ing? How can we get reminders to 
our members on the morning of 
the meeting? 

Joun H. REARDON, 

Publishers Circulation Service, 

Chicago. 


Z 

To the Editor: May I add a 
hearty “Amen” to all you’ve been 
saying lately about lousy postal 
service, both in editorials and in 
the Voice of the Advertiser? 

It so happens, locally, we have 
an excellent post office. 

But they can’t do anything 
about mail pouches which are 
“lost, strayed, or stolen” on the 
way from there to here! 

A number of important letters 
addressed to me have gone astray. 
However, to “take the cake,” I 
never got an important letter from 
an official of our church in New 
York, written in March. On top 
of that, another letter from this 
same man in June similarly disap- 
peared clean out of sight. Our local 


postmaster instituted a tracer on 
the June letter, when I assured 
him we could probably provide 
the exact time and place of mail- 
ing. As of this writing, virtually 
three months later, no trace of 
the tracer! 

This is great stuff for a preacher 
who has a first book coming out 
in March and has a considerable 
amount of—to him—important 


| correspondence. 


Although I am a registered Re- 
publican, this postal matter alone 
has just about decided me for 
Adlai! 

WILLIAM M. HUunrTER, 

Pastor, First Presbyterian 

Church, Robinson, III. 


* 

To the Editor: I don’t believe 
you are on too good ground com- 
plaining about failure of an air 
mail letter posted in Estes Park 
Saturday evening. Obviously it 
was not dispatched out until Mon- 
day; you received it Tuesday... 

The greatest handicap to better 
mail service in these United States 
is the one-a-day residence deliv- 
ery. These deliveries, like in Dal- 
las, start out in the morning be- 
fore 99% of the arriving mail gets 
in to town. As a result, mail from 
places as close to us as Austin, 
Tex., are not delivered in residen- 
tial neighborhoods until the second 
day. 

I think there is the first point of 
attack in asking for better mail 
service. And, remember, these res- 
idential neighborhoods include, in 
most cities, and they do in Dallas, 
important retail stores, important 
jobbing and manufacturing con- 
cerns, etc. 

JoserpH A. SHIRLEY, 

Joseph A. Shirley & Co., Dal- 

las. 

Mr. Shirley’s willingness to ac- 
cept an over-the-weekend delay 
in dispatching mail is an interest- 
ing example of how complacent 
Americans have become in postal 
matters. 


« + « 
Electrolux Stands Pat 
on Official List Price 

To the Editor: I read with in- 
terest E. B. Weiss’ article “List 
Price Lies” in the Aug. 27 issue. 

As he points out, the public is 
being subjected to an unprece- 
dented barrage of quotations 
which, to say the least, is unques- 
tionably creating widespread con 
fusion between value and price— 
real value as against so-called 
“list price.” 

It may be of passing interest and 
of some significance to note that 
despite the extent to which wide- 
spread price quoting has inundated 
so many fields, particularly the 
appliance field, Electrolux—Amer- 
ica’s largest selling vacuum clean- 
er—is never sold anywhere for a 
penny less than the officially 
established list price. That list 
price, it should be noted, is also 
strictly adhered to in the case of 
industrial users, many of whom 
buy a considerable number of ma- 
chines. 

The chap who said “the quality 
is remembered long after the price 
is forgotten” really knew what he 
was talking about. 

Ear LirsHey, 

Electrolux Corp., New York. 

e + - 
Creative Man Gets a 
Reluctant ‘Well Done’ 

To the Editor: I used to think 
that your Creative Man was a very 
presumptuous, non-creative (ex- 
cept for controversies), smug 
character. Since he could not know 
the background, peculiar circum- 
stances, industry trends, or the 
specific short-and-long-range ob- 
jectives of any particular advertis- 
ing campaign, he had to depend on 
snap judgment in his appraising, 
evaluating and pontificating. 

That was before he took the Lu- 
theran Aid Assn. to task for pub- 
licly invoking God in the further- 
ance of LAA life insurance sales. 

Now I still think that he is the 
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same smug, presumptuous char-| 
acter that I thought he was—but 
I am glad that he cracked down 
on LAA. 

RoBert T. Herz, 

Sales and Advertising Coun- 

sel, Dallas. 

— i _ | 
Submits a Classified 
for ‘100 Best Ads’ 

To the Editor: I would like to} 
submit as a candidate for the next | 
edition of “100 Greatest Adver- 
tisements” the enclosed want ad 
which I ran across in today’s Lon- 
don Times. 

Ship-in-bottle-makers! Free service! 

Young man accepts full bottles of Duff 

Gordon's EL CID Amontillado Sherry, 

returns them ready for insertion of 

ship. Prompt, conscientious work guar- 
anteed. 

Certainly here is a difficult copy 
problem which has been beauti- 
fully and simply solved by a direct 
appeal to the reader’s self-interest. 

ArT ROBERTs, 
Chicago. 
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Pins Down Ad Function 


To the Editor: Noticed that one 
of your readers holds “does it) 
sell” as basis of ad evaluation | 
(AA, Sept. 3) and you heartily, 
agreed. 

From reading AA for some time 
I have formed the notion that 
that’s not the basis, but rather 
“does the ad in question sell to 
the maximum intended for which 
the space was bought.” 

That, I believe, is the reason 
for the timely critical analysis of 
ads by AA’s excellent feature 
writers. 

JIM Moon, 
Jackson, Mich. 


Scope, Cost of WNEW-Type 
Programming Explained 

To the Editor: Your Aug. 13 ex- 
cursion into radio operations under 
the title, “Radio Under the Mike 
(i.e. microscope) ,” proved of much 
interest. We thank you for the 
utilization of the phrase “WNEW- | 
type programming” for today’s 
widely accepted role of radio in 
presenting music and news. 

However, I'd like to take the 
liberty of correcting a few mis- 
taken impressions and some inac- 
curacies that your article may 
have created. The description of 
the WNEW program structure as a 
“low-overhead system” does not 
jibe with the facts. WNEW main- 
tains a staff of 13 full-time an- 
nouncers, some with six-figure 
salaries, 23 engineers (the highest 
paid in the industry), an extensive 
record library holding well over 
100,000 records, maintained by a 
staff of five, plus a program man- 
ager and his two assistants, a 


publicity department, sales pro- 
motion department, research de-| 
partment, copy department, ac- 
counting department, etc., etc. 

The statement, “A station oper- | 
ator needed only a single studio, | 
a news service, a few transmitter 
engineers, and an announcer with | 
a percentage deal,” may have left | 
your readers with the impression | 
that today things haven’t changed | 
very much and a successful opera- | 
tion can continue in this crude 
way. Let’s bring the picture up to | 
date. The WNEW setup actively 
utilizes six studios around-the- | 
clock, news sources from the New 
York Daily News, plus a national | 
wire service, a direct Weather Bu-| 
reau service, a Western Union, 


sports-ticker, and twelve an- 
nouncers to keep that original one 
company. 


Running a top-flight independ- 
ent station requires a tremendous 
amount of effort and work in pro- | 
gramming non-commercial por-| 
tions within the area of public) 
service. Not only does WNEW air 
a record amount of public service 
announcements, but special pro-. 
grams are continually created for 
particular needs. For instance, The 
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Children’s Aid Society needed 
funds to equip a building in a 
Puerto Rican populated area. 
WNEW produced this special doc- 
umentary program on behalf of 
the organization and raised the 


'necessary funds for this group. 
| Right now, we are creating a show 


for the Jewish High Holy Days 
with a unique WNEW approach 
with a nine-part segment, each 
program being devoted to a partic- 
ular cultural development in Ju- 
aic history with emphasis on 
statesmanship, music, theater, law, 
humor, folklore, etc. Participating 
in this show is a multitude of guest 
stars including Steve Allen, Sam- 
my Davis Jr., Richard Rodgers, 
Attorney General Jacob K. Javits, 
Lord Mayor Robert Briscoe, Lu- 
ther Adler, Joseph Schildkraut, 
and others. This series of pro- 
grams, as a further WNEW serv- 
ice, is being made available to 
stations throughout the country 
for their use simultaneously. It’s 
special efforts of this type that 
keep WNEW in the fore. 


Your indication that the indie 
way of programming was “second 
choice” to that of network affilia- 
tion, belies the foresight of many 
independent station operators who 
sincerely felt that they could ful- 
fill the needs of radio listeners 
with the music and news format 
in a far better way than through 
the fare the networks aired. In 
many cases, the indie way of pro- 
gramming proved to be a more 
expensive operation than that of 
the network affiliate picking up 
the network line ind doing a 
minimum of broadcasting from its 
own studios. 

Your reference to the “extreme 
flexibility” of independent radio 
station rate cards is, in the ma- 
jority of cases, another misleading 
statement. Rates scheduled by in- 
telligently run operations are 
based on true value received by 
the advertiser. The stability of the 


WNEW rate card is one that all | getting an engineer and an an-| 


time buyers are very much aware 
of. This is probably true of most 
good independent stations. 


There is no denying the pow- 
er a personality like Godfrey 
possesses. Still, in this highly 
competitive New York market, 
WNEW’s presentation of Jerry 
Marshall’s “Make Believe Ball- 
room” has continually topped God- 
frey’s offering, indicating an even 
wider acceptance of “WNEW-type 
programming.” 

I hope that I’ve demonstrated in 
some degree that operating a radio 
station of our calibre is not a low- 
cost operation, that the purchase 
of a station (WNEW was bought 
this year for the record amount 
of 4.1 million) certainly is not in 
the realm of low-cost. After see- 
ing some of the building costs of 
today, starting from scratch does 
not seem to be the most econom- 
ical way of going into the radio 
business. The false concept that 
you can have a successful radio 


operation by putting up a tower, 


|mouncer, a few records, plus an 
‘aggressive salesman to sell spots 
| will put you in big business, is 
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certainly not true in today’s mar- 
ket. A complete knowledge of 
programming plus astute sales- 
manship seems like a good start 
but, brother, considering the com- 
petition that is around today, let 
me wish any tyro operator good 
luck to accompany those two in- 
gredients. 
JOHN GROGAN, 
Program Manager, WNEW, 
New York. 


masonry building 


singularly different... 


Masonry Building's over 20,000 
paid subscribers are among a 
specialized high buying power 
segment of the building industry 
who read MB because MB alone 
covers their needs editorially. 


5 So. Wabash, Chicago 3 


Greatest Agriculture! Show in the best 


957 Pennsylvania Farm Show 


Herrisburg - Jen. 14-18, 1957 
PREVIEWED I THE JANUARY 12, 1957 SUE 
CLOSING DATE DECEMBER 17, 1956 


“PENNSYLVANIA FARMER Is Best for Us,” 


says Abram K. Flory, Lancaster County, Pennsylvania 


Useful information makes PENNSYLVANIA FARMER the 
preferred magazine in 9 out of 10 Pennsylvania farm 
homes. It’s their home-state paper, serving them as no 
other can by selecting practices adaptable to their soil 


and climate. 


Likewise important to you: there are no slack seasons 
—just one big selling and buying season after another. 
Every month the Pennsylvania farmer markets an un- 
usual variety of products to keep his income steady. 


They add up to a mighty hefty take, too . . 


. make 


Pennsylvania a top-third state in farm income. 


[DENNSYLVANIA FARMER 


Harrisburg, Pennsylvania 
MICHIGAN FARMER, East Lansing, Michigan 


THE OHIO FARMER, Cleveland, Ohio 


In this rich, active agricultural state, the one publi- 
cation giving you the circulation you weed (twice 
every month) .. . and producing results you want at 
surprisingly low cost is PENNSYLVANIA FARMER. It’s 
rotogravure printed (in full color, if desired) to save 


you the cost of plates. 


But, don’t forget two similar, big-income areas, 
served by THE OHIO FARMER and MICHIGAN FARMER. 
For the story on the sales potential of these three 
steady-income states, write 1010 Rockwell Avenue, 


Cleveland 14, Ohio. 
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Grants Radio Charter 


Clarendon County Broadcasting|radio station. Authorized capital 
Co., Manning, S. C., has been| stock is $50,000. J. M. Soles Jr. is 
granted a charter by Secretary of! president. 


State Frank Thornton to operate a 


DO YOU KNOW 


; er 
ae. Z Ss 
. : an 


ional high 
ue ess—than run-of- 


mets, 141 W. Jeckson Bivd. «© 


That all USIC interviews are supervised, edited and validated, 

by ple thoroughly experienced in this field, and that this 
Soleas uality work usually costs no more—often 

e-mill pipe poe Magic? 

Not at all! Write or phone us and we 

how it’s done. No obligation, of course. 


UNITED STATES INTERVIEWING CORP. 
Chicege 4, tll. « 


- |Z 


tell you 


Department Store Sales... . 


Sales Climb 4% in Week of Sept. 15 


WasuHiIncTon, Sept. 20—Depart-j| Beston District .................... — Il 
ment store sale: climbed 4% in the; Metropolitan Areas 
week ending Sept. 15, according to 
the Federal Res rve Board. 

For the four weeks and for “ed 


year to date they also showed a 
gain of 4%. 

Two of the 12 FRB districts’ 
reported losses: Boston, 2%, and 
St. Louis, 2%. The others all 
showed gains as follows: 


New York District r 
New Metropolitan Areas 


York, 4%; Philadelphia, 2% ;| Butta ....ccccccccccsssenssesee r= 1 
Cleveland, 5%; Richmond, 1%; At- ~*~ pee New ‘ 
lanta, 7%; Chicago, 4%; Minneap-| Newark teh 
olis, 10%; Kansas City, 1%; Dal- New York o 
las, 6%, and San Francisco, 2%. | oe see Bai 2 

Detailed breakdown of these dis-  piiseiphia District r— 9 


tricts will not be available until Metropolitan Areas 


next week. For the two prior, wilmington .................... r—2 
weeks sales broke down as follows: Trenton ae 
% Change from "55 I st +6 

Week Ending Philadelphia 0.0.0.0... r—ll 

Federal Reserve Sept. Sept. Reading r—4 
District, Area, and City 1 * SEIT idhiisisisrencesietsaenbitepetesiel r—10 
UNITED STATES ................ » +4 Wilkes-Barre—Hazleton .. r— 5 


Priitt 


++ 
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: Look, pa—no hands! 


No tell-tale wires! No electronic eyes! Nothing 


Distributors are writing mash notes to the 


atomic, hypnotic, or rubber band! No lighted bulb} O'4#ickory Distilling Corporation. .. Listen— 


) 


No fresh air! Not even hot air but... 
In this Old Hickory display, the big 
diagonal diamond turns slowly . . . inside 
the cardboard ring which is suspended 
from a nylon thread! 
Mysterious as hash! Utterly fascinating! 
Actual automation! The customers just don’t 


believe their own everyday dependable eyes. 
Old Hickory is on every tongue, and also inside 


quite a few new users! 


What ?... Well, we wouldn’t have believed 
it if we didn’t see the signed documents! 


9, p) 


Sey 


“Retailers are actually asking for it. 
Customers ask ‘What makes it spin?’—a 
wonderful conversation piece . . . Easier to 
instal! in top locations than any other display 
we have had in years.” — Tampa, Fla. 

“One promotion piece that sells whiskey. 
Customers ask questions about it, give close 
attention to the message ...Who could ask 
for anything more?” — Washington, D. C. 

“Best display I’ve ever seen. Gets won- 
derful reaction wherever placed. Retailers 
advise that it attracts and holds customer 
interest...Should jump Old Hickory sales.” 
—Columbia, S. C. 

Howzit done? Nothing to it, really. Just 
ask Einson-Freeman, the display makers with 
the mostest on the ball... who will be glad to 
do as much for your displays! Any time! 

Phone, wire or write— 


Einson-Freeman Co., Inc. 


World center of dynamic displays 
Starr & Borden Aves., Long Island City, N.Y. 


Department Store 
Sales Barometer 


Change from 1955 


Week Ended + 4% 
Sent. 15,50 | 
Jan. 1 to 
Sept. 15,56 | J+ 4%° 
Cleveland District ................ 0 +6 
Metropolitan Areas 
| ee +17 
a +1 +22 
Cincinnati +3 + 9 
Clevela —1 0 
Columb +3 +11 
Te 0 +3 
Toledo .. —8 —1 
Erie 0 +8 
=e +2 
Wheeling-Steubenville ...... +2 +12 
Richmond District ................ —5 —5 
Metropolitan Areas 
TES r—6 —10 
Downtown Washington r—16 —4 
ig ERE r— 6 — 9 
Richmond ........ ~_—¢ +11 
Atlanta District #46 $8 
Metropolitan Areas 
Birmingham ........................ +5 —3 
Jacksonville .... 7 +15 
Atlanta ............ 1 +5 
Augusta ....... .r—8 —4 
New Orleans +4 +5 
Knoxville —13 —-1 
SII bietineniininasindstiedainseasian +11 +27 
City 
Tampa ...... .-~ —§ 0 
Chieage District 2.0.0.0... +2 +6 
Metropolitan Areas 
SE +4 +3 
Indianapolis ~ +4 +8 
Detroit ................ ~ =—=6 £8 
Milwaukee ........ =» ss +13 
St. Louis District .................... r+4 +4 
Metropolitan Areas 
 ) +11 +23 
Louisville ae +6 
_ ae +5 +11 
ST A ee +10 +27 
Minneapolis District ............ +6 +5 
Cities 
Minneapolis ..............cc +6 
Oe ED eteccctesssee +3 
Duluth-Superior . . +11 
) A EEE r+ +9 
Metropolitan Are 
a +14 
yn +4 +21 
I artnccincsnthencsiebocsas +1 +17 
ee —5 +7 
Albuquerque  ..............00 ° ° 
Oklahoma City ................... —3 + 6 
es +16 
Cities 
IE = iedinetiintinercetcinnnntonn “=a +12 
+ | | —4 
Dallas Distri +4 +15 
Metropolitan Are: 
DES  cneinccmnnanm $F +¢ 
El Paso .... —3 +1 
Fort Worth +8 +19 
Houston +2 +% 
YS — ee +8 
San Francisce District ........ +il r+ 2 
Metropolitan Areas 
Los Angeles-Long Beach +15 —1 
Downtown Los Angeles +18 —1 
Westside Los Angeles ... +31 +2 
+13 
+6 
0 
—32 
+3 
—32 
+7 
+13 
—2 
+9 
+4 


Sheatter Sponsors Contest 
Sheaffer Pen Co. is sponsoring 
the 1956-57 Scholastic Writing 
Awards, a creative writing compe- 
tition for high school students 
conducted by Scholastic Magazines. 
This is the third successive year 
Sheaffer has sponsored the contest 
which last year drew entries from 
more than 60,000 students in all 48 
states and Canada. Students in any 
public, private or parochial high 
school from grade 6 to 12 are el- 
igible. First place winners receive 
cash prizes. Honorable mention 
winners receive Sheaffer Snorkel 
pens. 


Cowell Joins Counselors 

Don Cowell, formerly pr direc- 
tor of Quaker Oats Co., has joined 
Communications Counselors as 
manager and account director of 
the company’s recently opened 


Chicago office. 
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Behind the famous Community “South Seas” teaspoon, another famous figure: Mr. P. T. Noyes, Executive Vice-President of Oneida Ltd. Silversmiths, a grandson of the company’s founder. 


| The silver company that was born 
without a silver spoon 


Oneida Ltd. was hardly born with a silver spoon in its their entire advertising effort is now placed in women’s mag- 
mouth. Nevertheless, from a small beginning in agriculture, azines. Naturally the Journal, the No. 1 women’s magazine, 
and from there to making steel game traps, Oneida has grown is their bellwether. 
to be one of the two largest producers of silverware in the world. 


Their success is based on vision, hard work, meticulous 


peg — and on never underestimating the power of How does Oneida feel about Journal power? 
Hl E ae ; ‘ a Dudley Sanderson, Advertising Vice-President, 
cine fit advertisement for, Community Plate in Uadieg | says: “The dournai’s great mass of women is 
| d re ‘ , Oneida’s natural market. Women who have taste, 


readers saw the first 3-page gatefold ad ever to appear in a 
woman’s magazine—for Community. 


Oneida realizes, as do silverware buyers, that women ac- 
count for just about all silverware purchases. So practically 


Never underestimate the power Ladies’ 
: No. 1 in circulation 
of the No. 1 magazine for women... Home Sins '§ ts teamed cakes 
No. 1 in advertising revenue 


A CURTIS PUBLICATION 


who look for honest value, are stimulated to buy by 
this deeply influential magazine.” 
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‘Wall St. Journal’ Opens Journal’s advertising operation in | » : eight chapters, with such headings|franks. The series includes 12 
Miami Office, Names Mason _s§ Fiorida. . as “Early Stages,” “The Frame-| miniatures of posters offering re- 
The Wall Street Journal has| | ‘gt ; work,” “Curtain Settings,” “Con-| wards for such badmen as the 
opened an office in Miami for its Singer Joins ABC we Se structing Scenery,” “Designing| James brothers and the Daltons. 
advertising and circulation sales| Jack Singer, former reporter and ~~ Settings,” “Painting Scenery” and|The reverse of each poster in- 
staffs serving Florida. The office critic on Billboard, has joined the’ ~~ ‘ \“The Presentation.” cludes a brief biography of the 
is in the Hall Bldg. American Broadcasting Co., New “wes ‘ outlaw with the crime-does-not- 
Earl G. Mason, formerly busi-| York, as a presentation writer in j ’ Armour Debunks ‘Bad Guys’ | pay aspects of his life pointed out. 
ness manager of the Miami Beach | the network's tv sales development ; | Armour & Co. is debunking the Armour is promoting the poster- 
Sun, has been named to head the | department. | Wild West’s outlaws with a series offer in comic sections, magazines 
_of “Wanted” posters included in its and on the Mickey Mouse Club 

1 Ib. packages of Armour Star! show over ABC-TV. 


ADVERTISERS hanieneey on 


UNGLAMOROUS—Lyon Tailors is pro- For engraving that will fill the bill 
| / | i its -cut clothi e 
CAN’T BE WRONG! Se > ep F 


! suits which “don’t fit.” McCann- 

! That’s the number of accounts that Erickson, Cleveland, is the agency. 
' used the Buffalo Courier-Express during 

l 

1 


1955 (Classified not included) . Of these, { 
1,398 were retail advertisers. 1,851 Book on Stagecratt 


were national accounts. Sticks to Practice, 


These advertisers were responsible . 
for a lineage increase of 80% over 1945 figures. Eschews Theorizing 
Lonpon, Sept. 18—Tv producers 


Yes, more and more advertisers are profiting from os ‘well ae Mektimete stama-dmeeaa 
the fact that the Courier-Express builds bigger sales : “Sta gi 
> : : tors will be interested in “Staging 
boosts in Buffalo. Use the Morning Courier-Express the Play” by Norah Lambourne. 
to get more advertising for your dollar concentra- Published by Studio Publications, 
ted on those with more dollars to spend. And the 432 Fourth Ave., New York 16, in 
Sunday Courier-Express for maximum coverage in the U. S. and by Studio Ltd., 66 
Buffalo’s rich 8-county market. It’s the state’s largest Chandos Place, WC2, London, in care and skill Me Grath 
) - 


news utsi f Manhattan. England, the book retails for $5.75. 
paper outside o — As Miss Lambourne explains at 


the outset, her book is not “de- 5 \ 4 | ee 

ROP COLOR available both daily and Sunday. voted to slightly intangible the-| & Ww /f \\ | and Associates 
ories of design and the creation of a tL 

atmosphere” but attempts “to show | ‘ 


tp. = how it is done in terms of timber | 
BUF FA to CO U R ! E R-E x P R ESS and canvas, brace and weights, 
Representanyes, Scoloro, Meeker & Scott Pacific Coast Doyle & Hawley scale models and scenic paint.” 
The book covers its topic in 


Re: 


Ca nee SS 


The plates you never see are always 
as carefully made and proofed as 

if you were to personally okay them. 
There can be no substitute for 

this procedure here. _ 


PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5—Phone HArrison 7-3732 


for Electrotypes, Mats, Plastic Plates, and R. 0. P. Color Mats 


IF IT'S WORTH PRINTING, 
PRINT IT LETTERPRESS 
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RUN AGAINST TIME—Nationwide Mu- 
tual Insurance Co., Columbus, is 
using a football theme for its fall 
advertising. The 400-line ads, which 
offer a football handbook, are 
scheduled for 220 newspapers. Ben 
Sackheim Inc., New York, is the 
agency. 


Writers Guild Hits 
NBC in $1,000,000 
‘Alienation’ Suit 


New York, Sept. 18—The Writ- 
ers Guild of America, East, filed 
a $1,000,000 damage suit against 
the National Broadcasting Co. in 
U.S. district court here today. 

The suit charges that the net- 
work paid to enroll a number of 
guild members in another union 
without their knowledge or con- 
sent. The members involved are 
among the more than 70 writers 
employed on news and special 
events programs produced in New 
York by NBC under the guild’s 
contract with the network. 

The guild’s complaint alleges 
that the writers were assigned to 
travel to Chicago with New York- 
produced programs in the course 
of the Democratic national con- 
vention. There, according to the 
complaint, NBC paid to enroll the 
writers in the National Assn. of 
Broadcast Engineers & Technicians, 
which, according to the complaint, 
“holds a contract covering a hand- 
ful of news writers engaged by 
NBC in Chicago for local programs 
under far less 
terms.” 


® The guild, which said that its 
members often are required to 
travel with the shows covered by 
the guild contract, charged that 
the writers were enrolled in 
NABET “without their knowledge 
or approval” and that they are 


still enrolled in that union over| § 3 


their objections. 

The suit was iastigated four 
days after the guild filed a formal 
unfair labor practice charge against 
NBC with the National Labor Re- 
lations Board on the same matter. 

The Writers Guild of America, 
East, and its counterpart in the 
West reportedly have a combined 
membership of 2,000 radio, tv and 
movie writers. 


National Homes Produces 
100,000th Pretab House 

National Homes Corp., Lafayette, 
Ind., has produced its 100,000th 
prefabricated house. The company 
was formed in 1940 with $12,500 in 
capital. 

National Homes expects to pro- 
duce its second 100,000 within the 
next five years. It has recently an- 
nounced a new Delray model, de- 
signed to sell for $7,500, not in- 
cluding the lot. The house has 
three bedrooms. 


advantageous | 


‘Chester Times’ Settles 
Strike, Grants Increase 
The Times, Chester, Pa., has set-| 
tled a two-day strike by members 
of the American Newspaper Guild. 
The new two-year contract pro- 
vides basically the same job secur- 
ity clause, crux of the dispute 
which led to the strike. It provides 
for arbitration of any dismissals. 
Newsmen and office employes 
were granted a wage increase of $4 
and $3, retroactive to Sept. 1, and | 
raises of $3 and $2 on Sept. 1, 1957, | 


,at which time the work week will 


be reduced from 40 hours to 37%. 


GE Runs Photo Contest 

The Photo Lamp department of 
|General Electric Co. plans a flash 
photo contest for high school stu- 
dents this fall. The contest will be 
promoted with a series of four ads 
in Senior Scholastic, starting Sept. 
27. The top prize is a trip to Wash- 
ington for two winners and chap- 


erones. Grey Advertising Agency is | 


the agency. 


Vernon Chambers, formerly with 
KCOH, Houston, Negro market 
radio station, has opened a Negro 
market consultant office at 2311 
Wheeler Ave., Houston. His com- 
pany will offer marketing research, 
public relations and promotion 
services. 


NBC Boosts Macaulay 
Edward H. Macaulay has been 
named head of the western divi- 


Chambers Becomes Consultant, 


119 


Sales, San Francisco. He has been 
| a tv salesman with NBC Spot Sales 
in that office since July. 


You can have 4000 proofs now —and 
1000 new ones yearly. Pay only for 
what you use @ $2 each or have Un- 
limited use for $9.95 monthly. We 
license only rated ies & Nat. 
Advesrs. Handbook #9 now ready — 
send for License Form and samples. 


| sion sales office of NBC Radio Spot 


© Pappy stubdio 
67 ma * SAN FRANCISCO 5, CALIF. 


Wisconsin dealers get, 


Wisconsin 
AGRICULTURIST 


10.7% 


16.0% 


\ 


DRUG DEALERS’ 
PREFERENCE 


AGRICULTURIST 


FARM 
MAGAZINE 


: 


MAGATINE 9.2% 
B 

MAGAZINE a 5.3% 
Cc 


pe eg 


14.5% 


WISCONSIN 
Et qric 


GROCERY DEALERS’ 
PREFERENCE 


WISCONSIN 


griculturist 


RICHARD S&S. PIERCE. PUBLISHER 
RACINE, WISCONSIN 


AND FARMER 


ma 


t excited = 


.\ Vere f 


APVpPL Vrs VS \\N 
WHEN YOU ADVERTISE IN THE LOCAL PUBLICATION THEY PREFER! 


Wisconsin 
AGRICULTURIST 


FARM 
MAGAZINE 


EE 
B 

mm : 
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21.2%, 


LUMBER DEALERS’ 
PREFERENCE 


dealers were asked, “In 


It’s the only farm pape 


the “‘Ag”’ faithfully. And 


cash spread evenly over 


help you. 


WISCONSIN DEALERS GET EXCITED about your 
product when you back them up at the local level 
with advertising in Wisconsin Agriculturist and 
Farmer. They know it carries more influence with 
more of their farm customers than any other pub- 
lication. That’s why they prefer it overwhelmingly. 


The charts show results of a study in which 


which publication, edited 


for farmers, do you prefer to see advertising for 
the merchandise you sell?’”’ Other dealer preference 
studies available on request. 


r that gives you such com- 


plete sales coverage of the nation’s first dairy state. 
9 out of 10 of Wisconsin’s best farm families read 


in Wisconsin farm families 


are your dealers’ best customers. Their annual in- 
come is almost $1 billion, more than half of it dairy 


the year. 


For more sales in this rich market, let our re- 
search department dig up specific market facts to 


WHY READERS 
PREFER THE "AG" 


“My father and I are always 
finding ideas in tiic Fe pen that 
we can put to work for 

The ‘Ag’ has been the ¢ a 
member of the family for as 
long as I can remember and 
it sure earns its board and 
keep.”’ — Frederick Loth, 
Walworth County, Wisconsin 
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‘Post's’ Electric Servant Fair Is Expected 


Cuicaco, Sept. 18—Starting last 
week, The Saturday Evening Post 
‘and Polk Bros. stores began co- 
sponsorship of an “Electric Serv- 
ants Fair,” a promotion that is ex- 
pected to lift the sales of the giant 
|retailer some 20% (probably 
| $500,000) during a 25-day period. 
| This is the third year that the 
|| Post has conducted its “fairs” with 
| retailers, but the Polk tie-in, 16th 
market... |) presentation made by the Post, is 

Panel of 2.000 | the first time a single retailer has 
Pittsburgh families available for: pean : 
a p ; ’ ‘ ~ | Robert B. Shellenberg, appliance 
romotion Penetration Studies merchandising manager of the 
* Blind Product Tests | magazine’s merchandising division, 
© Opinion Surveys | says that past promotions have 
|} been in small cities or towns 
|where all—or nearly all—appli- 
}ance dealers in the community 
| participated in the promotion. 


Test and 
know the 
Pittsburgh 


Market Survey Bureau 
2 GATEWAY CENTER, PITTS@URGH 22. Pa. 
Ccourr 1-0220 


a “We have been looking for a 
way to get into major metropolitan 
| markets,” Mr. Shellenberg told 


A BIG MARKET? 
Retail sales top 


1% BILLION DOLLARS 
in Flint and the Saginaw Valley 


The stars shine on WNEM-TV. 
Advertisers know the influence 
of the Golden Valley's most 


Michigan’s 2nd richest market 


Here, in the Flint-Saginaw :narket, average city-family income 
is $6,413.75. And retail sales are more than one and one-third 
billion dollars . . . & 


® $298,940,000 for food 
© $343,660,000 for automobiles and accessories 
© $46,208,000 for drug products 


86.9% of the market homes are television homes—and WNEM-TV 
is the one, the only station completely covering them all. ARB 
and PULSE survey results say so. 


WNEM-TV 
a Gti station 


serving rift, Saginaw, Bay City, Midland 


WPON — Pontiac, Michigan 


Radio Stations 
WABJ — Adrian, Michigan 


to Boost Polk Bros. Sales 20% for 25 Days 


AA, “and finally decided that se- 
lection of a single dealer was the 
only practical way of handling the 
thing. We chose Polk Bros. because 
of its size and reputation for ag- 
gressive merchandising. We'll 
probably run more promotions of 
this sort in other cities and base 
our plan on the results of the Polk 
promotion.” 

The “Electric Servants Fair” 
will run for 25 days, Sept. 11 
through Oct. 5, and more than 
$25,000 worth of prizes will be 
awarded to 1,089 winners in a con- 
sumer contest. Included are such 
plums as a complete General Elec- 
tric kitchen, a complete Hotpoint 
Holiday kitchen and many name 
brand appliances. 


® Entry blanks for the contest 
carry the line, “What New Electric 
Servant I Wish for Most...”; the 
contestant fills in the name of the 
appliance he most wants and drops 
it in a “Wishing Well,” located in 
all Polk stores. 

Polk stores and newspaper ads 
have the entry blanks and Polk 
has sent them with a direct mail 
piece to his own list of some 300,- 
000 names. 

Although Polk’s advertising 
hasn’t been increased, most of its 
newspaper ads and radio-tv com- 
mercials will feature the “Electric 
Servant Fair” during the promo- 
tion’s run. The Post paid for the 
kick-off newspaper ad, supplies 
display and poster material plus 
1,000 copies of its “Treasury” book 
for use as prizes. 


this promotion will cost the Post 
about as much as one it conducted 
in Port Huron last spring, when 18 
of the town’s 19 dealers partici- 
pated in a nine-day promotior. that 
sold 615 major appliances—a 200% 
increase over the same period in 
the previous year. 

Part of the promotion includes a 
stepped-up demonstration sched- 


the carload,” he said, “but we sell 
‘em one by one and demonstra- 


story.” 

In addition to the regular Polk | 
demonstrators, many suppliers | 
have furnished personnel—sales- | 
men and home economists—to 


stage demonstrations. 


8 Mr. Polk also revealed his plans 
for remote, closed-circuit televi- 
sion selling that will increase his 
trading area by many miles. He 
plans to use one of his Chicago 
stores as a viewing-distribution 
center for many small stores lo-| 
;cated in towns and cities sur- 
|rounding the city. Each of the 
/small stores will be manned by 
salespeople, who will consult with 
|customers on their likes and de- 
|sires and, after narrowing down 


s Mr. Shellenberg estimated that | 


ule, dear to the heart of Polk’s |a corporate business opportunity | 
president, Sol Polk. Mr. Polk, dedi- belonging to Four Star Films. 
cated to the principle of “show ’em | 

‘how it works,” repeated his “one-|nouncement that Don Sharpe & 
by-one” theme. “We buy ‘em by| Warren Lewis Productions have) 


|the field, will show and demon- 
|strate appliances and other home 
|furnishings at the Chicago store! 
|via closed circuit color tv. 
| Mr. Polk says it would be “eco-| 
/ nomically unsound” to open stores 
|in small towns and attempt to) 
|carry the vast selection of brands | 
jand styles found in his Chicago 
marts. “Consequently,” he said, 
\“we will use modern means to! 
take the product to the shopper in- | 
stead of expecting the shopper to 
come to the product.” 


s Each of the local stores will 
carry samples of colors, fabrics, 
woods and other materials to help | 
the customer in his selection of| 
merchandise. 

While no definite date has been 
set for the actual operation of the 


Polk plan, Mr. Polk said he is cur- 


TAKE ME HOME—The new six-bottle carrier produced by Robert Gair 

Co. for White Rock Beverage Corp. incorporates two firsts in soft 

drink packaging—four-color gravure printing and a premium tab. 

White Rock will use the tab to offer such premiums as drinking 

glasses, foam rubber coasters and a ukelele. The tab is die-cut from 

the handle and perforated so that it can be removed easily with- 
out damaging the carrier. 


“Cavalcade Theatre” by the de- 
fendants be transferred to the 
plaintiff. A third cause of action 
‘“‘When they’re ready, I’m asks for $250,000 general damages, 
ready,” he said, and indicated plus $250,000 punitive damages. 
that some trials may be made be- Stockholders in Four Star Films 
fore the end of this year. are Dick Powell, Charles Boyer, 
David Niven, William Cruikshank, 
and Mr. Sharpe and Mr. Lewis. 


rently working with all tv manu- 
facturers to iron out technical\de- 
tails. ay 


Four Star Films Files Suit 
Against Lewis & Sharpe 
Four Star Films has filed suit in ‘House & Garden’ Revamps 

the superior court in Los Angeles Format; Creates New Sections 
against Don W. Sharpe, Warren; The October House & Garden 
Lewis and Don Sharpe & Warren) wil] initiate a new format designed 
Lewis Productions, seeking an in-|to create a series of high-interest 
junction against their filming of| editorial sections from cover to 
any of the DuPont “Cavalcade cover. Previously the center of the 
Theatre” television programs. Four | book carried the important editor- 
Star contends that Mr. Sharpe,|jal layouts while the front and 
while employed as the salaried|back were given over to adver- 
sales agent and executive produc-/|tisements and short editorial fea- 
er for “Cavalcade Theatre” and/ tures. 

a member of the board of Four | Under the new setup, the front 
Star, violated his obligations, and| section will carry a new group of 
that he and Mr. Lewis conspired features on living - arts—books, 
and agreed to seize for themselves; music, tv, photography, art and 
antiques called “H&G’s Gambit.” 
Following “Gambit” will come an- 
|other new feature, “H&G’s News- 
letter” on new products, ideas and 
trends. Following the main editor- 
been retained to make 16 new/ial section will come the entire 
“Cavalcade Theatre” films. The|“Shopping Around” and “Cook 


The action followed recent an- 


tions must be a part of the selling/ suit further asks that all profits| Book” sections, reportedly two of 


in connection with the filming of| the magazine’s best-read features. 


Oe SE A a A Be SE at 
aoe 


says Som P. McNeil, 
owner of M & M Brokerage Company 


“Western Virginia merchants 

read and depend on the Roa- 

noke newspapers for all kinds of 
information, including advertising. That's why they're 
se willing to stock and push food items that are pre- 
sold through these newspapers. Food brokers in the 
Roanoke market need advertising and merchandising 
support from the Roanoke newspapers.” 


The Roanoke newspapers dominate the entire 16- 
county Roanoke market area. No 
other newspapers have signifi- 
cant coverage in this key market 
of Western Virginia. 


Write for details to: 
SAWYER, FERGUSON, WALKER COMPANY 
National Representatives 


THE ROANOKE TIMES 
THE ROANOKE WORLD-NEWS 
ROANOKE, VIRGINIA 
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Selection of Comics 
‘Czarina’ Expected 


to ‘Reassure Moms’ 


New York, Sept. 18—Judge 
Charles F. Murphy, who has been 
the czar of the comics book indus- 
try for the past two years, is being 
succeeded by a czarina. 

She is Mrs. Guy Percy Trulock, 
former president of the New York 
City Federation of Women’s 


Clubs. Her new title actually is 


comics code administrator. She 
was named by John L. Goldwater, | 
president of the Comics Magazine | 
Assn. of America. 

The decision to name a woman, | 
according to Mr. Goldwater, “was 
further reassurance to the mothers 
of American children that comics 
books bearing the seal of the as- 
sociation could be circulated and 
read in every home without fear 
of criticism.” 

The office of comics code ad-| 
ministrator was created to meet 
widespread criticism of “horror 
and terror” comics which were de- 
scribed by some as contributing to 
juvenile delinquency in the U. S. 
Judge Murphy’s resignation, an- 
nounced last June, was said by 
the New York World Telegram & 
Sun to have followed “consider- 
able friction between the admin- 
istrator and some _ association 
members over relaxing censorship 
regulations.” 


s When he came into office, 
Judge Murphy planned a “vigo- 
rous and forthright” enforcement 


of a code that banned horror and @ 


terror comics. It was described as 
the “strongest ever adopted by a 
mass media industry.” 
Mrs. Trulock said she believes 
comics books have improved in 
the past two years and that they 
can make a contribution to Amer- 
ican life by wielding an influence 
for good among youngsters. 
Meanwhile, it was announced 
that Mrs. Jesse Bader, president 
of the Manhattan Council of 


Church Women, has been named | § 
chairman of the Nationa] Advis-' 


st 
| 
i 


ory Committee on Comic Books. 


Elau-Van Pietersom Names 

Six to Staff; Adds Dynek 
Klau-Van Pietersom-Dunlap, 

Milwaukee, has appointed six per- 

sons to its staff and has promoted 

four staff members. New account 


executives are Harold P. Weber,| & 


formerly vp of William C. Pepper 
& Co., industrial division; John D. 
Finley, previously with J. R. Wat- 
kins Co., agricultural division, and 


Harold P. Weber 


Shelvy M. Groucher and Mrs. Col-| 
leen Dishon, public relations. Karl | 
F. Ohm and Walter P. Zippel have | 
joined the creative and copy staff. 


John Finley 


Promotions include Louis A. Pan-| §& 


ella, to general manager in charge | 
of internal operations; Winston C. 


Williams, to assistant to the gen-| 2 
eral manager, and Emil J. Schap| @ 
and Charles F. Calkins to account| = 
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Barnard Named Director of 
Western States Agencies Assn. 
Alton T. Barnard, formerly vp in 
charge of sales of Cliquot Club Co., 
Millis, Mass., has been named 
managing director of the new 
Western States Advertising Agen- 
cies Assn. (AA, Aug. 27). James 
Christopher, Hill & Christopher 
Advertising, president of the 
group, said the appointment of Mr. 
Barnard was the first step in an 
expansion of activity throughout 
the West, and formation of chap- 


ters. 


San Francisco and San Diego, with 
headquarters remaining in the of- 
fices of the predecessor Southern 


California Advertising Agencies! 


Assn. Martha Jeffres remains ex- 
ecutive secretary of the associa- 
tion. 


Emerson Boosts TV Prices 
Emerson Radio & Phonograph 

Corp., Jersey City, has announced 

price increases of about $10 each 
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,on six television receivers and has | the creative staff of McCann- 
Plans now call for chapters in| indicated it may boost prices on|Erickson, Chicago. He formerly 


other major models next month.| was with Russel M. Seeds Co., 
The price boosts, effective Sept. 15,|John W. Shaw Advertising and 
follow similar hikes by other tv Cruttenden & Eger. 

set manufacturers. Most makers 
cited higher manufacturing costs 
as reason for the hikes. Among the 
Emerson sets involved are a port- : 
able model, four 21” sets and a) of metals 5 times each 
24” model. | week by advertising in |, 
American Metal Market 


Trentlage to McCann-Erickson Since 1899 The Metal , 


You can call on 
30,000 tonnage buyers 


Industry's Daily Newspaper 
Richard D. Trentlage has joined 18 Cliff St., New York City 38 


or your 


——- ON NBC-TV Circus Boy ( 

3 EM 
“= PR 

< ON NBC-TV 77th Bengal Lancers ( 


ON NBC-TV George 


ON CBS 


ON NBC-TV Cowbo 


executives. = 


The agency also has been named 
to handle advertising and sales 
promotion for Dynek Inc., new 
company formed by the hydraulic 
control division of Blackhawk 
Mfg., Milwaukee. The agency has 
handled Blackhawk advertising 31 
years. Trade publications and di-| 
rect mail will be used for Dynek. | 


Boylhart, Lovett Moves 
Boylhart, Lovett & Dean, Los | 

Angeles agency, has moved to 135) 

S. Alvarado St. 


ON ABC-TV F 


ON ABC-TV Adv 


st FO | 
; on nac-TV Father Knows vas | 


cordially invites you and 
ord Theatre FOR FORD MOTOR CO. 


entures of Ri 


cFV Tales of the Tex 


y Theatre ( 


ON CBS-TV Capt. 


best network entertainm 


the 1950-57 telecasting season 
Screen Gems inc. 


n Tin Tin FOR 


4 


PREMIERE) FOR REY 


Sanders My 


as Rangers FO 


ent throughout 


your entire family to enjoy 


NATIONAL BISCUIT CO. 


R SCOTT PAPER CO. 


PROGRAMS 


*NOLDS METALS CO. 


[ERE) FOR GENERAL FOODS CORP. 


stery Theatre (PREMIERE SOON) 


R GENERAL MILLS CORP. 


PREMIERE) MULTI-SPONSORED 


Midnight FOR WANDER CO 
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CBS Buys Hartford Station, 
Appoints Executives 
Columbia Broadcasting System 


has bought WGTH, Hartford’s Struthers, formerly general man- ig 


channel 18, a uhf-tv outlet. The) 
acquisition by CBS of the station 
had been gpposed before the Fed- | 
eral Communications Commission | 
by Triangle Publications, Philadel- 
phia, which recently bought | 
WNHC-TV, New Haven. Triangle | 
dropped its opposition, clearing the | 
way for the sale. The sale price! 
| 


| 
| 


Attention! 
MAGAZINE PUBLISHERS 


We offer you full facilities plus 
centralized location for printing, 
binding and mailing your peri- 
odical publication, either sheet- 
fed multicolor letterpress, offset 
or web-fed offset. Ample paper 
supplies available. 

For detailed information, write 
M.F.A. Publishing Department, 


200 South 7th, Columbia, Mo. 


was reported as $650,000. 


The call letters of WGTH will be 
changed to WHCT. Harvey J. 


ager of WEEI, Boston, has been 
appointed general manager of 
WHCT; Lamont Thompson, ac- 
count executive of CBS Spot Sales, 


* 
= 


New York, has been named gen-| 


eral sales manager. 


Santly to PR Aftiliate 
Communications Counselors, 
public relations affiliate of Mc- 
Cann-Erickson, has appointed Joe 
Santley Jr. assistant to Mike 


Dougherty in the Los Angeles of-| 


fice. Mr. Santley has been in the 
television publicity department of 


Young & Rubicam, Hollywood, for | 


the past two years. 


‘Nation's Business’ Adds Office 

Nation’s Business has established 
an advertising sales office in Phil- 
adelphia at 1617 Pennsylvania 
Blvd. Allan E. Shubert Jr. has 
joined the magazine’s sales staff 
and will make his headquarters in 
the new office. 


‘Announcement 


Madison's Dom 


inant Station 


joins 
Ameticns fastest growing Network 


Effective Sept. 29, WKOW-TV, southern 


Wisconsin's first television station, 


comes a primary interconnected affiliate 
of the American Broadcasting Company, 
the fastest growing network in the nation. 
An outstanding line-up of network shows, 


the 
the 
per thousand . 


of local originations, 


ea 9 Lama 
oyal audience, the fabulous low cost 
.. all yours on WKOW- 


TV, channel 27 in Madi- 


son, Wisconsin. 


& wd rete - 
HEADIEY REED TV 


Wood Richardson 


San Francisco, Sept. 18—An 
unusual ad in the form of a 10- 
page “show” starring Jack Benny 
and Mary Livingstone has been 
placed by W. P. Fuller & Co. in 
the September issue of Sunset 
Magazine. 

“The Party’s on the House” is 
the largest home-improvement ad 
ever run in Sunset and the only 
one in which the Bennys got into 
the act. 

In the ad, W. P. Fuller & Co. 
presents for the first time a round- 
up of its many coordinated prod- 
ucts and services which it says are 
unavailable through any other sin- 
gle paint company. 

The ad has a single theme: a 
Jack Benny-Mary Livingstone tel- 
evision feature called “The Party’s 
on the House.” 


® In the opening scene, Jack and 
Mary announce that “Now’s the 
time to get your house ready for 
all those fall parties—parties for 
football, Hallowe’en, Thanksgiving, 
Christmas, New Year’s.” 

The ad offers an engaging con- 
tinuity as Jack and Mary select 
Ful-Color Paint, glass doors to 
show a blooming garden outside, a 
mirrored bathroom in which Jack 
boasts, “I don’t even look 39,” and 
baby blue wallpaper to match his 
eyes! 

Opposite each of the four full- 
color pages are line drawing car- 
toons with dialog between Ben- 
ny and Mary. 

The continuity is closely woven 
and carries through from page to 
page until the entire story is com- 
plete, with the finale being “Fuller 
makes it easy to get your house 
ready for all those parties ahead” 
with Jack on a ladder, with a Ful- 
ler Paint bucket, and Mary caress- 
ing a paint brush. 


® The story behind the mammoth 


SPECTACULAR—These men helped with the 10-page ad 
for W. P. Fuller & Co.’s home improvement prod- 
ucts in the September Sunset. Standing before the 
finished layout are Parker Wood, exec vp, Brooke, 


10-Page Jack Benny Ad in ‘Sunset’ Helps 
Fuller Publicize Full Home-Improvement Line 


ad is as unusual as the ad itself. 

For a long time Palmer Field, | 
advertising and sales promotion | 
manager for Fuller, struggled with 
the problem of getting across to| 
the buying public the idea that | 
Fuller products include not only | 
paint and glass, )ut also mirrors, | 
bathroom fixtures, aluminum| 
framed glass doors and windows, | 
every possible kind of painting) 
tool and a wide range of wallpa-| 
pers decorator coordinated with} 
Fuller paint colors. 

“Fuller was recognized as a| 
leader in distributing paint and} 
glass products,” Mr. Field explains, 
“but far too few people realized | 
that a Fuller paint and glass store | 
is a one-stop location for a com-| 
plete home improvement package.” 


s Conferring with the two Fuller 
advertising agencies, Young & Ru- 
bicam for paint, and Brooke, 


Wallace 


er, Sunset, and 


Smith, French & Dorrance for 
glass, Mr. Field declared: 

“We want something so excep- 
tional that the public will be im- 
pressed that Fuller is more than a 
leader in paint and glass. We want 
the public to realize that Fuller 
sets the pace in style as well as in 
quality. 

“Find a way to tie all Fuller 
products together and wrap them 
up in a package that will arrest 
attention.” 

The two agencies then worked 
together to create a single ad which 
would meet the Fuller require- 
ments as outlined by Mr. Field. 

Layout and copy conceptions 
were roughed by Young & Rubi- 
cam’s George Richardson, the ac- 
count supervisor; Fred Crawshaw, 
account executive; Doris Craig, 
copywriter; Don Sternloff, art di- 
rector, and Richard Baznik, pro- 
duction chief. 

Suggestions and modifications 
were made by Brooke, Smith, 
French & Dorrance’s Parker Wood, 
the account executive, and Jack 
Keeler, art director. 

From a successful Fuller paint 
ad used earlier, featuring George 
Burns and Gracie Allen, the idea 
arose to contact the Jack Bennys. 

The San Francisco office of 
Young & Rubicam turned that job 


Reasoner Field 
Smith, French & Dorrance; George Richardson, vp, 
Youn & Rubicam; Jack Wallace and Allen Reason. 


Palmer Field, Fuller’s advertising 


and sales promotion manager. 


over to its Hollywood branch, 
whose vp, Walter Bunker, success- 
fully completed preliminary ar- 
rangements. 

Don Sternloff traveled to Holly- 
wood to gather photographic mate- 
rial of Jack and Mary. Between 
Hollywood, London and San Fran- 
cisco, Sternloff managed to put to- 
gether the series of facial expres- 
sions that give life and humor as 
well as continuity to the story. 

Mr. Field coordinated the entire 
project with the agencies and with 
Jack Wallace, Sunset sales repre- 
sentative. 


Worlds First Tarbe-Prop (pet-prop) Marlowes 


NON-STOP 


NEW YORK 


CHICAGO 
Capital 


AIRLINES 


REMEMBER .. . 
When You're Placing 
Grocery Advertising 


CANTON > 
1S A BIGGER MARKET. 
; FOR FOOD ; 


THAN 
SOUTH BEND, DES MOINES, 
OMAHA, NASHVILLE 


BRUSH-MOORE 
NEWSPAPER 


represented a 
by Story, Brooks & Finley 


ava 


’ a “ ae ae 
as t98h-80 
Labial te ae . — 


> 


"aia 


ws 
wea) ara 
ae 

Bae: | 

i ot... 

iia | 

oe a : ee 
Cen TF | . 
4 oe e 

a ae NA rah ee - - 
“ol eg PE » September 24, 1956 

5S aaa ~ . woe was 
ie  — 2 car 
Ace - | 
ai ale: : { . a. ' — 

- eo. Sai a @ . \ . roe . i —_, 

Pi eee Bb ; fs , oe Fe . ‘ae 
Je ae Bi . . 2s yw ©-s Ke — F x! < res , K 
Pe. eee 4 t. , , : , Bee a? ‘ 
oe —— e oa b "9 ' | a 
% ae a ¢ ) ao es = - 

a _ .<\ ¢ Ser Jn | 
abe ng 2 a! : o . ‘ . J = 

er i ~~ 3 a c Bae f 

wr: if a, ee = = ; ' a 2 ee 

ae oa Po rs oe = a ‘e : ee ie e 

eae aes i ‘ Pel ae te 7 F = fee > 4 4 5 

oo: ieee a ; eas ri ae a Ry Bows! o ‘ I; rhe 
ene Se - : “f 7 9h a i i . i te a * iy 4 | 
a is a ; ; Ets, Cte Sam / fat Be a, 

. ae eet, 3:9 - ‘ a ea x. ee < 
hoe * = Mek 
Ce ee : : 3 o y - yes F 

ors _ cits, te . 
so a 
a 
ean. iti) 
ise a 

es ary } 
ee ; i. a ” 
a. _ = 
- ee ah 1 ry 
meee ae Es ! 
he f 
* a . 
‘a a = > ) 
Bete” ny { 
Bo Begs 
} eh ; , 
oe V4 1 
oR of » rs 
ah a " ° q ; 

“a i i 5 | ; 
ee oS, \ e ‘Se 
ae | iN a > 
ae Fy, } = { 
8h A «VISCO 
ae 3 UNT | 
Tae 
Sah Pe 
ae. 

Reh: 
eae a 
beagles 

oe fu a 
os . 
ee 
eae 
“= 
ee. 
able - 
peatees 2 bea ) 

: ae — whe = aE 3 cal a 2 = . 
a Se ; a — " fiaes, We Dee . soe : 
(om | GAPS Cite ee 
ae s =. ets 2 Pat ale £ a 
Cae — ee ‘ nage Su Ree 
Ne é 5 ait RS << 
“ya ae a ae *s 
ee LA ae x j 
ba a —. a | 
be- Pd aes © ia i tb 
Pa me fe = - Pe; a3 
nom Vs | & aa é ; 4 
ee ‘ ee Ap on ot 
ea oe Ca oon OF yaaa 
#y oi ca fe \ Biber 2  — 4 
caer fe” Ber a gad | 
Sa — a a <<. 
oy a to ee re toe? 
“in eee | ie oh — ie. 
te | | a ma UY ¢ 
we ; 71 
a etl a | 
ee | re Se nfs 7 ! 
Rath K : seit 
ate ss a8 SELL THIS a) Fe 
ae 2 | Beem $86,243,000 fae & 
iat oN : ? , { 
> al , ay: e & MARKET WITH 
oe f ° + oh. i: PA mee te ~ - STS eee 
a. - A Bed eo em ; aiff F ee 
Suet oe poe cate Pace | 7 . Wwiss we oe = 
ee aoe. S re ea) a) Pea j eB gay Ra ste Ae 
MS Toy ee Va ee Bee “a RS ieee 
el Ne eee ' re et - alts a , 
Garg Teh a aa Terao rag ee VEY ik ghee AMEE <a . 
‘ole ee OT Ig Ge “ ie ; ; Aa oF oa avin - ge 
A : Boe 7 oy ae, ers . = i oe a ee Gh 
Cae a ieee ee : > 
> ee Ramee yy. |) Sena let Oe : 
>: SE gre oa ji 
eS rg Ee ¥ 


Advertising Age, September 24, 1956 


Ad Industries 
Exhibit Reverts 
to Annual Basis 


Semi-Annual Showing 
Draws Few in Spite of . 
Lively Array of Displays 


Cuicaco, Sept. 18—A broad as-. 
sortment of new promotional, ad-| 
vertising and merchandising tech-| 
niques, including some improved | 
methods for ad production, are| 
featured here this week at the 


| 
| 
| 
| 
| 
| 


VRO-OOOM — The 
speedboat comes 
right out of the 
picture in this 
new three-di- 
mensional dis- 
play for Ansco. 
The display is 
lithographed in 
full color by Lutz 
& Sheinkman, 
and will be used 
to back up a na- 
tional consumer 
campaign to mar- 
ket Anscochrome 
16mm color 


films. 
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| Westinghouse Set Prices Up  (ceivers. Six models have been 

Westinghouse Electric Corp.,| raised $10 and six $20. Suggested 
Metuchen, N.J., has announced retail prices on the sets aifected 
price increases on 12 television re- | now range from $179.95 to $339.95. 


YOUR TV SPOTS REQUIRE EVE- 
CATCHING MOTION ON A CONSERVATIVE 
BUDGET, TRY STOP MOTION FILMS! 
Much, much lower in cost than full animation (which 
we also do for the heavier budget), Stop Motion gives 
IMPACT to your TV sales message at LOW COST 
Write us today for Sample Reel. 


CHICAGO, mL. 
5323 $. WASASH 
e 
am NEW YORK, N.Y 
341 W. 44th 5. 


* BRASASSSBSESESSS 


third National Advertising Indus- | 
tries Exposition. 


About 30 exhibitors (compared 

ith about 50 and 75 in two earlier 

AI shows) appear in the present 
exposition. Traffic, too, has been ; 
light. L. W. Baker, managing di- , 
rector of the NAI exhibitions, told | 
AA yesterday that the weak show- 
ing has dampened hopes of putting 
the exhibition on a regular semi- 
annual basis and that the next 
— will not be until July, 
"57. 

The current exhibition follows 
by only about seven months the)! 
second NAI exhibition in February | 
of this year (AA, Feb. 6). | 

A tour of exhibits at the current 
show brought forth these new. 
notes: 


ast ry 


e Sander Engraving Co., Chicago, | po 


maker of wood cuts for ad plates,| / 
has developed a method of making | ' 
refined reproductions on corrugat- 
ed cardboard. It’s done by fine 
lines running in only one direction. 


e Minnesota Mining & Manufac-| 
turing Co. has added two new) 
items to its Thermo-Fax line of | * 
dry process copying machines. The |) 
Premier ($429) has the added at- " 
traction of being able to copy from | 
a book as well as do regular copy-| 
ing, and the Fourteen ($429) has a_ 
14” paper length capacity. The 
company’s Secretary model ($329), 


which has been on the market for <’ 


about a year, is now referred to as .? 
“the fastest selling copying ma- 
chine in the world.” 


| 
e O. J. McClure Talking Pictures| 
Co., Chicago, reports a sharp up-| 
turn in sales of its 11% and 12% 
lb. combination slide and record 
machines. A long-time favorite) 77 
sales training device, the machines | iy 
are now being used more and more 
as aids in the actual selling job, 
according to the company. Mc- 
Clure’s two light-weight models, | 
fairly new on the market, are ex- | 
pected to open up use of the ma- | 
chine to women sales personnel. 


e Interstate Industrial Reporting 
Service Inc., New York and Chi- 
cago, is now offering a flat rate 
throughout the U.S. for motion 
picture photography. Alexander 
Roberts, general manager of the 
company, told AA the company 
now has 1,100 photographers avail- 
able in all parts of the country 
for production of industrial films. 


Sales Execs Club Elects 

Everett A. Kelsey, vp of adver- 
tising and sales, Berkshire Gas Co., 
Pittsfield, Mass., has been elected 
president of the Berkshire Sales" 
Executives Club. Other officers 
elected are Martin J. Mullen, Mul- | 
len Bros., vp; James L. Waller, | 
General Electric Co., secretary, 
and Charles Klitsch, Overhead 
Door Sales & Service Co., treas- 
urer. 


Magazine Boosts Taylor 

John P. Taylor, formerly Pitts- 
burgh district manager of Business 
Week, has been named midwestern 
advertising sales manager, a new 
post. Mr. Taylor, who will work in 
Chicago, assumes his new duties 
Jan. 1, 1957. 


) 


The paper napkin 
that came to dinner 
—and stayed! 


Paper napkins to picnics? Of course! 

Use once . . . throw away. Convenient. 
Inexpensive. 

Why not paper napkins for the home? 
asked Scott Paper Company. Why not 
this convenience and economy for ail 
meals? 

Scott spent seven years making a nap- 
kin for the home. Then they tested . . . 
quizzed over 6,500 housewives. 


The result? Scotkins—a new kind of 
two-ply paper napkin with a rich damask 


finish. It was fine enough to grace any 
table. Jn three years’ time it has become 
a favorite in millions of homes across 
the country. 

Every American family has needs which 
are not now being filled —legitimate needs 
for the home, clothing, food, almost 
every phase of their activity. 

Millions of these families now have 
the means to satisfy their needs. . Pre- 
sented with the right product and the 
right reasons, they can be encouraged to 
make use of their new means to /ive better. 


Scotkins look like linen . . . meet the desire 
for a lovely table with less work 


If you are interested in the expansion of 
markets for present products, or in the de- 
velopment of new products and markets, our 
experience can help you. We shall be happy 
to discuss with you the special opportunities 
open to your company. Call or write the 
J. Walter Thompson Company office nearest 
you... or, 420 Lexington Avenue, New 
York 17, New York. 


J. WALTER THOMPSON COMPANY 
Offices in: New York, Chicago, Detroit, 
San Francisco, Los Angeles, Washington, D. C., 
Miami and principal foreign markets 
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JOHN R. THOMPSON 
Advertising Manager 
UNITED STATES PLYWOOD CORP. 
New York City 


AD AGE his Monday 
night ritual 


Honest, now, do you find time during office hours 

to give Advertising Age the attention—thoughtful 
attention—it deserves? Most admen say it just ain’t 
possible. Mr. Thompson has the right idea. Writes he: 


“Reading AA has been more or less a Monday 

night ritual to me for many years. I say ‘nights’ as 

I’ve yet to meet the advertising man, who isn’t retired, 
' that can find time during the day. So Monday nights 

I catch up on the latest campaigns, the ‘newest’ 

ideas which keep advertising the stimulating business 

it is. AA gives me a chance, too, to keep up with the 

many friends developed over the years in advertising. 


“The average man with a crowded desk and crowded 
lunch hours can’t keep up alone. But AA with its quick, 
thorough reporting gives me the complete picture 
every Monday night—interrupted only occasionally 
by a six-spade bid, a cry from the nursery, or a 

Bert and Harry commerci 


As we say, Mr. Thompson has the right idea. Why 
don’t you give it a trial, and have a subscription to 
AA sent to your home? 


FREE Handbook 


For a mere $3 you may have 

a full year’s subscription—52 issues— 
PLUS free a copy of WORDS OF 
ADVERTISING WISDOM, a handbook 
that tells the interesting marketing 
experiences of three famous advertising 
men. Reprinted from Ad Age. 


MAIL TODAY — MONEY BACK IF NOT SATISFIED 
ADVERTISING AGE, 200 E. Illinois Street, Chicago 11, Ill. 
Please enter my 1-year (52 issues) subscription to Advertising Age at 
the regular $3 rate and send me FREE a copy of WORDS OF ADVER- 
TISING WISDOM. 


My Name Title 


Nature of Busines TS 


<J 


pany 


C) Home or 
Address___ 
[} Office 


RSS 


} $3 enclosed © Bill Company 
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“ 
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Lindholm  Howkes 


|GOOD LICKIN’‘—It has been estimated that steady 
| licking for three months at eight hours a day would 
be required to consume this dream-size Saf-T-Pop. 
The super pop dramatizes Bauer & Black’s current 
campaign built around the theme “Play safe with 
Saf-T-Pops and stay safe with Curity products.” 
The pops, produced by Curtiss Candy Co., are part 


~ Ye 
. 


Percy Tegel 

of retailers’ displays and are handed out free to 
small fry. Posing with the large lollypop are W. O. 
Lindholm, general sales manager, A. J. Hawkes, 
merchandising manager, consumer dressings, and 
G. A. Percy, advertising director, ail of Bauer & 
Black; Paul Tegel, sales promotion manager, and 
Frank Reiter, advertising director, Curtiss Candy. 


Perkins Products Fall Drive 
Features Kool-Shake Offer 
Perkins Products Co., Chicago, a 


will boost Kool-Shake this fall by 
offering a 69¢ quart-size plastic 
shaker in return for three empty 
Kool-Shake envelopes and 10¢. 
During September the offer will 
be featured on “Fury.” In October 
it will be pushed on “Queen for a 
Day” and “It Could Happen to 
You” (all NBC-TV). Also in Oc- 
tober it will be advertised in a 
two-color page in Look and in two 
large-space newspaper ads in 57 
metropolitan markets. 

The offer aims at promoting 
Kool-Shake as a winter drink 
since, according to GF, slightly 
more than half of the milk and al- 
most half of the ice cream sold in 
the U. S. are sold from October 
through March. Foote, Cone & 
Belding is the agency. 


Clark Plans Spot TV Push 

D. L. Clark Co., Pittsburgh, 
plans a major spot tv campaign for 
its candy bars on children’s shows 
in major markets. The campaign 
will include 64 stations across the 
nation and will continue through 
November. Clark Bars, the com- 
pany’s best seller, will be featured, 
and special emphasis will be 
placed on Halloween and other 
seasonal events. Grant Advertis- 
ing, Detroit, is the agency. 


subsidiary of General Foods Corp., | 


RALEIGH | 
_ North 
Carolina 


Ralei and Eastern North Carolina 
are ing remarkable increases 
in retail, wholesale and general 
business activity. New industry is 
coming in. Business and residen- 
tial construction is at a high level. 
Raleigh is North Carolina's 3rd city 
in retail business volume, while 
the 33 County Golden Belt con- 
tributes almost ONE-THIRD of the 
State total. 


The ONLY te ene 33 Sunday 
revere te in the entire 33 county 


Morning & Evening 
143,433 
Evening & Sunday 
153,804 


(Pub. Statement to ABC 
3/31/56) 


the Rabigh 
News and Observer 


MORNING & SUNDAY | 
THE RALEIGH TIMES 


Erening 


Represented by The Branham Company 
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OF REPRODUCTIVE QUALITY 


in gravure for national advertising depends on matching the 
positive to the actual publication paper on which the adver- 
tisement will run. This is an old problem at CM&H because 
we have been making and proving fine color plates for letter- 
press, using national publication papers, for a quarter century. 
We have learned how to produce maximum publication qual- 
ity, in letterpress or gravure, by working closely with America’s 
top advertisers, agencies and publications. This is why our 


Gravure Division is specialized for national advertising. 


When jou think of gravure for national advertising, think of CM@ H 


COLLINS, MILLER & HUTCHINGS, ING. 


333 West Lake Street at Wacker Drive ¢ Chicago 6, Illinois i 
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10 Agencies Buy 50% of Sponsored 
Network Time, Celler Group Is Told 


( 50%), “Wire Service” (50%) and 
Colwell & Bayles. The now defunct “Jim Bowie” (50%). 


(Continued from Page 1) 


Biow was still in the list because | 
the period for analysis included 
weeks in late 1955 and early 1956. 


® The study revealed that the top 
four agencies were filling almost 
30% of all the Class A sponsored 
time or, network tv. Ten of the 15, 
JWT, Y&R, BBDO, McCann, B&B, 
K&E, Esty, SSC&B, Lennen & New- 
ell and Biow, accounted for 
about 50% of all Class A sponsored 
time on the networks. 

The concentration was even more 
marked when all types of network 
time were totaled. The report not- 
ed: “From the standpoint of all 
television advertising time avail- 
able on the three networks, five 
of the ranking agencies (B&B, 
Y&R, JWT, Esty and Biow) had 
31.3% of the total, ten had 49.54% 
and the top 15 had in the aggre- 
gate 57.94% of the total. In round 


numbers then, it may be conclud- | 


Clean House, Says Ouitler 
at NARTB Regional Meet 


Advertising Age, September 24, 1956 
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JWT's Flower Urges 


Admen: Match Clients 
in Donations to GOP 


He said ABC does not force an 
advertiser to take an ABC pack- 
aged show in order to get a prime 
time spot, but he strongly defend- 
ed the networks’ right to program 


New York, Sept. 20—Henry C. 
|Flower Jr., vice-chairman of J. 
| Walter Thompson Co., this week 
jappealed to agency men in New 
|York to contribute funds to the \ 
| Republican party, pointing out that 
|in the past they have not matched 
| their clients’ efforts in this direc- 


their time according to their best 
judgment and to make manage- 
ment decisions on key shows. 

In giving American’s side of a 
case cited earlier by film producer 
Ralph Cohn, of Screen Gems, to 
show how the networks allegedly 
try to cut themselves in on the in- 
dependents’ profits, Mr. Kintner 
said there had been some discus- 
sion of an adult series to be filmed 
by Screen Gems. 


® The network president said the 
idea for the show originated with 
him and said that it would have 
been sold by, partly financed by 
and given program assistance by 
ABC. For this reason, the network 
asked for a 50% share of the se- 
ries. 

Mr. Kintner recalled this as an 
inconclusive discussion about a 
project that was dropped, not be- 


Satt Lake City, Sept. 21—Sta-| cause ABC and the film producer 
tion men encountered at regional | (one of several consulted about 


NARTB meetings here and in Min- 
neapolis seemed unworried about | 
the investigations going on back) 
east. 

A top tv station operator here) 
was typical. ‘““My station’s house is 


clean,” he said. He even thought | 


the investigations might be a good 
thing, while at the same time 
ardently supporting his own net-' 
work. 


was that of John Outler, WSB and 
WSB-TV, Atlanta. Addressing the 
meeting here, Mr. Outler not only 
took the investigation seriously 
but felt that station practices had a 
lot to do with bringing on the) 
probes. 


# “Don't kid yourself that all the 
furor on the banks of the Potomac 
is directly aimed at regulation of 
the networks and the correction of | 
their faults,” he told the broad-| 
casters. He went on to make a) 
stinging attack on stations which | 
“leave programming to chance,” 
provide poor service and whose 
“family crest is a dollar and a) 
ruptured rate card.” 

“I am one,” he said, “who be-| 
lieves that government regulation | 
will come only as a last resort to| 
protect the welfare of the whole | 


people.” 


ed that five of the ranking agen- 
cies were able to secure almost 
one-third of all television network | 
time available and that the top 15! 
agencies by themselves accounted 
for almost three-fifths of this 
time.” 

(At no time during the presenta- 
tion of the staff report was there 
any mention of the fact that one) 
of the “top” 15, Biow, is no long- 
er in business.) 

The committee’s researchers al- 
so estimated that the leading 15 
agencies placed nearly 50% of the 
country’s total television billings 
in 1955. 


s First network witness to face 
the group was Robert E. Kintner, 
president of ABC, who was quer- 
ied about sponsor discounts, affil- 
iation agreements, talent contracts 
and option time, among other 
things. 

In answer to a question, Mr. 
Kintner said ABC-TV’s 1956-57 
schedule has five independently 
produced shows in which the net- 
work has a profit participation. He 
listed them as the “Danny Thom- 
as Show” (334%), “Ozzie & Har- 


riet” (40%), “Wyatt Earp” 


the show) couldn't get together. 
|but because advertisers did not 
buy the idea. 

The head of the tv network said 
all his sponsors buy their time 
through agencies. When Herbert N. 
Maletz, chief counsel for the com- 
mittee, asked if there is any pol- 
|icy precluding a sponsor from buy- 
ing directly, Mr. Kintner said no 


: _ |advertiser had ever approached 
An exception to this position 


the network to buy time directly. 
He gave a noncommittal reply 
when asked if a sponsor who 
bought time directly would save 
the 15% advertising agency fee. 
The broadcasting executive was | 
| questioned most sharply about his | 


!company’s discount policy. 
_ Mr. Kintner looked a trifle un-| 


Willer 
Kelley 


WHAMHMHNNMHNMM Ns 


Sloter 


Robertson 


OHIO MERGER—These four executives worked out details of the con- 
solidation of the Ralph H. Jones Co., Cincinnati, with Mumm, Mul- 
lay & Nichols, Columbus (AA, Sept. 17). Looking over the final ° 
papers are John P. Kelley, president, Mumm, 
and C. M. Robertson Jr., president, Ralph Jones, which acquired 
control of the Columbus agency. 
Stanley A. Willer and George A. Slater, exec vps of Jones and 
Mumm, Mullay, respectively. 


Mullay & Nichols, 


Peering over their shoulders are 


explained that they were purely 


like the competition to be informed 
about. 


s At the outset of this phase of the 


| questioning, he told the commit- | 


| tee that his network has two prin- 
cipal types of arrangements with 
the stations. In the case of primary 
affiliates, the stations give the net- 
works 22 free hours a month, after 


which they receive payment on 


15 Leading Agencies in Network TV in 1955" 


Per Cent of Concentration of All Networks 


Source: House of Representatives 


Class A Time 
Cumu- 
lative 
Agency % % 
1. J. W. Thompson Co. 9.88 _—_ 
2. Young & Rubicam 8.56 18.44 
3. Batten, Barton, Durstine 
& Osborn 5.82 24.26 
4. McCann-Erickson 5.46 29.72 
5. Benton & Bowles 3.88 33.60 
6. Kenyon & Eckhardt 3.77 37.37 
7. William Esty Co. 3.62 40.99 
8. Sullivan, Stauffer, Col- 
well & Bayles 2.94 43.93 
9. Lennen & Newell 2.77 46.70 
10. Biow Co. 2.75 49.45 
11. Ted Bates 2.34 51.79 | 
12. Dancer-Fitzgerald-Sample 2.17 53.96 
13. Leo Burnett 2.08 56.04 
14. Compton 1.66 57.70 
15. Foote, Cone & Belding 0.94 58.64 
| 16. All others 41.35 aa 
Class B Time 
1. Dancer-Fitzgerald-Sample 13.61 ee 
2. Ted Bates 8.82 22.43 
3. MeCann-Erickson 8.58 31.01 
4. Kenyon & Eckhardt 7.93 38.94 
5. Young & Rubicam 6.96 45.90 
6. William Esty 2.94 48.84 
7. Sullivan, Stauffer, Colwell & 
Bayles 1.47 50.31 
8. All others 49.69 a 
Class C Time 
1. Benton & Bowles 12.87 — 
2. William Esty 8.70 21.57 
3. Leo Burnett 7.70 29.27 
4. Biow Co. 7.57 36.84 
5. Young & Rubicam 4.68 41.52 
6. Dancer-Fitagerald-Sample 3.20 44.72 
7. J. W. Thompson Co. 2.98 47.70 
8. Batten, Barton, Durstine & 
Osborn 2.66 50.36 
9. Compton 2.34 52.70 


Anti-Trust Committee Staff Study 


| 10. McCann-Erickson 1.63 54.33 
| 11. Foote, Cone & Belding 1.12 55.45 
12. Lennen & Newell 0.97 56.42 
13. Ted Bates 0.89 57.31 
14. Sullivan, Stauffer, Colwell & 
Bayles 0.44 57.75 
15. Kenyon & Eckhardt 0.40 58.15 
16. All others 41.86 aa 
Aggregate 
Class A, B and C 
1. Benton & Bowles 7.77 ~ 
2. Young & Rubicam 6.69 14.46 
3. J. W. Thompson Co. 6.15 20.61 
4. William Esty 5.90 26.51 
5. Biow Co. 4.79 31.30 
6. Leo Burnett 4.53 35.83 
7. Batten, Barton, Durstine & - 
Osborn 4.04 39.87 
8. McCann-Erickson 3.89 43.76 
9. Dancer-Fitzgerald-Sample 3.31 47.07 
10. Kenyon & Eckhardt 2.47 49.54 
11. Ted Bates 2.06 51.60 
12. Compton 1.87 53.47 
13. Lennen & Newell 1.79 55.26 


study of sponsored television pro- 
grams on CBS, NBC and ABC for 
the weeks of July 11-17, ’55; Oct. 
3-9, °55; Jan. 9-15, 56, and Feb. 
13-19, ’56. The four sample weeks 
consisted of 584.6 hours of spon- 
sored television time including 
283.3 hours of Class A time, 34 
hours of Class B time and 267.3 
hours of Class C time. The columns 
indicating the percentage of time 
procured by each agency fail to 
total 100% because the figures 
have been rounded off for the in- 
dividual agencies. 


business matters that one does not 


14. Sullivan, Stauffer, Colwell & 

Bayles 1.71 56.97 
15. Foote, Cone & Belding 0.97 57.94 
16. All others 42.07 —"lI 


*These figures are based on a 2 


comfortable when lawyers for the | 30% of gross sales. 
committee began to ask specific | 
questions about ABC affiliation | with CBS and NBC, they are paid 
contracts with specific stations. He |30 to 50% from the first hour. 
| They give no free hours, but some 


In the case of 130 stations shared 


of them pay part of the line 
charges. Mr. Kintner said the var- 
iance was due to the fact that con- 
tracts with stations are a matter 
of business give-and-take. 


® In cities like Boston and St. 
Louis, Where ABC must do its best 
to work its advertisers into the 
schedule of basic affiliates of the 
competing networks because ABC 
has no affiliate of its own, the bar- 
gaining power of the stations is 
strong, he said. WBZ-TV, Boston, 
and KSD-TV, St. Louis, get 50% 
payment on the ABC shows they 
carry, the testimony showed. 

In his prepared statement, Mr. 
Kintner again urged the FCC to 
take fast action on the allocations 
problem. He asked for action now 
in six top markets—Boston, Pitts- 
burgh, St. Louis, Miami, Indianap- 
olis and New Orleans. There are 
unassigned vhf channels available 
in these cities, in which ABC has 
no affiliates. 

In some cities, appiications for 
the available channels have been 
before the FCC for eight years. “I 
can’t believe any government proc- 


ess should last eight years,” he 
said. “They should pick some- 
body.” 


LEONARD V. OWEN has been ap- 
pointed advertising manager of 
J. I. Case Co., Racine, succeeding 
Fred A. Wirt, who has retired (AA, 
Sept. 17). Mr. Owen was formerly 


.an account executive of Klau-Van 


Pietersom-Dunlap, and farm ma- 
chinery ad head of International 
Harvester Co., Chicago. 


| tion. 

In a letter to agency presidents, 
Mr. Flower said: 

“TI particularly hope we can 
count on your cooperation this 
year, as individual members of the 
advertising profession have not, in 
the past, been as understanding of 
this responsibility as have mem- 
bers of our clients’ organizations.” 

Mr. Flower’s appeal went out 
under the letterhead of the United 
Republican Finance Committee for 
the State of New York. Mr. Flow- 
er is chairman of the committee’s 
advertising industry division. 

The letter was “copywritten” in - 
a non-partisan guise. _ Flower 
said: ze 


# “I am convinced that those of 
us who have been reasonably suc- 
cessful in business have a respon- 
sibility for seeing that our candi- 
date has a chance to present his 
case, and the principles for which 
his party stands, to all the people 
of this country. Political cam- 
paigns, with extensive use of tele- 
vision—whether we like it or not 
—cost money. 

“It makes no difference whether 
you are Republican, Democrat or 
independent. Both parties need 
your cooperation in seeing that the 
men and women of your company 
understand this broader respon- 
sibility and have a chance to con- 
tribute.” 

Enclosed with the letter was a 
contribution slip for the Repub- 
lican finance group. 

Mr. Flower said he had dis- 
cussed this matter “personally” 
with “twenty-odd agencies,” and 
“all promised their enthusiastic 
cooperation” in presenting “this 
point of view to their employes.” 

He asked the agency men to call 
him at J. Walter Thompson for 
further information. 

Last May, Mr. Flower sent out a 
similar fund pitch to top execu- 
tives at JWT (AA, June 11). 


Farm Journal Inc. 
Presents Film on 
‘Countryside U.S.A.’ 


Cuicaco, Sept. 18—Farm Jour- 
nal Inc, today presented to adver- 
tising and marketing executives 
here a 26-minute sound and color 
film, “Countryside 'U.S.A.,” sum- 
ming up economic and social 
changes in the farm and small 
town markets as they affect ad- 
vertising, sales and marketing. 

The film points but the growing 
prosperity of the farm and town 
markets which have rapidly be- 
come primary consumers of such 
onetime luxury items as freezers, 
refrigerators, automobiles, tv sets, 
power mowers, etc. Referring to 
commercial trade centers com- 
posed of a town and the surround- 
ing farm areas as “Countryside 
U.S.A.,” the film points out that 
these areas account for at least 
half of the retail sales in this 
country. 

The combined advertising media 
of Farm Journal and Town Jour- 
nal, known as the “Countryside 
Unit,” are described as the out- 
standing media for reaching ‘this 
segment of the consuming public. 


Audience Anaiysts Moves 

Audience Analysts Inc. has 
moved its office from Philadelphia 
to suburban Bala Cynwyd, 7 
Heather Rd. 
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"Can | help it if 
the Daily News 


brings out the 
crusader in me?" 


Judging from the evidence, read-and-run 
readers don't read the Chicago Daily 
News. Among the 600,000 families the 
paper reaches, most of them read-and- 
react regularly. They latch onto Daily 
News projects with proud and successful 
results .. . everything from the explosive 
slum expose, ‘‘Misery for Profit,” to the 
annual Chicago Youth Rally. The News 
brings out the crusader in people be- 
cause it’s a paper they can trust. And 
no one appreciates this read-and-react 
audience more than Daily News adver- 
tisers. They always get the response 
they want because— 


The CHICAGO DAILY NEWS 
HITS HOME 


Ad Ageacy Profit 


(Continuec from Page 3) 
Salaries and bc us instead of car- 
rying it throu; to net and sub- 
jecting it to co-porate income tax. 

“In the opini » of the Four A’s,” 
the Fortune pie ~ continues, “which 
collects anm..! profit-and-loss 
statements froin many of its 325 
members, the best index of profit- 
ability is what it calls ‘profit per- 
centage’: pre-tax profits plus sal- 
aries and bonuses paid to principal 
owners—those holding 10% or 
more of an agency’s capital stock.” 

On this basis, the 37 agencies 
which billed $10,000,000 or more 


Age of the Expert 
New York, Sept. 21—In its 
story on agency commissions and 
earnings, Fortune includes the 
following: 
“The high salaries paid to some 
people in the agency business are 


Up Wel.. ‘Fortune’ 


a reflection not only of insecurity 
but of the fierce competition 
among agencies for talent and ex- 
perience. 

“*Experience is very narrowly 


defined,’ Jerry Fields observes. ‘If 


shoe account, it doesn’t just look 
for a good shoe man, or even a! 
good suede-shoe man—it wants a | 
man who can be sold to the client 
as the best two-tone suede-shoe 
| copywriter in the business.’ 


ing a new account will sometimes | 
sound out an account executive | 
working on a similar account for 
another agency. The soliciting | 
agency may even introduce him to| 
the prospective client. If the client | 
takes to him, the account execu- | 
tive can usually write his own 
ticket as to salary.” 


last year had an average “profit 
percentage” of 20.34%. Of the 37) 
agencies, the 16 billing $40,000,000. 
and more enjoyed “profit percent- | 
age” ratios ranging from 9.52% to | 
40.08%. The average for this group | 
of 16 agencies was 21.75%. | 
'@ For nine agencies which billed 
between $20,000,000 and $40,000,- 
000, the “profit percentage” aver- | 
| aged out at 24.43%. One agency 
reported a figure of 50%. 

“According to a Four A’s anal- 
/ysis covering agencies of all sizes,” 
'Fortune continues, “the average 
‘profit percentage in 1930 was. 
| 30.88%. In 1953, the latest year in- | 
cluded in this analysis, the aver- | 
age profit percentage was 29.85%. | 
| “For agencies billing more than | 
/ $10,000,000,” the magazine says, | 
“the average profit percentage was 
22.81 in 1935, 23.11 in 1951 and 
20.34 in 1955.” 


® Pointing out that agencies in re- 
cent years have been offering more | 
extra services to clients (pr coun- 
sel, research, etc.), Fortune asserts | 
that profit margins nevertheless | 
have been maintained because 
“advertising men probably tend to 
exaggerate how much these serv- 
ices cost them to provide. 
“In 1955, for instance, according | 
to figures prepared by the Four | 
A’s, agencies of all sizes were on 
the average spending only 1.94% of 
their gross income on their re- 
search departments, which is less 
than the 2.45% they spent in 1945 
or the 2.35% they spent in 1949. 


ae “Even the largest agencies, 
which boast of their elaborate re- 
search facilities, are not spending 
a very large percentage of their 
income on research. For agencies 
billing $40,000,000 or over, total 
research costs—payroll plus ‘un- 
billable’ outside research— 
amounted last year to only 3.64% 
lof gross income, less than the 


an agency lands a two-tone suede- é 


| 
“Furthermore, an agency solicit- ic 


Advertising Age, September 24, 1956 


Margins Holding 
Article Reports 


4.25% agencies of this size were 
devoting to research in 1949.” 

Fortune notes “some evidence,” 
at the same time, that media rates 
—and the agency commissions 
based on the rates—‘“have been 
rising a little faster over the past 
ten years than agency costs.” This 
factor, the magazine adds, “may 
have enabled agencies to maintain 
profit margins while giving more 
service to their clients.” 

As for extra fees—an area where 
“there is plenty of room for ma- 
neuvering”—agencies sometimes 
“have to hold down the amount of 
‘free’ research and other services 
in order to protect profit margins.” 


® At this point, Fortune quotes an 
unnamed former agency man now 


employed as an ad director of a 
large company, who charges that 
account supervisors at one agency 
get a bigger bonus if they are able 
to hold down the amount of “free” 
research. 

Some accounts at advertising 
agencies are such that they add to 
“current suspicions that agency 
profits are too high.” These in- 
clude products in the patent medi- 
cine field. Another “highly profit- 
able” account is Pond’s Extract, 
which has long been with the J. 
Walter Thompson Co., says For- 
tune. 

One Pond’s campaign, Fortune 
reports (“She’s lovely, she’s en- 
gaged, she uses Pond’s”), ran for 
five or six years. “For five or six 
years about all the agency had to 
do was to find new pictures of 
pretty girls.” 

Some accounts on which agencies 
appear to be losing money are 
“loss leaders’’—useful for impress- 
ing prospective clients; some are 


useful as “training ground for in- 


gah 


rp 


new ideas for decorating 


your new toy ling with 


Add Color, Pictorial 


Interest...and 


SALES APPEAL! 


Does your new toy line need that extra punch to guaran- 
tee the attention of toy department and store buyers . .. 
and the all-important action at the point of sale? 

The answer to your problems may be found in our 


brand new Meyercord file brochure “Decals”—The Art 
of Selling.” You'll find new ideas by the score for beau- 
tifying and merchandising your product right into the 
customer's heart. No matter what you make. . . toys, 
home furnishings, novelty items, any consumer product 
... you'll find plenty sales-stimulating decal designs to 
enhance your product at a tiny fraction of hand-painting 
time and cost. 

Write today, on your company letterhead, for this 
jam-packed brochure of sales ideas. It’s absolutely FREE 
to you, without any obligation. If possible, send a de- 
scription or actual sample of your product. . . and we'll 
include a packet of decal samples, best suited to your 
needs, for your inspection. 


THE MEYERCORD Co. 
Wolds Lirgest Decaleomania Manufacturers 


Dept. W-430 
5323 W. Loke St., 
Chicago 44, til. 
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experienced personnel”; some are 
new accounts—“seldom produce 
profits in the first year.” 


® Last year, Foote, Cone & Beld- 
ing, “which is very finicky about 
its cost accounting, suffered a $65,- 
000 


yielded $435,000 in commissions.” | 


The reason: The client launched 
two new products, both of which 
went into test markets, a costly 
operation until national distribu- 
tion is achieved, the Fortune piece 
says. 

As for agency salaries: 


“Some of the very biggest agen- 
them J. Walter! 


cies, among 
Thompson, Young & Rubicam, 
BBDO, N. W. Ayer and Benton & 
Bowles, tend to pay lower salaries 
than many smaller agencies in the | 
$20, 000,000 to $50,000,000 billings | 
category.” The reason for this, | 
adds Fortune, is that these agen- 


THE WORKS 


Traffic ‘orld covers 
all forms of trans- 
vortation — is read 
by 96% of the men in 
industry who buy 
freight transportation. 


Get the facts! 
TRA EET OC 
ATOR .I.D 


515 Madison Ave., N.Y. 


loss on one account that} 
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poGGY—Thrivo Co., Philadelphia, 
plans a year-long 2¢ sale for its 
‘dog food—using this three-pack 
carton which also includes a pre- 
mium catalog. Container Corp. of 
America produced the package. 


|cies “offer more glamor and pres- 
tige” and security. 

“Account executives are consid- 
ered out of line if they report en- 
| tertainment expenses amounting to 
|5% of their salaries. Sometimes 
| they spend a good deal more. 
| “All in all, according to figures 
‘compiled by the Four A’s, the 
|}average agency last year spent 
|1.91% of its gross income for en- 
| tertainment, almost as much as the 

1.94% that went into research.” 


| 
| 


|@ Fortune says that out of some 
40 corporate advertising managers 
and directors it interviewed, “only 
two expressed any interest in dis- 
pensing with the services of out- 
side advertising agencies, even if 
|/media discounts should be abol- 
| ished. 

“Whether: or not agency dis- 
counts are continued, however, it 
seems quite possible,” says the 
magazine, “that agencies will be 
doing more and more business on 
a fee basis.” 


Two Join Arndt, Preston 

Irving Mark, formerly media 
director, space buyer and assistant 
to the advertising manager of 
Leeds & Northrup, has been named 
director of the media department 
of Arndt, Preston, Chapin, Lamb 
& Keen, Philadelphia. Mrs. Thelma 
Gardinier has joined the agency as 
radio-tv time buyer. She was for- 
merly with S. E. Zubrow Co. in the 


same capacity. 


area, is to discuss the 


affiliation. 


fields of merchandising, 


sidered confidential and 
principals only. 


tion. 


TOA 


CHICAGO 
ADVERTISING AGENCY 
Looking for a New York affiliation 


An expanding, financially strong 
agency, billing in the $25,000,000 to $35,000,000 
agency which might be interested in a New York 

This agency’s account list is well diversified 
and its activites in print, TV and radio follow 
closely the average in those respects for agencies 
of ts size. It is particularly well staffed in the 


Any response to this advertisement will be con- 


I will be glad to arrange a mutually convenient 
appointment for detailed discussion and negotia- 


JOHN ORR YOUNG, Advertising Consultant 
113 West 57th Street, New York 19, N. Y. 


New York 


matter with a Chicago 


marketing and research. 


discussions will be with 


f 
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KNOXVILLE | 


METROPOLITAN AREA 
POPULATION 358,600 


BLOUNT 


© ANDERSON 


COUNTIES 


KNOX 
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(54 Counties) 
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At Last Glamor Comes to (Excuse It) Manure 
in Bandini Fertilizer Co.'s High Fashion Ads 


(Continued from Page 1) 
lizer ads were not much different 
from the editorial matter in the 
garden sections of the newspapers 
being used. 

In most garden sections the use 
of fertilizer and seasonal require- 
ments are standard editorial fea- 
tures. In keeping with the ap- 
proach conventionally used for 
fertilizer, Bandini ads were little 
different. ° 

Taking a long look at Bandini 
advertising, two decisions were 
made: That ads would have to be 
different from any then being used 
for fertilizer, and that an attempt 
should be made to expand the fer- 
tilizer market. 

It was felt that previous adver- 
tising had appeal for only the 
smallest part of the potential mar- 
ket. . .what is known as the “green 
thumb” market. That is, ads were 
directed to the small group of 
home owners who take gardening 
seriously. 


s Héme owners who do just 
enough gardening to get by repre- 
sent by far a greater potential, it 
was decided. Garden work done by 
this group is limited to what is 
necessary to escape “social pres- 
sure” resulting when the lawn and 
or garden falls below neighbor- 
hood par. Such gardeners use far 
less fertilizer than they should. 

With these thoughts in mind, 
Bandini went heavily in radio two 
years ago. Copy justified a higher 
price with reasons, “No water-no 
weeds-no junk.” This was done in 
a man-woman conversation. The 
last line was, “Bandini is the word 
for steer manure.” 

Without seeking the effect, this 
line, when spoken by the woman 
in a low key, registered heavily as 


Although the major part of the 
copy was hard sell, it was the last 
line that caught attention. People 
went into nurseries asking for 
the “sexy manure.” Trade reac- 
tion was immediate, strong and 
favorable, although there were 
some complaints from the public 
about the manner in which the 
phrase was spoken. 

Sales went up. Since that time, 
the Los Angeles Times home audit 
ranks Bandini on top among ferti- 
lizers, as compared to a “middle” 
ranking previously. 


® Again sales and trade reaction 
were good. It was felt this was 
due to reaching that part of the 
public which is not gardening 
minded, and does not read garden- 
ing pages. The Bandini sales force 
liked these campaigns because 
they were conversation pieces and 
gave them something to talk about. 

Having determined that the un- 
orthodox approach would work on 
radio, the question this year was 
how to get its equivalent in print. 
The use of the fashion models is 
the result. 

To tie newspaper ads in with the 
radio campaign, commercials fea- 
ture three female voices, presum- 
ably those of the models pictured 
in newspaper ads. In all commer- 
cials the tag line is, “Bandini is 
the word for fertilizer....with in- 
secticide added.” The added part 
of the theme refers to a new fea- 
ture of the fertilizer which was 
introduced late last year. 

Following the society and fash- 
ion approach, the trade was noti- 
fied of the campaign via a “social 
note” in a woman’s handwriting. 
The note told the dealers that 
the three models, “Cynthia, Pame- 
la and Valerie,” had been hired to 
sell for Bandini. 
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The ‘heart’ of Warwick 
Fotosetter* machines. The 
modern way to set type. 
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Here's the modern way 
to set type...and SAVE! 


The above sketch 


shows why Warwick Fotosetter* 


composition is both fast and economical. 
Photographic images of the type characters (shown 
in sketch) are automatically exposed at the rate of 


480 per minute... 


8 a second. 


If one reproduction proof is all that is required, 
sensitized photographic paper is loaded into the 
camera, exposed, processed ...and presto, the job is 


finished. 


Economical? You bet—because it is fast and re- 
quires the absolute minimum amount of handling. 

Type may also be set on film which is used for a 
variety of purposes. 

Investigate today. Let us show you how you can 
cut Costs on your typesetting. 
*Trade Mark Reg. intertype Corp. 


WARWICK TYPOGRAPHERS, inc. 


920 Washington 


Avenue «+ St. Louis 1, Mo. 


Warwick Serves Clients in 40 States. 


Canada, Mexico and Cuba. 
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OVERNIGHT BY AIR FROM MOST OF THE UNITED STATES 


GLAMOR GIRL GROWS—The charmer 

in this Bandini ad is delighted with 

her lawn, now “free from all those 
crawly things.” 


TV Study Group 
Organizers Bar 
Uninvited UHF ers 


(Continued from Page 1) 
important “because the group that 
does the organizing controls the 
destiny of the project.” 


® The meeting was called by the 
Federal Communications Commis- 
sion after Chairman George C. Mc- 
Connaughey told industry mem- 
bers that FCC needs more facts on 
which to determine whether tv 
can ultimately move to the uhf 
band. In its invitation, FCC said 
it was hoping the industry could 
agree on a research program to 
determine whether uhf can pro- 
vide a service comparable with 
vhf. 

In addition to NARTB, the or- 
ganizing group included the Radio- 
Electronics-Television Manufac- 
turers Assn.; the Committee for 
Competitive Television (composed 
of uhf operators); the Assn. of 
Maximum Service Telecasters, a 
predominantly vhf group; and the 
Joint Council on Educational Tele- 
vision. 

At the suggestion of Mr. Fel- 
lows, a steering committee com- 
posed of a representative of each 
of the five associations was ap- 
pointed to draft a working plan for 
the organization. The plan is to be 
presented at a meeting of the full 
group, probably early in October. 


@ Spokesmen for some of the 
groups recorded opposition to the 
plan for a special non-profit re- 
search foundation, as originally 
proposed by Chairman McCon- 
naughey. Representatives of the 
Assn. of Maximum Service Tele- 
feasters said their group already is 
starting extensive studies of the 
coverage of uhf and vhf stations. 
They said they expect to contrib- 
ute the result of these measure- 
ment studies to the industrywide 
project, as they are completed. 

RCA Vice-President Elmer Eng- 
strom pointed out that anti-trust 
issues might be raised if companies 
pooled their research efforts. He 
indicated special clearance would 
be required from the Department 
of Justice. 

Before barring Hometown Tele- 
vision from participation in the 
organizing group, Mr. Webster— 
who was called from retirement to 
preside—noted that the commis- 
sion’s notice indicated the initial 
meeting was to be confined to the 


that others would be invited to 
participate after the basic plan for 


the organization was determined. 


five groups specifically invited and | 


statisti 
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(Continued from Page 1) 
major newspaper media, sounding 
them out as to what sort of deal 
they would offer on package 
advertising. 


| 


® Moloney, Regan & Schmitt, 
“longtime” enthusiasts for bring- 
|ing newspapers into a more at- 
| tractive position in relation to oth- 
er media, recently has helped 
Swing several of the dailies it rep- 
resents into the discount fold. Now 
the Denver Post, Toledo Blade and 
the Pittsburgh Post-Gazette are 
offering volume discount rates. 
(The Portland Oregonian and Cin- 
cinnati Enquirer, represented by 
Moloney, Regan & Schmitt, have 
made similar offers for many 
years.) 

Discount talk seems to be per- 
vading the industry. Abraham Do- 
ris, vp of the Katz Agency, said 
that “within the past six months 
some 50 of the bigger newspapers 
throughout the country began of- 
fering some type of discount. I 
haven’t seen as much discount ac- 
tivity in this business in 25 years.” 
None of the 16 papers Katz repre- 
sents, including the Daily Okla- 
homan and Times, has made dis- 
count offers, as yet. 


® Soundings of the representatives 
of the Hearst and Scripps-Howard 
newspapers indicated a possibility 
that both chains are considering a 
change from rigid flat rate sched- 
ules to volume and frequency dis- 
counts. Both chains echoed senti- 
ments that “the whole discount 
setup needs reconsideration.” 

At Story, Brooks & Finley, 
which represents 28 dailies, How- 
ard C. Story Jr. said that despite 
the fact that none of the newspa- 
pers in his group offers discounts, 
frequency and volume discounts 
“are definitely within the talking 
stage as far as color is concerned.” 

J. Rufus Doig, president of 
O’Mara & Ormsbee, also said he 
felt there was a strong move afoot 
to broaden the discount system as 
far as color is concerned. 

Many newspaper _representa- 
tives look on volume and fre- 
quency discounts as major tools in 
stimulating newspaper advertis- 


Reps See More Newspapers Granting 
Discounts for Ad Frequency, Volume 


ing—a tool which they feel has 
been effectively wielded by mag- 
azines, tv and radio. 

Robert J. Cunnion Jr., sales rep 
with Scolaro, Meeker & Scott, 
said, “There hasn’t been this 
much talk about discounts in quite 
some time. I believe most of the 
papers are going to pick it up. It 
looks. like a trend.” 


Philco Signs No 
Agency, Makes No 
Deal with Bendix 


PHILADELPHIA, Sept. 20—Philco 
Corp. has not selected an agency 
to replace Hutchins Advertising as 
yet, ADVERTISING AGE learned. 

Max Enelow, recently named 
advertising manager of the corpo- 
ration, still is in New York talking 
to agencies. 


® Meanwhile, James M. Skinner 
Jr., president of Philco, categori- 
cally denied the company either 
plans to acquire or has acquired 
the Bendix home appliance divi- 
sion of Avco Mfg. Co. 

When first asked about the ru- 
mor, Mr. Skinner refused to con- 
firm or deny the rumors. Philco 
later amended this to declare that 
|Philco officials have talked with 
|Avco about “an arrangement of 
some kind whereby they or others 
might make part of our laundry 
equipment.” 

An official statement, he said, 
will be made “when it is appro- 
priate.” 

Avco also denied it is negotiat- 
ing the sale of its Bendix division 
to Philco. 

Reports now are that Avco will 
manufacture Philco’s laundry 
equipment in the Crosley-Bendix 
plant at Nashville, Tenn. 


Patch & Curtis Adds One 

Patch & Curtis, Long Beach, Cal., 
has been appointed to handle ad- 
vertising for Fibre-Form Products 
and the Motor Boat Distributing 
Co., Paramount, Cal., manufacturer 
and distributor of P-14 boats and 
Selma boat trailers. 


Your 
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rae 
Penn, 
POs;"™ 


national advertising is 


incomplete without EBONY coverage 
of the active Negro market! 


Largest circulated Negro publication in the world! 


CHICAGO: 1820S. Michigan Ave. + 
NEW YORK: 55 W. 42nd St. + LOngacre 4-0776 
LOS ANGELES: 1127 Wilshire Blvd. « Mutual 5301 
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Four Donahue & Coe 
Execs Are Promoted 


New York, Sept. 21—“Increas- 
ing business and expanded 
organization” were cited by E. J. 
Churchill, president of Donahue & 
Coe, in announcing the following 
appointments: 

Walter Weir, vp in charge of cli- 
ent service, who joined the agency 


Walter Weir Oliver Kingsbury 


in 1951, now becomes exec vp. 
Oliver Kingsbury, vp and secre- 
tary who started with the agency 
24 years ago, now becomes chair- 
man of the management commit- 
tee. 

William Schneider, vp in charge 
of creative activities, now adds the 


William Schneider 


J. R. Rosenthal 


title of chairman of the plans 
board. Mr. Schneider has headed 
the agency’s creative activities for | 
18 years. J. R. Rosenthal, market- | 
ing director since 1948, now be- 
comes vp in charge of marketing, 
research and merchandising. 


’ . 
‘Electronics’ Will 
Publish Two Extra 
‘Executive’ Editions 

New York, Sept. 20—Electron- 
ics, McGraw-Hill monthly, will 
issue three editions a month start- 
ing in January. The present 
monthly edition will be published 
the first of each month and will be 
known as the technical edition. On 
the 10th and 20th. of each month, 
two extra editions will be issued, | 
to be known as executive editions. | 

There will be no change in the 
subscription price of the magazine 
nor in its base advertising rate. 
But additional 24 to 36-time rates 
will be as follows: 24 pages, $665 
a page; 30 pages, $655, and 36 
pages, $645. 
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Last Minute News Flashes = ditors Affect 


General Foods Names FC&B for New Jell-O Products Business Paper 


New York, Sept. 21—General Foods Corp. has named Foote, Cone ; ° 

& Belding to handle two new products of the Jell-O division, effective Ad Choices: DeWolt 
immediately. GF refuses to say what the products are. AA was told| Cuicaco, Sept. 21—Editors are 
they are still in a developmental stage, and that no advertising is 
planned in the near future, if at all. FC&B has been appointed to as- 
sist in the research and development work. GF refused to comment 
on why FC&B was named when Young & Rubicam is the Jell-O divi- 
sion agency. 


Fred Gardner to Handle Drive for Italian Scooter 


NEw York, Sept. 21—Motor Parilla, Milan, has apjointed Fred|expect business paper editors to 
Gardner Co. to handle an introductory campaign for the Italian com-/|exhibit editorial honesty and 
pany’s line of motor scooters, motorcycles and motor bik.s. The bud-| know-how, and also to have stat- 
get is reported at about $250,000, of which some $50,000 s for publie | ure within their fields, he said. 
relations. The remainder will be expended primarily or. newspapers| Even though advertising agencies 
and sports magazines as distribution on the Parilla is expanded. must, in a sense, evaluate the ed- 


Curtiss Candy Moves to Wentzel, Wainwright pipe tne hay amas 


they nevertheless develop excel- 
Cuicaco, Sept. 21—Curtiss Candy Co., maker of Baby Ruth and| lent judgments as a result of con- 
other candy and confectionery products, has appointed Wentzel, Wain-| tacts with their clients, other ad- 
wright, Poister & Poore to handle its advertising. C. L. Miller Co. for-! men, etc., he said. 
merly handled the account. A revamped ad program will be based on Ray Christensen, director of in- 
a six-week survey to be made by the agency. 


dustrial markets advertising for 

Reynolds Metals Co., told the edi- 

Revlon Sues Coty; Other Late News tors that advertisers welcome their 

e Revlon Inc. has filed suit against Coty Inc. charging Coty with in-| assistance in knowing their partic- 
fringing the design of its lipstick containers. Revlon seeks an account- 

ing, injunction and an unstated amount of damages. 


business papers for space pro- 
grams, John W. DeWolf, vp of the 
Basford Co., New York, told a 
meeting of the Society of Business 


ular audiences. Reynolds devotes 
more than $1,000,000 annually to 


23 industrial advertising programs 
e John D. Scott, formerly general manager of sales, has been promot- : : 
ed to vp in charge of sales for the H. J. Heinz Co., Pittsburgh. Ross E. | using more than 50 business pa- 


say : oe . | pers, he said, and his organization 
on ee manager of distribution, is now vp in| cannot know all of these audiences 


as intimately as each editor does; 
e Colgate-Palmolive Co. is slated to hear a final agency pitch early! hence cooperation in keeping ad- 
next week prior to making a decision on the disposition of Fab, Vel, | vertising appeals “on the beam” is 
Brisk and other products, totaling some $15,000,000 in billings, which appreciated. 
William Esty Co. has resigned. 


e Waldie & Briggs, Chicago, has resigned the account of Foote Bros.| ® At the same panel, G. C. Quinn, 
Gear & Machine Corp., Chicago, effective Oct. 31. Reason for the res- | Supervisor of the industrial press 
ignation was given as increasing conflict with Illinois Tool Works, an- | Section, Allis-Chalmers Mfg. Co., 
other Waldie & Briggs client, whose Spiroid Division is introducing a told the editors how his organiza- 


extremely important in evaluating | 


Magazine Editors here yesterday. | 
Advertisers and their agencies | 


new type of gearing. 


by the company. 


e Herbert Leeds, advertising director of Exquisite Form Brassiere Inc. 
and its affiliated companies since 1953, has been named director of 
merchandising, a new post. Irwin Roseman, who joined the company 
in June, 1955, as sales promotion director, has been named to the new 
post of director of advertising and sales promotion. 


e John G. Paton Co., New York, has appointed Doherty, Clifford, | judgment as to where to submit 
Steers & Shenfield, New York, to handle advertising for Golden Blos- | the articles. 
som honey. Brisacher, Wheeler & Staff is the previous agency. 


e Alan Slatter has been appointed creative director of Gaynor Col- 
man Prentis & Varley. Before joining the New York agency, he was 
with Mather & Crowther, London, for six years. 


e Stockholders of Curtis Publishing Co., Philadelphia, have approved pioneers and problem solvers” for 
a recapitalization plan providing for a new debenture issue and issu- | their audiences. 

ance of new prior preferred stock. The plan, providing for up to $25,- 
000,000 in debentures and an issue of preferred stock paying $1.60 in| with an extremely interesting per- 
dividends annually, attempts to reduce or eliminate Curtis’ present sonal report on present-day Russia 
612,734 shares of $4 dividend preferred. 


e P. E. Willman, director of design of Toastmaster products division 
of McGraw Electric Co., Elgin, Ill., has taken over the additional du- | 
ties of sales promotion manager. He has been with the company 17 
years and formerly was advertising manager of the company’s Clark 
division. Mr. Willman succeeds Robert J. Sanford, who has resigned. 


e Arthur Schwartz, formerly associate sales promotion director for 
radio and tv at the Bulova Watch Co., has been named sales promotion 
manager for all products of International Latex Corp., New York, 
manufacturer of Playtex infants’ wear, girdles and brassieres, and 
Isodine antiseptic, first of a line of pharmaceuticals being introduced 


Reason for the three editions, a 
spokesman for the company said, 
is a desire to keep subscribers cur- 
rently abreast of the rapid changes 
and developments taking place in 
the electronics industry. The ex- 
ecutive editions, he said, will give 
complete coverage of all business, 
marketing, research, government 
and topical information available. 


= Some people in the industry 
seem to think the additional edi- 
tions of Electronics mark a defi- 
nite move to meet the increasing 
competition in the field. Hayden 
Publishing Co., publisher of Elec- 
tronic Design, brought out a new 
publication, Electronic Week, early 
in August, and Fairchild Publica- 
tions will bring out Electronic 
News early in ’57, as a weekly 
tabloid (AA, July 9). 

Late in July, McGraw-Hill law- 
yers notified Hayden that the lat- 
ter’s Electronic Week infringes on 
the copyrighted name of McGraw- 


Meredith Reports 
Record $4,047,000 
Net in ‘55-56 Year 


Des Mornss, Sept. 20—Meredith 
Publishing Co.’s annual report for 
the fiscal year which ended June 
30 shows a new high in total rev- 
enues, $48,460,000; in earnings, 
$4,047,000 (after federal and state 
income taxes of $4,281,000); and 
dividends, $1,935,000, or $1.50 per 
share. The dividend rate has been 
increased to $1.60 on an annual 
basis. 

The company, reported Fred 
Bohen, president, has “planned a 
plant and equipment expansion 
program over the next three years 
costing approximately $8,000,000, 
necessitated by our steady growth 
in volume and designed to improve 
efficiency.” 

Magazine advertising revenue 


Hill’s Electronics Week, which Mc- | 
Graw-Hill said it had been pub-| 
lishing intermittently on a testing | 
basis since 1953 (AA, July 23). | 

No further developments in this | 
matter have materialized. : 


for Better Homes & Gardens and 
Successful Farming totaled $27,- 
325,000, an increase of 16% over 


| the previous year. Broadcasting 


revenues totaled $8,881,000, an in- 
crease of 21% over the preceding 


year. Broadcasting income now 
accounts for 18% of the company’s 
revenues, he said. 


® Circulation revenue totaled $7,- 
988,000, a decline from the $8,143,- 
000 recorded in fiscal 1955. Mr. 
Bohen announced that the news- 
stand price of Better Homes & 
Gardens has been increased to 35¢, 
effective with the September, 1956 
issue. The annual _ subscription 
price of Successful Farming will 
be $1, effective with the October 
issue, he said. The circulation base 
of BH&G will be increased by 150,- 
000 copies per issue, to 4,200,000, 
effective with the February, 1957, 
issue, and advertising rates will be 
increased concurrently. 

Revenue from the sale of books 
amounted to $3,568,000. Two new 
book titles were introduced in the 
year: “Better Homes & Gardens 
Barbecue Book” and “Better 
Homes & Gardens Decorating 
Book.” More than 1,000,000 BH&G 
hard-bound books were sold during 
1955-1956, while 2,000,000 paper- 
bound books were disposed of. 
Other new titles are under consid- 
eration for release in 1957. 


, tion has developed a “guaranteed 
/payment plan” for technical ar- 
ticles. Under this plan, technical 
men are encouraged to write ar- 
ticles and are guaranteed payment 
by the company, with the press 
'section then exercising its own 


| At a luncheon yesterday Pierre 
| Martineau, research director, Chi- 
|cago Tribune, told the editors that 
| they must be interpreters as well 
|as reporters, and “provokers and 


| The two-day session opened 


|by Andrew Kramer, editor, Power 
| Engineering, who has just re- 
|turned from the Soviet Union. A 
|series of round table discussions 
| followed his report, and sessions 
|today were devoted to various 
technical editing problems. 


Nielsen Final Shows 
Two Parties Tied in 


Convention Viewing 


Cuicaco, Sept. 21—In the race 
for tv box office honors on their 
Presidential conventions, the Dem- 
ocrats and the Republicans came 
out in a dead heat. 

Both drew a total of 32,100,000 
homes, according to A. C. Nielsen 
Co.’s count. That means that nine 
out of ten U. S. television homes 
watched one or more sessions of 
each convention. 

Viewing for the Democrats av- 
eraged nine hours, 39 minutes per 
home, against seven hours and 22 
minutes for the Republicans; this 
was attributed to the fact that the 
Democrats had more sessions. 


= On the basis of these figures, 
the Television Bureau of Advertis- 
ing proclaimed that the ’56 conven- 
tions were viewed “by far more 
people than ever witnessed any 
event in the history of mankind.” 
TvB, still smarting from early 
newspaper reports that the con- 
ventions had been a video flop, 
noted that the ’56 audience not 
only surpassed the 1952 convention 
levels, but that the average tv 
home watched more (25%) of the 
conventions than in 52 (20%). 
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RUSSELL G. STEBBINS, formerly an 
NBC Chicago tv spot salesman, has 
been appointed director of sales of 
WNBQ and WMAQ, thie network's 
Chicago tv and radio stations. He 


succeeds John Keys, who was 
named director of advertising pro- 
motion and merchandising. 


Foreign Trade’s : 
Great, But Not 
to Textile Men 


Pepperell Exec Dissents 
at National Industrial 
Conference Board Meet 


NEw York, Sept. 2i—With the 
exception of the textile industry, 
which fears that the Japanese are 
on their way to dominating the 
U.S. market, American business 
foresees expanding markets ahead. 

This was the dominant impres- 
sion left by the three-way market- 
ing conference held here this week 
by the National Industrial Confer- 
ence Board. ' 

Some four score executives, run- 
ning the gamut of American indus- 
try, spoke at the sessions. 


® The lone discordant note was 
struck today by Allyn B. McIntire, 
vp of Pepperell Mfg. Co. Speaking 
for the textile industry, Mr. McIn- 
tire said that “insofar as sales of 
goods manufactured by American 
mills are concerned, the outlook is 
decidedly questionable.” Mr. Mc- 
Intire lamented that “our entire 
industry has serious doubts as to 
how much of the American domes- 
tic market it can retain,” because 
“we are in an impossible and un- 
tenable position relative to foreign 
competition.” 

Foreign competition holds no 
threat for Pillsbury Mills. Earl A. 
Clasen, director of marketing, told 
a session Wednesday that his com- 
pany believes it is quite possible 
“to have 50% of our profit five to 
ten years hence on products not 
yet on the market.” 

Pointing out that four out of five 
new products fail, Mr. Clasen cau- 
tioned that there is no sure-fire 
formula for assuring the success 
of a new product. However, he 
said, Pillsbury has come to believe 
that the most important test indi- 
cator is repeat purchases. 


s George A. Dauphinais, vp and 
general manager of the Quaker 
Rubber division of H. K. Porter 
Co., also emphasized the impor- 
tance of careful pre-testing of the 
demand for new products. He said 
the “biggest reasons” for poor 
marketing plans stem ‘from inade- 
quate pre-testing. 

Speaking at the closing session 
today, Dr. Lyndon O. Brown, vp 
and director of media, merchandis- 
ing and research at Dancer-Fitz- 
gerald-Sample, said that in the fu- 
ture advertising research will 
make its greatest advances through 
the testing of the “emotional ef- 
fectiveness” of individual ads and 


campaigns. 
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Rates: $1.25 per line, minimum charge 
lines (maximum—two) 30 letters and 
line. Add two lines for box b 


THE ADVERTISING MARKET PLACE 


spaces 
a 


$5.00. Cash with order. Figure all cap 
per line; upper & lower case 40 per 


. Cop 
noon 5 days preceding publication date. Display classified takes card rate of 
$16.50 per column inch, and card discounts, size and frequency apply. 


dli Chicago office, Wednesday 


HELP WANTED 


} HELP WANTED 


ARTIST 

This is a position for a top flight newspa- 
per advertising artist. The man we are 
seeking is between 30 and 40 years old 
with experience with newpapers and ad- 
vertising agencies in all phases of adver- 
tising art, including ROP color. Top sal- 
ary to the right man, also many benefits 
including free life, hospital and surgical 
insurance, company-paid retirement plan 
and paid vacations. If you are earnestly 
interested in working on one of the na- 
tion’s largest newspapers, send resume of 
present status and future objectives, to- 
gether with samples of your work, to 
Miss Ava Miller, Personnel Director, Des 
Moines Register and Tribune Company, 
Des Moines 4, Iowa. All applications will 
be answered. Qualified applicants will be 
flown to Des Moines for interviews. 
WRITER-EMPLOYE COMMUNICATIONS 
Business consultant firm in Chicago area 
needs man with demonstrated creative 
ability for Employee Communications 
Dept. Will prepare printed and visua 
material for leading companies on pen- 
sions, profit sharing, and other benefits. 

pay, opportunity for growth, pleas- 
ant working conditions in suburban area 
north of Chicago. Write, giving experi- 
ence, approximate salary range. 

Box 8930, ADVERTISING AGE 

200 E. Ulinois St., Chicago 11, Illinois 


JOB — 


‘or 
CREATIVE TALENT 

ADMINISTRATIV® PERSONNEL 
MOLENE An 3-4424 
Bankers Bidg. Chicago 3. 

SALES PROMOTION ASSISTANT 
We will soon need a man with proven 
record in creative development and follow 
through of promotion material for build- 
ing products or other hard goods. Open- 
ing in Northwest firm will offer good 
growth opportunities. Prefer married man, 
27-32. Send personal history. 
Box 8931, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 

SPACE BUYER 

A young, fast growing Chicago ad agency 
needs SPACE BUYER (man or woman) 
with 2/5 years direct experience buying 
space in consumer magazines and newspa- 
pers. Age range 25/35. Outstanding op- 
portunity for growth with organization. 
Send letter giving background and qual- 
ifications. 

Box 8954, ADVERTISING AGE 
_200 E. Illinois St., Chicago 11, Illinois 
MAGAZINE SPACE SALESMEN for three 
successful Catholic business publications. 
Need young experienced man, one in 
Chicago, to share Chicago, and have ex- 
clusively, Missouri, Kansas, Wisconsin and 
Minnesota, and one in Cleveland for Ohio, 
Michigan and Indiana. Must be willing to 
travel a minimum of two weeks each 
month calling on national advertisers and 
agencies. Real opportunity for energetic 
and ambitious man in each of these sec- 
tions. Write stating qualifications, Box 618, 
Church Street Post Office, New York 7. 

ADVERTISING MANAGER 

For cosmetics manufacturer. Must have 
creative ability and be capable of super- 
vising all phases of advertising from 
judging agency copy to developing com- 
plete sales campaigns. Direct selling or 
mail order experience pertinent, but not 
necessary. The ability to adapt oneself to 
a specialized field is necessary. Not over 
35. A challenging opportunity that will 
handsomely reward the right man. Give 
full details, salary requirements in first 
letter to 


Box 8955, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. Ha 7-1991 Chicago 


ARTIST for iargest litho art department 
on West Coast. Must be experienced in 
full-color comp. design and lettering of 
packages, labels and p.o.p. advertising 
material, some rendering in chalks. Sal- 
ary open. 
Box 8958, ADVERTISING AGE 

480 Lexington Ave., New York 17. N.Y. 
SALESMAN ... exc. opp. selling newsp. 


adv. mats... Top Comm. Write 
7, ADVERTISING AGE 


ADVERTISING COPY CHIEF 
|}to head copy department of well-estab- 
lished, progressive Agency in St. Louis. 
| Requirements: identical position with oth- 
}er agency—experience in industrial trade- 
paper copy and direct mail... with big 
| stack of samples and references to prove 
| ability. 
Good starting salary and excellent op- 
|portunities to move up. Profit-sharing 
|plan. Chance for stock ownership later. 
Suburban location: air-conditioned. 


Application will be kept confidential. 
| State salary. Samples will be returned 
promptly. 


Box 8964, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


EDITORIAL ASSISTANT 

| Unusual opportunity with young, progres- 
|sive, successful business magazine. For 
| the right man or woman this position can 
| lead to the managing editor's chair within 
a year. Must be able to organize facts and 
write clearly and interestingly. Admin- 
istrative ability, engineering background, 
knowledge of graphic arts and pleasant 
personality will be helpful. Salary range 
$6,000 to $9,000. 

Box 8965, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ARTIS 

PHOTO-RETOUCHER 
Some experience in field of industrial 
equipment photo-retouching preferred. 
Upstate New York manufacturer, out- 
standing employee benefits. Starting sal- 
ary commensurate with ability. Send re- 
sume to: 

Box 8967, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 

BUSINESS MAGAZINE 

SPACE SALESMAN 
Fast growing magazine has opening for 
young man to take over fertile eastern 
territory. Salary plus commission. If you 


| HEL!’ WANTED 
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POSITIONS WANTED 


POSITIONS WANTED 


“ILLUSTRATOR: Agency Art Studio of- 
fers excellent opportunity for young artist 
capable of illustr:ting people and situa- 
tions 


Sigman ind Associates 
650 Nor’) Rush Street 
Chica il, Illinois 
PHONE: ~—Uperior 7-1141" 


SPACE SALESMAN 
National trade publication needs aggres- 
sive space salesm in for New York, New 
Jersey and Connecticut. State salary and 
commission requi ements, experience and 
age. Send photo nd resume to 

Box 8960, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
ACCOUNT EXECUTIVE 

Aggressive North Side Advertising Agen- 
cy in new, modern, air-conditioned build- 
ing wants to add Account Executive to its 
staff. Must have billing of at least $200,- 
000 at present. This is fully staffed agency 
which offers top deal to right man. High- 
est commission, expenses and new auto- 
mobile furnished. Why not talk it over 
with us. Call Mr. Whitney. ROgers Park 
1-4335 for appointment 
HOLMES, vanenee & ASSOCIATES, 


2906 Peterson Avenue 
Chicago 45, Illinois 
SALES PROMOTION MAN with adver- 
tising agency experience needed by an 
airplane manufacturer. Must be creative, 
and capable of helping to plan, write, and 
teach sales training courses. An opportu- 
nity to earn an important place with a 
fast-growing company. Send comprehen- 
sive resume, including starting salary re- 
quirements, to 
Box 8962, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
AIRPLANE MANUFACTURER 
WANTS GOOD AD MAN 
This is a real opportunity for the man ex- 
perienced in advertising and interested in 
Aviation. Advertising Agency experience 
preferred, but not required. Must be able 
to help plan and write advertising and 
publicity stories simply and clearly. Only 
applicants with the above qualifications 
need apply. If you are willing to earn 


PRODUCTION WOMAN, mail order and 
trade publications. 8 years exper. in lay- 
out, pasteup, copywriting, etc. Light agen- 
cy background, willing to broaden hori- 
zons if it will help me climb into Cadillac 
class. Good refs. Chicago area. 
Box 8968, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
COPY WRITER 

Young copywriter with promise seeks po- 
sition in Chicago agency. Several years 
experience; definitely capable of produc- 
ing creative, well-composed ads that pass 
the test. Size of agency unimportant; op- 
ay prime requisite. College grad- 
uate. 

Richard A. Carlson, 415 Audubon Road, 
Riverside, IIl.; Phone RI 17-2226 
I WANT A CHANCE TO CREATE! 
Young, enthusiastic woman with lots of 
good copy ideas seeks Chgo. agcy. or mfg. 
who wants an imaginative copywriter who 
can SELL. 3 yrs. retail copy, where sell- 
ing really counts, some catalog. Resume. 
Box 8969, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
SPACE SALESMAN: Young. Consumer 
and trade experience. Successful producer. 
Facts to prove it. AGGRESSIVE, CREA- 
TIVE SELLING. Wants magazine that 

needs strong Sell. 

Box 8970, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 

maybe YOU CAN’T BUY TIME 

but YOU CAN BUY EXPERIENCE 

I have more than 10 years of varied In- 
dustrial Advertising Experience for sale. 
This experience has been well used for 
many different products: hardware, build- 
ing materials, paint, automotive parts, 
heavy equipment, etc. It has also been 
well applied to many different media: 
trade publications, direct mail (esp.), 
newspaper, point-of-sale, trade shows, and 
special merchandising promotions. Write 
to the box below for full particulars. The 
sale price for this experience is not un- 
reasonable; it is based strictly on the abil- 
ity to handle the job competently. 

Box 8971, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


your place in a fast-growing c pany, 
send comprehensive resume, including 
starting salary requirement, to 
Box 8961, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


can sell and work with a mini of 
supervision, you need not have a great 
deal of space selling experience. 
Box 8966, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Researcher—leading business publication 
seeks young man with statistical or eco- 
nomic training for market research posi- 
tion in Washington, D.C. Send resume 
and salary requirements to 
Box 8956, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING AGENCY BOOKKEEPER 
Woman required by small agency work- 
ing at full capacity. Must have experience 
with insertion orders, media _ contracts, 
production followup, billing, bookkeeping, 
copy typing—not easily rattled by the 
impossible. Write giving full details. 
Box 8959, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
CIRCULATION MANAGER—$6,000 to $8,- 
000 salary. Experienced ABC Direct Mail 
Promotion, Fulfillment for Chicago Busi- 
ness Publication leader in field. Describe 
experience. Write John H. Reardon Co. 
469 E. Ohio St., Chicago 11, Tl. 
EDITORIAL PRODUCTION 
A well established, progressive publishing 
firm is looking for an alert young jour- 
nalism graduate for its editorial produc- 
tion dept. Must have had some experience 
on college paper or other publication ex- 
perience. If you are industrious and can 
qualify, this is a good opportunity. Please 
phone Mrs. Wilmar, WHitehall 4-6141. 
Putnam Publishing Co. 


ARTISTS 
How about working for an expanding 
aggressive agency with substantial na- 
tional accounts located in Central Illinois. 
Need a versatile young man for creative 
layout, keyline and some finish. This is a 
permanent position with an excellent fu- 
ture, 5 day week, profit sharing and other 
employee benefits. Starting salary $105- 
$125. Write giving details of background 


and experience. 
Box 8963, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


SLAYOUT ARTIST: 


@ Large 4-A Milwaukee agency has 
immediate opening for experienced 
agency layout man, for industrial, 
agricultural, general accounts. 

Need solid, but not “stolid” think- 
ing. Good design but not “flighty.” 
Layouts to semi comp on tissue, 
with clean, crisp illustration, head- 
ing and type indication. 

Excellent opportunity, working and 
living conditions. Fine schools and 
churches, plus the country’s best in 
outdoor recreation. 

This is a permanent opportunity 
with better than average employee 
b fits for established and quali- 


COPYWRITERS 

Openings with agencies and manufactur- 
ing firms for men experienced in printed 
or Radio-TV mediums. If you have crea- 
tive ability and can write good copy it 
will pay you to contact us. Salaries $5000 
to $25,000 depending upon ability. 
SHAY EMPLOYMENT AGENCY 

30 W. Washington Chicago 2, Ilinois 


The Midwest's 
outstanding placement 
service for Adv. - Art & 

allied fields. 


By appointment only 
59 E. MADISOM + SUITE 1417 
CEntral 6-5670 


BIRCH 
* 
Executive 


Placement 
Counselors 


fied individual. Send roughs, under- 
lays, reject layouts on tissue. Proofs 
not necessary. 
Include personal resume and salary 
expected. 

Box 240, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


EXPERIENCED AD MANAGER 
If you need an experienced man to or- 
ganize your national promotion program, 
create and produce all sales and service 
tools, and work successfully with distribu- 
tors and direct accounts on sales prob- 
lems, I offer 22 years executive experience 
with 2 top white goods manufacturers. 
Available immediately. 
Box 8973, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EDITOR, WRITER, PHOTOGRAPHER, 
LAYOUT & PRODUCTION MAN 
That combination can work for you—for 
your house organs, internal or external, 
catalogs—wherever you use printing to 
communicate. Last 6 yrs., own editorial, 
art, composition service. Wide publica- 
tion and writing experience. Versatile, 
imaginative, competent. Chicago area. 
Box 8975, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
TALENTED CREATIVE MAN wants Chi- 
cago agency copy-contact and/or A.E. 
position. Thoroughly experienced on in- 
dustrial, consumer and agricultural ac- 
counts, in print and radio. Extremely 
valuable to firm that can utilize a crea- 
tive planner in several planes of agency 
operation, including new business solici- 
tations. Reasonable, but ample salary. 
Box 8976, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING - SALES - PROMOTION 
CLEVELAND or NORTHERN OHIO 
Newspaper trained, reporter, adv. mngr., 
business mngr. 16-yrs. creative sales of 
long run dealer helps letterpress/offset 
national accounts. Now travel East Coast 
to Midwest. Seek connection with agency, 
publisher or manufacturer. Down-to-earth 
copy, follow through, wide contacts. Own 
home, married, daughter in college. 
Box 8977, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Young ex outdoor leaseman desires agen- 
cy connection; college grad, married. Not 
expensive but must eat regularly. 
Box 8979, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


CONTROLLER-OFF. MGR. 38, 10 yrs. 
Agcy. Exp., prepare analyze financial re- 
ports, client costs; systems, personnel. 
Now with major agcy. For thoro com- 
petent administration Write: 

Box 8980, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 

SOLID SOLID SOLID AD MAN 
Been living and loving adv. for 11 years. 
Wants to make one more move with 
Agency or Mfr. Has worked both sides of 
the desk. Advertising plus all other phas- 
es of total marketing picture. Exp. large 
budgets, sales analysis, test marketing. 
Thoroughly familiar all media, production, 
promotional devices. Age 34. B.S. in mar- 
keting. N.Y.—N.J. only. 

Box 8981, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


REPRESENTATIVES WANTED 


Experienced salesman wanted by trade 
publication. New York metropolitan area. 
Established, successful monthly. Commis- 
sion basis. Substantial guarantee. Send 
resume to: 
Box 8982, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
BUSINESS OPPORTUNITIES 
WOODWORKING DISPLAY BUSINESS 
FOR LEASE OR SALE. MEDIUM 
SIZE IN PHILA. UP TO DATE 
EQUIPMENT. LIBERAL TERMS 
Box 8983, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
EXCLUSIVE WEEKLY IN RESORT AREA 


circulation. 
area with large summer population in 
beautiful east coastal community. Paper 
grossing over $80,000 with job shop which 
can be expanded. A vacation land with a 
solid, substantial background. Price $90,- 
000 with 25 per cent down. This property 
will bear closest inspection. Reply giving 
details of your background. 
Box 8953, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 


MISCELLANEOUS 


Business-getting IMPOSTALS — World's 
Smallest House Organ—call on ALL your 
prospects and customers EVERY MONTH 
whether your salesmen do or not. Bring 
inquiries. Keep friendly, interesting con- 
tact for buyers. NOT SYNDICATED. Each 
issue written to order to sell your product 
or service. Original. Gets read. Send for 
samples of IMPostals now doing contact- 
ing job in many lines of business. Inquire 
on your company letterhead. 

Orville E. Reed, Howell, Michigan 
FREE LANCE ART DIRECTOR 
Will trade service for SPACE with agen- 
cy, Industry or Publisher in Midtown 

New York. 
Box 8984, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


STYLIST 


Nationally known Chicago Pho- 
tographic Studio has opening 
for experienced stylist with 
knowledge of sets, decoration, 
model casting, etc. Exceptional 
opportunity, good location, 5 
day week, salary commensurate 
with experience. Give full de- 
tails for immediate interview, all 
replies confidential. 


Box 242 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


FREE LANCE COPY that gets to the 
point . .. instant relief for small agency 
growing pains. I'm a M.O. Copy Chief 
with some newspaper ad exp., like to get 
my feet of d occasi lly. 
Would also job 
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OUP CLIENT NEEDS TOP-NOTCH 
SALES PROMOTIONAL MANAGER 
National organization requires serv- 
ices of man capable of motivating 
and administrating hard-sell pro- 
motions through retail trade. Please 
write with ful! particulars for ap- 
a. Do not phone. Powell and 

hoenbrod Advertising, 430 N. 
Michigan Ave., Chicago 11, Illinois. 


Box 895 
200 E. Illinois St., Chicago 11, Illinois 


aging, consumer and market 


Our present staff is not large enough to take on 
the responsibility for the introduction of a new 
product (responsibility covering naming, pack- 


promotion, advertising plans and budgets). 


We are looking for several men, preferably 
with some marketing experience—either on 
the client or agency side. However, since we 
are planning for the future, we will definitely 
consider inexperienced men who have demon- 


New Marketing Group 


FOR 


World Famous Manufacturer 


research, sales 
(including salary 


strated in college, 
that they can accept responsibility very rapidly. 
Applicants must be college graduates, under 
30, and draft exempt. Please g ve all details 


letter. All replies will be handled in confidence, 
and no contacts will be made until we have 
your permission. Address Box 219, Advertising 
Age, 200 E. Illinois St., Chicago 11, Illinois. 


Service, or in other positions 


requirements) in your first 


‘Box 8978, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


GRAPHIC ARTS MECH. PRODUCTION 
Know art, type, plates, schedules, costs in 
litho, letterpress, publ. and package. 


Worked in agcy. engrav. print and publ. 
Box 8974, ADVERTISING AGE 


INSURANCE 
COPYWRITER 


Well-established Chicago agency is 
seeking experienced copywriter who 
has written national and trade ad- 
vertising in the insurance field. 
Other copy experience (industrial, 
automotive, etc.) also desirable. A 
real opportunity for right man— 
salary up to $10,000 yearly. 
Box 243, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


200 E. Illinois St., Chicago 11, Illinois 


now looking around 


experience with agencies 


in mid-west. If you can use 


Production Expert 


on Sales Promotion and Collateral Material 


Buying over a million dollars yearly— 


Here’s a top-flight production man with 18 years 


and manufacturers. 


Expert in all phases of graphic arts—with a dis- 
tinct flair for sales promotion and collateral ma- 
terial. Presently employed in key position with 
leading appliance manufacturer and personally 
producing and buying advertising material that 
runs over seven figures annually. Desire location 


this valuable experi- 


ence, please write—Box No. 235, Advertising Age, 
200 E. Illinois St., Chicago 11, Ill. 
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Advertisiny Age, September 24, 1956 


Growing Chicago 
Agency Seeks 
Outstanding Men 


If you'd like to join up with a 
vigorous, top-rated, medium-size 
agency you may find your oppor- 
tunity here, as we make the fol- 
lowing additions to our staff: 


ASSISTANT ACCOUNT EXECUTIVE 


Strong on advertising and merchan- 
dising ideas, particularly in appli- 
ance, air conditioning, heating, 
plumbing, building materials, sim- 
lar fields. Some knowledge of tele- 
vision (as a medium) an asset. 
Would consider a man _ without 
agency background, but with geod 
experience with manufacturers. Op- 
portunity for early promotion to 
account executive. Salary $8,000- 
$10,000. 


COPYWRITER 


Self-reliant and versatile, with a 
gift for coming up with the right 
idea, the right headline, the right 
phrase . . . a talent for working 
with layout men to produce out- 
standing advertising. Agency experi- 
ence desirable but not a must. Sal- 
ary, $7,000 to $8,000. 


PUBLIC RELATIONS MAN 
Experienced writer, preferably with 
some building industry knowledge. 
Must be neat, business-like, capable 
of high-level client contact. All 
references will be thoroughly check- 
ed. PR experience desirable, but not 
essential. Salary open. 


For interview, please write fully to: 
FULTON, MORRISSEY COMPANY 


612 N. Michigan Avenue 
Chicago 11, Illinois 


WANTED 


TOP COPYWRITER 


(drug Greducts experience) 
WITH PROVED EXECUTIVE ABILITY 


Man must have record of personal 
performance in the creation of sound, 
selling copy in print and air media— 
fe emphasis on drug products 
ield. 

Must be a hard-hitting copy pro- 
ducer and as a creative team mem- 
ber should have qualities to inspire, 
counsel and guide others. 

Compensation to fuily meet the 
measure of the man—friendly, con- 
= atmosphere that encourages 

siness progress, happy family life. 

Frankly, no “soft berth” as we 
want a “swing-from-the-toes” worker 
(preferably in 35-45 age group). Please 
send complete personal résumé in 
first letter—all replies confidential. 


Address “President” 
Advertising Age, Box 236 
200 E. Illinois St., Chicago 11, Illinois 


INDUSTRIAL ADVERTISING 
COPY-CONTACT MAN 


Large Milwaukee industrial 
firm offers exceptional op- 
portunity for experienced 
advertising copy - contact 
man capable of working 
with ad supervisor and 
agency on preparation of 
ads, direct mail and other 
forms of sales promotion. 
Excellent starting salary, 
plus many personal fringe 
benefits. Give detailed résu- 
mé—including ae, educa- 
tion, experience, salary 
bracket, and othe: pertinent 
information. 


Box 244, Advertising Age 
200 E. Illinois St. 
Chicago 11, Ill. 


BBDO Moves Bristow 


Jack Bristow, vp of Batten, Bar- 
ton, Durstine & Osborn, and for- 
merly an account executive in the 
moved to 


Buffalo office, has 
BBDO’s Cleveland office. 


McClaughry Joins Pershall 
R. T. McClaughry, 


Chicago. 


formerly 
with Needham, Louis & Brorby, 
has been appointed a copy super- 
visor of the J. R. Pershall Co., 


WANTED ADV. & SALES 
PROMOTION MGR. 
Outstanding ew with a 
national manufacturer of food 
products. Must have minimum 
of five years’ experience in ad- 
vertising and sales promotion of 
food or similar packaged prod- 
ucts to trade and consumers. 
Position in midwest. Age 28-38. 
Fringe benefits, profit sharing 
and above average compensa- 
tion. Qualified man now earning 
$9,000 per year or more. Write 
Box No. 237, Advertising Age, 
200 E. Illinois St., Chicago 11, 

Illinois. 


CHICAGO OFFICE SPACE 


Completely 
alr conditioned 
Receptionist 
Automatic elevator 
National Sporting 
Association 
716 MN. Rush St., 


after JANUARY 1, 
qualified and known 
with nearly thirty years of operat- 
ing experience in formulating and 
direc advertising sales, circula- 
tion and editorial policies in both 
industrial magazine as well as news- 
paper fields. Highest of references 
available. 


Box 223 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


1957, a well 
PUBLISHER 


WANTED 
TV FILM PRODUCER 


Producer-Director for established 
and growing Florida film com- 
pany. Must have experienced 
background (emphasis on com- 
mercials) that will withstand 
closest scrutiny. Excellent oppor- 
tunity for right man. N. Y. inter- 
view early October. All applica- 
tions confidential. Write fully. 


Box 245 ADVERTISING AGE 
480 Lexington Ave., N.Y. 17, N.Y. 


ART DIRECTOR 
NEW YORK EXPERIENCE 


Offering 10 ye of solid agency 
background handling wide va 
of national accounts. Thoroug 
knowledge of layout design, typog- 
raphy, reproduction, art buying, etc. 
Seeks a creative and aggressive or- 
ganization that is looking for top 
talent. This AD is a young and ma- 
ture 35. Interested in someone who 
is exceptionally versatile, creative 
and productive? 

Box 234, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, II. 


“Our 45th Year” 


TV 

ADV. MGR., under 40 $10,000 
COPY (insurance and tech. 
exper. helpful) 

COPY, farm-product exp. 


GLADER CORPORATION 
“The Agency’s Agency” 
Don Harris, Dir. Adv. Div. 
110 S. Dearborn CE. 6-5353 


YOUNG WRITER 
HERE’S YOUR CHANCE TO RISE 


If you’ve put in three or |]; 
more years as second man 
writing consumer space 
copy on packaged house- 
hold products . .. Floor Wax 
Insecticides or Furniture 
Polish for instance ... A 


large national agency has 
the spot for you in Cleve- 
land. We are not the agency 
you’re with or you’d know 
of this opening. If your copy 
proves you’re worth it base 
salary $8000 or better. 


BOX 238 ADVERTISING 
AGE, 200 E. ILLINOIS ST., 
CHICAGO 11, ILLINOIS. 


OPPORTUNITY FOR CREATIVE WRITER 


He is a college graduate. He may be in an advertising depart- 
ment now, waiting for the right opportunity to move into the 
agency field. He works with words and has a flair for St 
them together in a sensible manner. He has a proven record o 


developing his own ideas... . 
He may be about 30. Respect 


—— assimilates information. 


um-size Chicago ey 


offers unusual opportunity with responsible creative writing jo 
basically in print on industrial accounts. Salary commensurate, 
bonus, profit-sharing, other benefits; future to grow. Send résumé 
including experience, education, earnings record. 


Box 241 
200 E. Illinois St. 


ADVERTISING AGE 


Chicago 11, Illinois 


INDUSTRIAL PUBLIC RELATIONS 
START — $9,000 to $12,000 


Expanding 4A Philadelphia 
agency. Permanent growth op- 
portunity. Send 2 résumés in 
confidence to: JACK LEWIS, 
ACCREDITED PERSONNEL 
SERVICE, 12 SOUTH 12th 
STREET PHILADELPHIA, 
PENNSYLVANIA. 


MEDIA 


SUPERVISOR— 


Large Midwest Advertising Agency 


The man we’re looking for is happily employed in 


an advertising agency media 


department. He 


wants greater opportunity and responsibility, but 
the road is blocked where he is. He has had sev- 
eral years of print and/or time buying experience 
and possesses a good knowledge of media markets. 
We want to talk to this man about a position of 
Media Supervisor over several large national ac- 


counts. 


If you think you’re the man, write immediately to 
Box 247, detailing your experience and salary re- 


quirements 


ADVERTISING AGE, 200 E. ILLINOIS ST. 
Chicago 11, Illinois 


The Chicago Offices of this 
National Advertising |} 
Agency Needs A 
VERSATILE 
ADVERTISING 


We'll pay a good salary and offer 
exceptional opportunity for a 
| Competent copy man who is well 
} experienced in radio, TV, print, 
} and merchandising. Write fully. | 
All replies confidential. Our em- | 
ployees know of this ad. Box 215, | 
| Advertising Age, 200 E. Illinois 
} Se., Chicago 11, Ill. 


Fine, Fast, Fairly Priced Photography 


pics 


Photographers 
DEARBORN 2-1062 
ILLINOIS 


187 N. LASALLE, CHICAGO 


PUBLICITY 
CONVENTION 


COMMERCIAL 
INDUSTRIAL 


131 


Sheep Group Told 
Lamb Drive Now 
Is in 15 Markets 


(Continued from Page 2) 
formation on larnb cuts and how to 
prepare them. Some acknowledged 


| they had never eaten lamb. 


Other buyer resistance to lamb, 
he continued, stems from feelings 
of guilt about eating lamb because 
buyers associate lamb with a gen- 
tle, innocent pet. This attitude can 
be overcome, Mr. Gilman asserted, 
if the meat is promoted as giving 
strength and vitality. 

Still another objection to lamb, 
he said, was the notion that lamb’s 
meat is a delicate, feminine food 
—perhaps not suitable for men. 


s Summing up his findings, Mr. 
Gilman acknowledged that lamb 
might well be considered a “prob- 
lem meat” so far as sales are con- 
cerned. But he said that a coordi- 
nated program of promotion and 
advertising can put lamb back on 
the market as one of the popular 
red meats. 


Esmond Adds Solar Photo 

Esmond Associates, New York, 
has been appointed to handle ad- 
vertising for the Solar Photo Flash 
division of Solar Electric Corp., 
Warren, Pa. 


Still struggling up the ladder . . 


creative thinking .. . 


BLDG. LA CROSSE, WISCONSIN. 


MR. ARTIST! WHERE WILL YOU BE 2 OR 3 YEARS FROM NOW? 


. Still on the big city merry go round... 
still waiting for that art directorship opening? 

YOU NEEDN’T BE... If you make this your year of decision and join 
the growing ranks of Western Wisconsin's only fully accredited Advertising 
Agency. If you're young, ambitious and can carry the art from layout to 
comp. to finish on a wide variety of accounts this is your chance to build 
a bright future as our Art Director. We’re looking for wide awake, aggressive, 
will pay commensurate with your ability . . . and 
count you in on our pension & profit sharing plan. 

The door’s wide open for the right man . 
. .. but you and your family will enjoy every minute of it in this beautiful, 
friendly city of 55,000, in the scenic heart of vacationland. Call or write 
giving full resume. JEFFERSON ADVERTISING AGENCY, 316 EXCHANGE 


. » you'll work long and hard 


EXPERIENCED 
TELEVISION COPYWRITERS 


Leading advertisi 


office for several television writers with soli 


agency has immediate openi 


in its Detroit 


bac und in film 


and live commercials. Fine opportunity to join a big agency with a 
recognized 


talented creative team national 


for its outstand 


work. You'll write for high-rated network shows. You'll wor 


hard, but the pay is good and the future brigh 


t. Send complete 


résumé with salary requirements to: — 
Box 246, ADVERTISING AGE 


200 E. Illinois St. 


Chicago 11, Illinois 


MARKETING MANAGEMENT 


Does your present job in adver- 
tising allow you to participate in 
making broad marketing deci- 
sions? 

You must have an interest in 
advertising, or you wouldn’t be 
reading this journal of the trade. 
Then, if you should happen to be 
under 30 years of age, a college 
graduate, and confident of your 
own business ability, imagination 
and good judgment, you should 
begin to think seriously of letting 
us get to know you. 

What we have in mind for you 
is an unusual opening involving 
broad marketing management re- 
sponsibility . . . calling for good 
all-around business administration 


talents. 
> 


You will be trained on the job, 
assuming important responsibil- 
ities from the very first day you 
go to work for us. 


For more information, fill in and 
mail the coupon below. We will 
treat all replies with utmost con- 
fidence. 


Dear Sir: I should like to hear more ] 
about the career opportunities de- | 
scribed above. Please send me an 


application form and appropriate 
literature. 


I received a 
(degree) (school) (year) 
NAME 
ADDRESS. 
Box 239 ADVERTISING AGE 


200 E. Illinois St.. Chicago 11, Ill. | 
— | 
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